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RESIDENT TRUMAN has issued his statement on 

wages and prices and his executive order relating to 

them. Chester Bowles, new Economic Stabilization 
Director, has appeared twice before a House Committee to 
explain the new policy. A close study of the published mate- 
rial leads to the conclusion that there is only one change in the 
price control regulation: the manufacturer will not have to 
wait ‘for six months after raising wages to make application 
for price relief. Otherwise the situation is what it has been 
under the old OPA formula. 

The President’s order said: “The Price Administrator shall 
promptly provide for the adjustment of price ceilings in any 
case in which he finds that an industry is in a position of 
hardship as a consequence of an approved increase in wages 
or salaries, as defined herein. 

“An industry shall be considered to be in hardship if, after 
taking the entire amount of such wage or salary increase into 
consideration, the Administrator finds that the industry’s cur- 
rent ceiling price will leave it in an over-all loss position or in 
an earnings position requiring adjustment on the basis pro- 
vided in this section. 

“The adjustment to be provided shall be such as, in the 
judgment of the Price Administrator, will be sufficient, for the 
twelve months following the adjustment, to enable the industry, 
unless operating at a temporary low volume, to earn an average 
rate of profit equal as nearly as may be to the rate of return 
on net worth earned by the industry in the peacetime base 
period applicable to that industry, and, in the case of com- 


P modities which are the subject of special statutory require- 
ments, to a rate of return sufficient to satisfy such require- 
ments. 


“Except to the extent necessary to reflect the abnormal costs 
and reduced earnings incident to temporary operation at low 
volume, in no case shall the Administrator provide an adjust- 
ment insufficient in amount to prevent loss operation at the 
time of adjustment.” 


R. BOWLES, in his first statement to the House Com- 
J mittee, gave the following interpretation of the execu- 
tive order: “What does this new policy mean to prices? It 
means that manufacturers will no longer be required to wait six 
months before the wage increases which they have granted will 
be taken into consideration in setting their prices. If for any 
reason an industry—operating at normal volume—is in hard- 
ship, price adjustments will be granted. These price adjust- 
ments will be designed to assure the minimum level of peace- 
time earnings for that industry during the coming year. 
“Does this mean general price increases throughout the 
entire economy? Does it mean a retreat to a new price 
line—to a new higher level of prices? Emphatically it does 
not.” 


Mr. Bowles made only one reference, and that a brief one, 
which could be interpreted as relating to the appliance busi- 
ness, in which he indicated that some of the metal using 
industries, where labor costs represent a sizable factor in the 
total price, might be an exception to those in which preseat 
prices could be maintained because wage increases would have 
little effect. In his second appearance before the committee, 
he made a specific reference to the washing machine business. 
A news dispatch reports this part of the hearing as follows: 

“Representative Sumner, Republican, of Illinois, questioned 
Mr. Bowles on the nature of OPA policies which fail to take 
into consideration ‘numerous’ increases in cost when applying 
price ceilings. 

“The administrator replied that he thought that she must 
have the reconversion pricing formula in mind. This so-called 
formula, he added, does recognize increased costs in establish- 
ing ceilings after they are shown to be legitimate and perma- 
nent increases. 

“Some rises in production costs are only temporary, he said, 
and the reconversion of a pre-war washing machine manu- 
facturer from tanks or machine guns back to consumer goods 
would incur costs which would not be a permanent factor in 
peacetime production.” 


HIS sounds like the old merry-go-round. There seems 

still no recognition of the necessity of price relief if pro- 
duction is to go ahead. There is no reference anywhere to a 
relief from the absorption policy penalizing the retailer and 
wholesaler for any price increases that may be allowed to 
the manufacturer. 

Higher prices are vaguely offered as a possibility but will 
have to be passed on by OPA. Such price rises as are 
allowed, to use the words of the President, “shall be such as, in 
the judgment of the Price Administrator, shall be sufficient.” 
In other words, we still have a boss and it is his judgment 
and not business judgment that rules. 

This cannot, however, be the final solution. Management 
is still fighting for the price relief it must have. Price adjust- 
ments will have to come in the consumer durable goods field. 
There may not be many increases and they may be slow to 
come, but it is not workable to keep appliance prices down to 
levels now authorized by OPA and at the same time get 
volume production going. 

Appliance men still have to face production delays aggra- 
vated by the price situation and should continue to be careful 
of any commitments for future delivery at present allowed 
prices. 
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FIRST 
Excellent Tone 


SECOND 


THIRD 
Fine Styling 


Y... after year, since their inception, the 
four important chime characteristics listed above, have made it possible for Rittenhouse Electric 
Door Chimes to assume and hold American home-owner preference. 


Today, more than ever, Rittenhouse has pre-eminence in these distinguished attributes: 


TONE EXCELLENCE because Rittenhouse engineers have eliminated chime “‘static’’— objectionable 
mechanical noises. Rittenhouse tone is clearer, richer, more melodious. 


MECHANICAL SUPERIORITY because only in Rittenhouse Chimes do you get the exclusive Ritten- 
house Floating Percussion Unit, the patented ‘Rhythm Master”’ timer—the simplest timing mechanism 
made, assuring trouble-free, and longer, flawless chime performance. Rittenhouse plungers and 
springs are locked in place permanently, new chime alloys guarantee extra tone quality, and an adjust- 
able volume control and shut-off switch add still more to Rittenhouse chime utility and convenience. 


FINE STYLING because Rittenhouse Chimes combine the internationally acclaimed design ability of 
Norman Bel Geddes with the best chime craftsmanship and product materials available. 


POPULAR PRICING because years of Rittenhouse manufacturing ‘know-how’, new war-developed 
methods and large-scale production make possible greatly reduced chime costs. These conspicuous 
savings are reflected in the price of the Rittenhouse line for 1946. 


THE A. E. RITTENHOUSE COMPANY, INC., HONEOYE FALLS, NEW YORK 


Rittenhouse America’s Finest Chime Signals 
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Mechanical Superiority 


Popularly Priced 
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DISING 


Blazing a new trail 
for the vacuum 
cleaner industry 


Today a revolutionary new approach to vacuum 
cleaner marketing is starting to pay off for 
retailers all over America . . . because Eureka 
dared to discard the old outmoded selling 

ure. 

Now . .. for the first time . . . appliance 
retailers have a vacuum cleaner “package” for 
volume merchandising . . . a profit-making line 
fitting the needs of appliance dealers and 
departments. 

This is why Eureka’s Home Cleaning System 
is the talk of the appliance trade. Offering a 
cleaning system instead of just a cleaner, it’s a 
sensationally new, more effective consumer 
appeal. Like the women-wide appeal of 
Eureka’s new Cordless Electric Iron, Eureka’s 
design and packaging of its cleaners is typical of 
its precision engineering from the 
woman’s point of view. 

And appliance men know that Eureka means 
even more than a whole new field of sales and 
profits. For adding together Eureka’s advanced 
merchandising program . . . and the greater 
individual sales potential of Eureka’s 
“Tailored Market Coverage Plan”. . . 
plus the power of Eureka’s advertising program 
... they know Eureka means one of the great 
long-term profit opportunities in the 
appliance industry. 

Yes ... the appliance industry knows that 
Eureka has blazed a new sales and profit trail... 
that Eureka has set the pace in 
vacuum cleaner sales. 


EurEKA WILLIAMS CORPORATION 
Detroit 2, Mich. Bloomington, Illinois 


Eureka Task-Type Cleaner 
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THE PRESIDENT’S WAGE-PRICE POLICY 
WON'T WORK 


AMERICAN public had every right to expect 
that the long-awaited wage and price policy would 
break the impasse blocking the way to the swift and 

orderly reconversion of industry from war to peace. 

The policy announced offers little promise of such solu- 
tion, and this may well constitute a national calamity. 

There is only one thoroughly constructive feature of 
the Presidential Statement of February 14 and its imple- 
menting Executive Order. It is the first Government pro- 
nouncement since the defeat of Japan to clearly define 
inflation as the major danger confronting us in the period 
immediately ahead. 

That is a correct appraisal, and one long overdue. Up 
to now Government spokesmen, almost invariably, have 
sought to carry water on both shoulders. The Adminis- 
tration has justified its policy of promoting wage in- 

reases as a measure necessary to forestall deflation — 
to keep purchasing power from falling and forcing the 
economy into a violent tailspin. The strict holding-of- 
the-line on price ceilings has been defended as necessary 
to prevent runaway inflation. Unfortunately, while the 
President now exhorts all to enlist in a crusade against 
inflation with a voice that is clearly Jacob’s, his program 
for dealing with it still employs the hairy hands of Esau 
to promote the very danger which he is urging everyone 
else to combat. — 
’ The “new” policy provides for a continuation of the 
wage increases that have been pressured through by 
Government mediators, “fact-finding” boards, and direct 
seizures until they have been made general throughout 
industry upon the dimension established in recent pat- 
terns. It offers industry the single concession of prompt 
hearings and decisions upon claims for price advances, 
but the yardsticks for judging such claims are exactly 
those which OPA has applied in the past. Since the past 
procedure has led us into our present difficulties, it is 
hard to see how it will serve now to lead us out of them. 


Past Government Policy Fostered Dissension 


At the war’s end, it was obvious to everyone that what 
was needed was the swiftest possible reconversion of in- 
dustry. It should have been equally apparent that we were 
faced with the difficult problem of controlling tremendous 
inflationary pressures which would be particularly insis- 
tent until peacetime production could be mobilized at high 
volume. This was made almost inevitable by the huge 
backlog of accumulated demand, for both capital and 
consumer goods, and by the unprecedented volume of 
liquid funds at the disposal of individuals of all classes. 
The only circumstance that could have modified the in- 
flationary complexion of the postwar picture was the pos- 
sibility of such wholesale and prolonged dislocation and 
unemployment in the process of readjustment that people 
would have been frightened into freezing onto their sav- 
ings instead of spending them. 

It soon was apparent that just the opposite was taking 


place. The early transition was extraordinarily swift, un- 
employment was lower than anyone had dared hope, and 
civilian spending outstripped all previous records. The 
circumstances called for strong anti-inflationary fiscal 
measures, along with a firm maintenance of price and 
wage controls,alike. 

Instead of adopting such a balanced program, the Gov- 
ernment immediately discarded all wage controls, and in 
addition started an active campaign for promoting large 
wage increases. The President, upon a number of occa- 
sions stated flatly that American industry generally could 
and should grant substantial pay advances without any 
compensating price rises. His Office of War Mobilization 
and Reconversion estimated that average increases were 
practicable to the extent of 24 per cent. Given such Gov- 
ernmental encouragement, it was inevitable that labor 
leaders should do exactly what they did—file extravagant 
wage demands at the beginning of the reconversion proc- 
ess, when accurate appraisal of production schedules and 
costs were least susceptible of calculation, and when the 
shortage of civilian goods multiplied the inflationary 
effect of any increase in purchasing power. 

At the same time, the OPA was fighting to hold the 
price line in a good cause, but with singularly inept pro- 
cedure. It acted, seemingly, upon the premise that it was 
always better to give less price relief than was needed 
rather than enough, that relief provided under its formula 
was preferably to be granted later rather than on time, 
and that the interests of lower-bracket income receivers 
should be protected by a particularly tough resistance to 
raising prices of cheaper goods. The latter procedure 
seems to have boomeranged by virtually driving many 
of the lower-priced lines off the market. 

The sum of these wage-price procedures resulted in 
work-stoppages of epidemic scope. Many business con- 
cerns faced with the prospect of immediately unprofitable 
operation, uncertain that new wage demands would not 
be made with Government support as soon as volume 
production was established, and without assurance as to 
when price controls would end, refused to assume inevit- 
able losses even when confronted with combined union 
and Government pressure. The fight was on. 


“New” Policy Differs Little From Old 


With inflation now clearly recognized as the immediate 
danger, it might have been expected that the new wage 
policy would reverse the former practise of lending active 
encouragement to new wage advances. But that would 
have brought down upon the Administration the wrath 
of all organized workers who had not yet been granted 
increases already bargained through by other groups. 
This was avoided by directing the National Wage Stabili- 
zation Board in effect to approve any wage increases 
necessary to give general advances comparable to those 
already made. The only brake applied on the wage side 
lies in a directive to the Board not to approve, as a basis 
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for price relief, wage advances that go beyond the estab- 
lished pattern. 

On the price side, the new directives to the OPA entail 
no important departure from its past procedures. Even 
the concession to review “hardship” cases promptly rather 
than after six months is only a pious hope, since it is un- 
likely that OPA is equipped to deal rapidly with the 
thousands of cases that will arise. A hardship case is de- 
fined as one in which, after absorbing an approved wage 
advance, an industry or establishment in a twelve months’ 
period of normal-rate operation is judged by the Price 
Administrator likely to operate at a rate of profits to net 
worth less than it averaged in the base period of 1936-1939. 

Let us see what this really means. In the first place, the 
rate of manufacturing profits in the base period was only 
moderate. But since the average net worth of manufac- 
turing corporations has increased one-third over what 
it was in the base period, the application of the OPA 
formula, assuming that its Administrator correctly ap- 
praises the twelve-month outlook, seems to provide for 
absolute profits one-third higher than the 1936-1939 aver- 
age. 

The OPA formula, however, applies to profits before 
taxes. What really matters to stockholders is profits after 
taxes. Corporation taxes have been increased from an 
average of 17 per cent in the base period to 38 per cent 
now. This means that the price adjustments granted by 
OPA on average will yield profits after taxes no larger in 
dollar terms than in the 1936-1939 period, although 1946 
manufacturing sales are expected to be more than twice 
as high. Under this procedure the ratio to net worth of 
profits after taxes will be one-fourth lower than the 
1936-39 average. This clearly undermines the incentives 
upon which production at high level depends. 

The workers get wage increases which promote infla- 
tion. The Government, bailed out from its previous mis- 
takes, gets political credit for raising wages. And the 
entire bill is handed to American industry for payment. 


But the Danger of Inflation is Real 


Under these circumstances, there is a growing demand 
on the pert of business groups that price controls be 
rescinded immediately. It is argued that, once the restric- 
tive influence of price controls is relaxed, capacity pro- 
duction soon will supply sufficient goods to prevent undue 
price inflation. 

It is understandable that business should wish to be 
rid of Government controls which have operated in such 
a thoroughly inconsistent and damaging fashion. Unfor- 
tunately, there is ground for believing that more harm 
might result from this cure than from the disease. 

There is nothing in our situation that could bring on 
the kind of inflation that has been experienced by certain 
countries of Europe and Asia —in which the value of cur- 
rency deteriorates until it takes a cartload to buy a pair 
of shoes. But our situation now is definitely more threat- 
ening than it was in 1919, after the first World War. At 
that time wholesale prices and the cost-of-living sky- 
rocketed almost 25 per cent within twelve months. If we 
discard all controls now, as we did then, prices might 
easily go up from 25 to 50 per cent in a year’s time. 

An inflation of that dimension can do tremendous dam- 
age. While it lasts, all those dependent upon fixed incomes 
are damaged — all bondholders, including those who hold 


war bonds, all life insurance and annuity beneficiaries, 
all pensioners. Generally, the purchasing power of wages 
and salaries would shrink, with white collar and unor- 
ganized production workers hardest hit. Controlled-rate 
industries, such as railways and other utilities, would be 
squeezed. General business would suffer least of all — 
while the boom lasted. ° 

But such soaring booms cannot last. The 1919 boom 
burst in mid-1920. By summer of 1921 industrial prices 
had fallen 40 per cent and industrial production was off 
35 per cent; farm prices had fallen 50 per cent. This time 
the boom might soar higher and last longer, but that 
would merely result in an even more precipitous drop. 
Business would be hard hit along with everyone else, and 
high wage rates would mean nothing to the unemployed. 


Controls Must be Consistent and 
Progressively Relaxed 


But if the Nation cannot afford to risk disastrous infla- 
tion by immediately abolishing controls, neither can busi- 
ness afford to accept the program which the Administra- 
tion now proposes. 

The wage-price policy will not hold the inflation line 
so long as the Administration is leading the assault to 
breach that line on the wage side, as it has done ever 
since VJ-Day. 

The Administration is now going before Congress to 
ask for a broad extension of its wartime powers for an 
additional year beyond June, 1946. 

Congress must see that this is not granted except upon 
terms that guarantee the use of such power with a con- 
sistency that has been conspicuously absent up to now. 

1. It must provide sufficient price relief to yield profits 
normal to high-level operation. 

2. The basis for price relief must be clearly defined and 
— to actual costs of operation at the earliest possible 

te. 

3. OPA administrative procedures must be speeded-up 
and streamlined, or the delays that characterized past ad- 
ministration will become intolerable. 

4. It must see that, once established, the new line is 
held as long as wartime controls are continued by enforc- 
ing restrictions on wages as well as prices. 

5. It must set an early date for the termination of all 
wartime controls and provide for progressive and bold 
steps for de-control to be taken before that date, as soon 
as production levels in any field are sufficiently high to 
restrain runaway prices. 

6. It must proceed without delay to marshal fiscal and 
monetary policies to combat inflation, in order that price 
controls may be discarded at the earliest possible date. 

Unless Congress does this — and it will not be easy in 
an election year —we are headed for an explosion. It will 
come in one of two forms—either in a continuance of in- 
dustrial strife, or in a rocketing inflationary boon. that 
can only end in collapse and depression. 


President, McGraw-Hill Publishing Co., Inc. 
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STEINBACH CO, —Hait o floor of this large department store now is the “finest and 
most complete appliance layout along the coast,” the management says. Experi- 
enced appliance and radio salesmen are marking time. Crew of eight will canvass outside. 
Sales volume predicted is high. Pre-war operation, conducted in smaller department, 
was conservative. Steinbach's fronts on Cookman Ave. Heart of Asbury Park shopping 
section is along Cookman Ave., from Steinbach Co. to Main St. 


B. & H. STORES, INC._copened less than a year ago, on 
Cookman, near Main, with rounded lines of merchandise, including 
radios and all appliances, purchased from’ National Tire Company. 
No service facilities. This is top traffic location. 


SEARS, ROEBUCK & CO_Large retail department store on Main St., near 
postoffice. Important expansion and sales plans for radios and appliances, both maja: 
and traffic, now being effected. Big volume foreseen when products begin to roll. Crew 
of four service men now being increased. LAZAROW BROS., hardware and housefurnish- 
ings store, across street from Sears, stocks wiring supplies, lamps, traffic appliances and 
small radios, as in pre-war. Will handle no major appliance line for time being. No 
service now. These outlets are centrally located on Main St., near post office. 


—Rushing construction to double floor area for major and traffic appliances is Fried 
Niesen, which opened in small quarters in '38 with music and band instruments, added 
records in ‘39, expanded with radios a year later and pianos in '41. Employ six men on 
radio maintenance and repair which they intend to double when applia roll, 
Like most furniture stores, Royale plans expansion of its radio and appliance departments, 


‘Too Man 


Electrical Merchandising presents a case history of a typical 
town in which seven major outlets accounted for the greater 
part of the radio and electrical appliance sales volume in 
pre-war .... Whereas today more than 30 dealers—some 
old ones and a raft of new ones—are set to compete on a 
vastly increased scale for the available business. 


FRIED-NIESEN MUSIC CENTER (left) and ROYALE FURNITUR | 


TUSTING PIANO CO.—thirty years ago, Robert E. Tusting (left) entered pis 
business established by his father in 1882. In pre-war he featured records, also push 
radios and major appliances. Now adding traffic appliances. Services own sales with 

man department. During war, Tusting pulled in horns, moving into small Cookman A 
quarters. Now moving into sizable building, which company owns, one block from Mai 
near Electric Building. As formerly, he will have outside salesmen, forecasts heal 
increase in appliance-radio dollar volume. New service department will be larger. 
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Dealers 


ical By LANSDELL ANDERSON 
ater 


> in N Asbury Park, N. J., a city with 
a year round market average of 


ome 00 residential electric customers, 
hope and expectation of 33 radio 
ona jappliances retailers is a business of 


00,000 in the first full year of vol- 
% production. This averages out 
nearly $300 in appliance and radio 
les for every electric customer in 
district. 
. Compare this with 1941, a peak year 
ntered piste... the total retail sales volume of 
also puoiances and radios in this same dis- 


les pe ct did not hit. $500,000, according 
‘ookman Mai careful estimates of men in a posi- 
in to judge accurately. This $500,- 
c 


) volume was taken chiefly by seven 
jor outlets. There now are more 
an 30 retailers. 


Volume Exceeds Pre-War 


Many of the new dealers each fore- 
adollar volume far exceeding the 
ge dollar volume ever actually 
up on radios and appliances by 
lke number of leading independent 
Miers in any pre-war year. As com- 
td with an average of X dollars 
b-registered by a few leading inde- 
mient dealers in "41 after long ex- 
fice in specialty selling, some new 
endent dealers assert they will 
mh through, immediately after the 
Koff, with sales volume ranging 
M twice to five times such sales 
Mages during the initial 12-month 


e larger. 


period after the flow of merchandise 
first begins to reach them in quantity. 
And, incidentally, rather than a 
gradual-but-sure flooding tide in the 
availability of radios and appliances, 
some of the latter predict a tidal wave 
of new merchandise. The reasons given 
include: the country’s war production 
record; and new manufacturers. 


A Shopping Tour 


A tour along two of the principal 
shopping streets in Asbury Park, plus 
a short hike down a third, emphatically 
revealed there would be no need what- 
soever to roam through any side 


JERSEY CENTRAL APPLIANCE CO. _ opened lest October, this is a spe- 


cialty radio-appliance outlet, located on Main St. Appliance line is complete, including 
air conditioning department. Although restricting service to brands carried, firm now 
employs || servicemen. Top left is view of the exterior of the building. At left, Mrs. Eliza 
Stephenson, in charge of floor sales, discusses traffic appliance with Bernard A. Seiple, 
president. Above, Clyde R. Butcher, center, vice-president, inspects a new washer with 
sales personnel at one of the company's branch outlets. Many of present sales staff, includ- 
ing executives, were formerly employed by utility, as were most servicemen. 


TOMMY TUCKER’S HOME SERVICE SHOP _p.itners in this new enterprise, 


which opened last November are Tommy Tucker, nationally-known bandleader, who visits 
store about once a week when not on tour, and Orville Winterstella, who for six years 
was director of city's public works. Above, on opening night when Tucker's band enter- 
tained. Outlet has 50-ft, frontage, 4,500 sq. ft. showroom, on southern section of Main 
St. Lines are major and small appliances, radios and records, commercial refrigeration, 
air conditioning. Outlet is complete to television room, record listening booths, model 
kitchen under construction. Store sales force now is six men inside and outside crew of 
12 specialty salesmen, now in process of training. Two experienced service men are 
employed at present. Lower left, Tucker (left) and Winterstella look over a refrigerator. 
At lower right is a view of the record department which already has proved popular. 
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CENTRAL RADIO & TELEVISION CO.—this outlet opened a year ago, after 


initial start nearby 18 months earlier. On a corner of Main St., it is run by three partners 
with some years of big-city experience on radio and appliance sales and service. Ground 
floor space is cramped, forcing main displays to larger second floor. Now installing 
modern kitchen and small television bay. Two inside men repair radios; two others are 
outside, while three men service appliances in branch shop three miles distant. Some 
6,000 sets repaired since firm entered radio repair field 2'/2 years ago. 


BANNER APPLIANCES (right) and KING APPLIANCES—New outlets, 


both opened within past three months on Main St. On the 3,000 sq. ft. sales floor at 
Banner's are major and traffic appliances, auto supplies and sporting goods, Radios 
will be added when available. Two of the partners, Marty Abrams, left, and Edward 
Levy, in the photo above, formerly were employed locally in auto supply chain 
stores. Concern now farms out service, may undertake repairs later. King Appliances, 
next to Banner (see lower right) advertises radios, major and traffic appliances, to be 
sold off a 5,000 sq. ft. floor which, until recently, housed the King Amusement Device Co. 
(same officers) which sells juke boxes and other coin-operated devices. Latter equip- 
ment was moved upstairs to make room for this new appliance venture. 
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streets probing for additional outlets 
in order to determine the trend in this 
city. 

The general situation is as follows: 
established specialty dealers are stoutly 
determined to maintain former volume; 
established merchants who formerly 
featured other lines while also carrying 
small radio and appliance departments 
now are making a specific bid for 
heavy volume in these products; a 
large department store is wading into 
the coming competition with every 
card it can play, while the large retail 
store of a mail order company is 
ready to stress these lines to fullest 
extent; and the city has a number of 
brand new dealers, some strictly radio 
and appliance outlets and others also 
carrying rounded lines of other mer- 
chandise. 

Here is a partial box score— 


AS IT WAS IN 1941 


3—Units not specializing in appliances: 
Utility company; department store; re- 
tail store of mail order company. 
4—Outlets specializing in sales of major 
appliances, traffic appliances and radios, 
with one of these also carrying records 
and pianos, two carrying tires, and the 
other one musical instruments. 

These seven were the major factors in 
pre-war. 


AMONG OTHERS PRE-WAR 


6—Stores primarily featuring furniture 
(3), house furnishings (2), auto acces- 
sories and sports goods (1)—and also 
carrying some or all appliances and 
radios. 


2—Contractor-dealers. 


3—Limited specialty outlet and miscel- 
laneous: automatic stokers and oil burn- 
ers; tire outlet with car radios; large 
drug chain store with traffic appliances 
and small radios. 


THE SITUATION TODAY 


2—While the utility in the first group has 
withdrawn from direct merchandising, 
the other two are expanding depart- 
ments fivefold. 

3—While one in the second group also 
has withdrawn from merchandising, one 
is expanding broadly and other two are 
unchanged. 

6—In the third group three are expand- 
ing their departments considerably and 
three are proceeding about same as 
before. 
2—Contractor-dealers. 
tinuing on same scale. 


Operation con- 


3—In the last group, two continuing as 
before while stoker and burner outlet 
will also have home freezers. 


AMONG THE NEW ONES 


10—New outlets. Exclusively major ap. 
pliances, traffic appliances and radios 
(4) Similer operations, but with addition 
of such allied lines as records, sheet 
music, etc. (3)—Note: one of these 
actually had radios in small store year 
before war, but since has more than 
doubled store size for major and traffic 
appliances so is considered new. Of the 
remaining outlets (3), one is a dealer- 
contractor who prefers selling to con- 
tracting work; one also carries auto sup- 
plies in half the store but has plenty of 
room for both and the emphasis is on 
appliances and radios; and the other 
originally opened with hotel, bar and 
restaurant supplies. 

3—New limited specialty outlets. One 
exclusively cleaners, one principally 
fluorescent fixtures and the other com- 
mercial refrigeration with some call for 
large home freezers. 

4—New small outlets noted on side 
streets, not far from main streets, while 
checking the larger outlets. 

4—New outlets primarily selling other 
merchandising but giving a big play to 
all appliances and radios. With auto 
supplies, contractors’ supplies and hard- 
ware (2); with the full line of mer- 
chandise purchased from a national tire 
company (1); the other with plumbing 
supplies. 


This must be considered only a par- 
tial box score for these reasons: 

It does not include all small appli- 
ance outlets located in side streets. 
Indicating there are more than a few 
of these, real estate men also mention 
half-a-dozen small radio stores, two 
cleaner outlets, a commercial refrig- 
eration outfit which also has some 
home appliances, and several service 
outlets. It does not include the 
straight electrical contractors (and 
most of these usually know the right 
people, so they can obtain any appli- 
ances they are able to sell in the 
homes), nor the plumbers, some of 
whom have the heat on them to push 
certain appliances being distributed by 
their jobbers. Then there are the 
second-hand furniture stores. In two 
of these we noted new ranges, when 
passing, Some local ice and coal 
dealers also now are set with special 
appliances. 


(Continued on page 40) 
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BANKER’S FURNITURE and WHITE FURNITURE & BEDDING CO. 
banker's, on Main St., established in 1896, was always big factor in furniture business. 
ln pre-war carried radios, traffic and major appliances which they are now getting behind 
actively and displaying prominently. Service covers own customers. Will sell outside if 
necessary. White Furniture had pre-war department of radios, traffic appliances. Major 
sppliance department is now being expanded to allow improved display, model kitchen, 
tHe, Radio and appliance display currently occupies small space, near entrance, shown in 
lower picture, where A. H. Linky, manager, accepts an order for a washer, Plans are 
formulated for outside selling activity as soon as stock conditions permit. Service fulfills 
querantees; repairs are farmed out. Top picture shows exterior view of both Banker and 
White Furniture buildings which run through block to street along railroad tracks. 
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SCOTT’S MUSIC SKOP, INC. and POSNER SUPPLY 6CO., INC. 


Latter (at left in top photo) is new outlet opened on Main last October after initially 
opening in city two years ago with hotel and restaurant supplies. These now are being 
moved to second floor, with heavy stocks to basement, to provide about 2,000 sq. ft. 
area on ground floor to radio, traffic appliance, and major appliance Tru Test line, along 
with house furnishings. Temporarily farms out service. Joe Scott, (above) with 25 years’ 
experience in the game, has been here on Main St., across from post office, for a long 
time. Ground floor is sales, basement is turned over to service, and storage is in two 
garages. In addition to radios and the usual traffic and major appliances, with which 
he has been very successful, Scott also sells oil burners and musical instruments. Service 
crew consists of one man on burners, two for refrigeration, and two for radio. 


| 
CHECKER STORES, INC. —Adding 


washers and refrigerators to its pre-war lines, 
which included radios and small appliances, 
Checker Stores occupies this large building 
on Main St. (see cut at left), Checker leads 
with auto accessories, sporting goods, etc., CORDS - PHOTO SUPPLIES - RADIOS 


a chain of four stores, Checker featured 
portable and auto radios pre-war. No 
charges or deliveries; no repairs. 


according to David Fried, president. One of ABER Ee RBAC 4 > 


Main opposite railroad station (right) 
opened year ago, with complete line of 
appliances, radios and records. Also carries 
sheet music and has camera department. 
This is a branch of similar store in North 
Jersey city with whom local manager was 
associated for years, Farming out service and 
deliveries on major appliances; no facilities 
or space available for service in outlet. 
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LLOYDS SUPPLY CO. Opened two years ago, this 


store on Main across from station advertises radios, traffic 
appliances and washers. Owner also is hopeful of signing 
refrigerator franchise. Main lines are auto supplies and 
contractors equipment. Owner does wholesale job on a 
number of supply items and is opening two similar branch 
stores in this trading area. No service yet and none 
planned so far. Owner has four years retail experience. 


JERSEY TIRE co., ING. One in chain of four 


stores, this outlet north section of Main St. specialized 
in radios and all appliances, along with tire sales, for past 
18 years, during which has been an important factor. All 
service. Now determined to maintain position. 


KNUCKLES ELECTRIC SHOP 
For 25 years William Knuckles (left) has 
aggressively conducted contracting busi- 
ness and small store on Springwood Ave., 
west of railroad tracks in section largely 
populated by Negroes. His radio and 
major appliance sales, mostly made in 
homes, run about 25 percent of his total 
business. Store makes traffic appliance 
sales, displays up-to-date fixtures. On 
average, Knuckles employs eight electri- 
cians and helpers, two others strictly for 
radio repairs and two more for appliance 
repair. He says: 

"I can push the contracting end until 
this situation boils down to normal. 
Meanwhile, I'll hold my own on radio and 
appliance sales too. Say, I'd open on 
Main myself if | thought it was going to 
be as hot and last as long as some of 
those new people must think." 
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G and G SUPPLY CO, Radics and traffic appli- 


ances are combined with auto supplies, hardware, tools, 
and sporting goods in this comparatively new outlet on 
Main, across from White Furniture. Says owner: “Nothing, 
aside from contractors’ heavy equipment, so large a cus- 
tomer can't put it under his arm." Wholesales to garages 
through territory. Formerly employed in auto supply chain 
stores. No service department and none planned. 


THE MAIN VACUUM CLEANER CO. Specializ- 


ing in repairs past five years here on Main, across from 
Jersey Tire, and now plans two !0-men selling crews can- 
vassing county soon as cleaners are available. Owner for 
years was factory-to-consumer salesman. 


The population of Asbury Park is 
listed by the Bureau of Census at 
14,617 for 1940. A guide published by 
the local Chamber of Commerce cur- 
rently claims a permanent population 
of 20,000. The greater Asbury Park 
district, as drawn by Jersey Central 
Power & Light Co., embracing some 
nearby communities, probably holds 
25,000 residents, on the basis of official 
figures for 1940, about 30,000 accord- 
ing to the guide booklet. The utility 
reports the average number of con- 
nected residential electric meters in 
this district is 11,000, with an increase 
of approximately 2,000 in summer 
months. From a commercial stand- 
point, one section of the city is mar- 
ginal at best, another division of the items. A total of 422 appliances also 
population is Florida-minded in winter- 
time, and the place booms in summer 
when 100 hotels throw open their 
doors to 1,000,000 or more visitors 
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PAT’S PLUMBING & HEATING SUPPLIES, 
In view of numerous recent openings along Main St., and 
after deep thought about radio and appliance repair 
angle, Pat is changing his mind. Paint remover may soon 
erase “Refrigerators, Washers" off the year-old window 
sign, leaving “Ranges, Oil Burners” with which he is very 
familiar. This is fourth year in this shop, after eight years 
prior plumbing experience in the city. 


MAIN RADIO & ELECTRICAL CO. Opened two 


months ago on Main with radios and traffic appliances. MH 
Emphasis is on service. One partner had radar and tele- 
vision experience during war, also ran small service opera 
tion from home shop for several years. 


buying 
of the 
nces 


during the season who don’t buy many 
appliances. 

In pre-war, when Jersey Central 
Power & Light Co., furnishing two fjonly t 
services, campaigned intensively in di- Buy s 
rect merchandising, the utility was Byorno 
by far the most important single factor ey 
in appliance sales. The set-up was 
complete from top management to 
eight representatives combing the resi- 
dential field in this district. 

In 1941 the utility company’s sales 
of appliances of all types in this area MMe im 
totaled $163,717.06. A breakdown of fis a 
electrical appliance sales shows: 41 Hound 
ranges, 469 refrigerators, 16 water Bet an 
heaters, 133 washers, 125 cleaners, 55 we 
irons (total 839), plus varied traffic nung 
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was sold. 
Jersey Central Power and Light Co. 
now does not engage in direct mer- 
(Continued on page 68) 
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osmopolitan Magazine made a 
ney of electrical household ap- 
pliance ownership and post-war buying 
recently among a representative group 
of its subscriber families to secure 
information about the appliances they 
ow owned, the year purchased, their 
present condition and the appliances 
they intend to buy in the post-war 
eriod. 

Five thousand questionnaires were 
mailed to subscribers living in 127 


PLIES, 
St., and 
repair 
may soon 


Ay ities and towns in 41 states and dis- 
ght years at duted by population groups and geo- 


graphic divisions in proportion to 
Cosmopolitan’s circulation, and 29.4 
percent of the questionnaires were 
returned. 


Type of Correspondents 


The following vital statistics con- 
cerning the respondents and their 
homes were revealed: 


1% were female; 9% male. 

2% were married; 12%, single; 6% wid- 
owed or divorced. 

11% were under 26 years; 38% from 26 to 

35 years; 27%, 36 to 45; and 24%, over 

45 years. 

1% have children under 2 years; 33% 

have children under 5; 49% have chil- 

dren under 13. 

"0% keep house—order and prepare food. 

/, own their own homes; 42% are rented. 

are |-family houses; 12% 2-family 
houses; and 18% apartments. 

he average house has 6 rooms. 99°%/, have 

electricity, 77% gas, and 86% have a 

telephone. 


In answer to the question “How 


sened two eon will they buy?” it was revealed 
ppliances. eat 85 percent of the 1467 Cosmopoli- 
and tele- " families will buy an average of 
ice operas [9 appliances per family . . . 39% 
il be bought immediately; 26% 
thin a year; and 35% after one year. 
Buying intent was also broken down 
nto “buying new” and “replacement 
buy many Ming” and it was found that 39% 
i the families will only replace appli- 
Central that are wornout; 13.6% will 
hing two ily buy new appliances; 32.6% will 
ely in di- Hixy some new and will replace other 
ility was Byornout appliances. Only 14.8% said 
gle factor Hey would not buy. 
t-up was 
ement to Buyers by Age Groups 
the resi- 

In recent years manufacturers have 
ny’s sales giving increased recognition to 
this area HM importance of the age of the buyer 
kdown of Hs a major sales factor, and it was 
hows: 41 Hund that the buying peak was high- 
16 — St among people in the 25- to 35-year 
group. Logically, more of the 
snces also families are interested in first 

firchases. Interesting, too, is the fact 
Light Co. Pt buying only to replace is greatest, 
rect mer- Ht in the oldest group, but in the 
58) - to 45-year age group. The oold 


"content with what they now have. 


and When 


Will Buy 


Cosmopolitan magazine makes a comprehensive 


study of present appliance 


and radio ownership and 


post-war buying intent among its readers 


BY ANNA A. NOONE 


Twenty-two different electrical ap- 
pliances were listed on the question- 
naire, but due to the inadequacy of 
data on shavers, phonographs, these 
items are not included in the report. 
For the same reason information for 
blankets and home freezers is confined 
to post-war buying intent only. 

Questions relating to the year pur- 
chased were purposely asked to mini- 
mize casual responses as to buying 
intent, and revealed some very inter- 
esting facts. For instance, of the 
88.5% refrigerators owned, 20% were 
purchased before 1935; 35% were pur- 
chased in the years 1935 to 1938 in- 
clusive ; 38.4% were purchased in 1939, 


WHEN THEY WILL 


"40 and °41; 5% in 1942 and 1.3% 
in 1943, 

Of the 66.9% washers owned, al- 
most 29% were purchased before 1935; 
39% were purchased in the years 1935 
through 1939; and 22.2% were pur- 
chased in 1940 and ’41. 

Over 28.4 percent of the ironers 
owned by 14% of the families were 
purchased before 1935; 42.6% in the 
years 1935 through 1939; and 20.3% 
in 1940 and ’41. 

On ranges it was found that 12.6% 
were purchased before 1935; 19.3% 
in the years 1935, ’36 and ’37; while 
55.4% were purchased in the years 
1938 through 


BUY APPLIANCES 


Percent of Total Families 


Appliance Immediately Within a year After 1 year 
14, 6.1 6.2 
13.1 11.5 10.6 
CR 11.9 9. 10.5 
Radio Phonographs............ 6.8 5.4 6.3 
3.3 2.8 5.1 
OWNERSHIP AND PRESENT CONDITION 
Condition % owners 
Appliances % owned Poor Fair Good Will Replace 

99.1% 6.% 20.7% 13.3% 29.7% 
Refrigerators (gas or elec.).... 88.5 5.2 18.8 76. 27.1 

16.3 10.5 28.1 61.4 27.1 
68.5 62 13.8 80. 14.2 
A 66.9 15.1 29.1 55.8 40.6 
44.4 13.7 81.3 17.5 
Coffee Makers.............. 43.6 5.4 11.6 83. 14.7 
Redio-phono............... 20.1 6. 15.7 78.3 20.6 
19.4 5.1 18.2 16.7 10.5 
14, 2.7 18.2 79.1 13.2 
13.2 45 114 841 10.3 
9.5 62 10.5 83.3 12.8 
4, 45 114 841 10.2 
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Almost 25% of the 76.3% cleaners 
owned were bought before 1935; 1935, 
’36 and ’37 accounted for another 19% ; 
and in 1938, ’39, ’40 and ’41, 45% 
were bought. 

Only 4.3 percent of the radio-phono- 
graphs were bought before 1935. In 
fact very few were purchased before 
1939 when 10% were bought; 67% 
of the radio-phonographs were bought 
in the years 1940, ’41 and ’42. 

More than 21% of the coffee makers 
and toasters are over ten years old, 
having been purchased before 1935; 
approximately 30% of the toasters 
owned were bought in 1935, ’36, ’37 
and ’38; and about 48% in the years 
1939, ’40, ’41 and ’42. A little over 
32% of the coffee makers were bought 
in 1935 to 1938; and 42% were bought 
in 1939, ’40, ’41 and ’42. 

Twenty-one percent of the irons 
were purchased before 1935; and al- 
most 60% between ’38 and 742. 

More than 16% were purchased be- 
fore 1935; and 60% were bought in 
1938 to 1942 inclusive. 


Appliances in Demand 


In order to determine which appli- 
ances are in greatest demand, the re- 
spondents were asked to name appli- 
ances they would buy according to 
their first, second and third choice of 
purchase. Preference for appliances 
ran about as follows, according to 
totals of Ist, 2nd and third choice: 
A total of 38.4% mentioned washers 
as Ist, second and third choice: vac- 
uum cleaners came next with 26.2%; 
refrigerators (gas and_ electric), 
23.9%; radios, 23.3%; mixers, 19%; 
irons, 18.9%; toasters, 17.9%; radio- 
phonographs, 16%; ranges, 10%; 
ironers, 9.8%; freezers, 8.9%; clocks, 
7.6%; waffle irons, 6.2%; roasters, 
4%; dishwashers, 3.3%; coffee mak- 
ers, 2.7% sunlamps, 1.7%; grills, 1.3%; 
blankets, 1.1% and broilers, 0.3%. 


Radio Survey 


In order that interested manufac- 
turers and their agencies might have 
more detailed information about the 
Cosmopolitan market, a second study 
was made which was confined to home 
radios, radio-phonographs, car radios, 
phonographs and records. 5,000 ques- 
tionnaires were again mailed, and 
22.9 percent were returned. It was 
found that 99.6% have radios in their 
homes; 60.9% own more than one 
radio; 72.8% of the radios are more 
than 5-years old; 52.3% intend to buy 
a radio and/or  radio-phonograph 
within one year; 39.1% own a phono- 
graph and 47.1% buy phonograph 
records for their home or as gifts. 

Breaking down the radio ownership 

(Coontinued on page 98) 
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To the left is an electronic range which would have to retail 
1 for $1,000. To the right is a conventional electric range 
® which can be had for $114.95. 


HE first electronic range has 

been made and operated. It ap- 

pears to have a doubtful future 

for domestic use. It is safe to say that 

electric appliance dealers may disre- 

gard news stories which indicate that 

a new cooking machine will replace the 

product they are merchandising. Here 

are some results of recently completed 
studies : 

An “electronic range” with only one 
unit for cooking would retail at more 
than $1,000. The modern electric 
range which was adapted for the elec- 
tronic devices retails at $114.95. It 
should be borne in mind that the elec- 
tric range boils, stews, fries, roasts, 
bakes and broils any and all foods with 
results that please the American house- 
wife; whereas most foods cooked in 
the electronic unit are “different” tast- 
ing from the conventionally prepared 
foods. 

Now that an electronic or radio stove 
has been built and operated, it is possi- 
ble to report results that are not as 
spectacular as pseudo-scientific writers 
have announced. True, the time re- 
quired to cook vegetables to palatable 
condition is less than that required by 
conventional method. Table 1 shows 
that there is quite a saving in time. 
If time were the only factor in using 
the range that dealers merchandise, 
possibly the ranges made today would 
be designed somewhat differently. 

Long and thorough research has 
come into the development of this “elec- 
tronic” range. The results offered 
here can be said to fairly represent the 
“situation” as it concerns those of us 
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engaged in the electric cooking indus- 
try. 


Previous Experience 


Engineers have known for many 
years that materials could be heated in 
a high frequency field. Diathermy 
machines which heated human flesh 
were valuable tools of the medical pro- 
fession. Heating machines for special- 
ized jobs on metals had been developed. 
Plastics are heated when they are 
molded and cured to the desired shape. 
Preheating the biscuits of molding 
powder prior to their insertion in the 
final mold was practical and successful. 


The Facts About 


If an electronic range were placed on the 
market, it would retail at more than $1,000 
and would not do the job as well as a con- 
ventional electric range selling at $114.95 
. . - Hotpoint knows — they built one 


Edison General Electric Appliance Co., Chicago, III. 


The tremendous impetus given these 
latter usages by the production of war 
materials accounts for the more wide- 
spread knowledge and interest in high 
frequency heating. 

A few trials of cooking food by the 
invisible waves had been made. The 
results proved that a long and tedious 
investigation would be necessary to 
uncover whatever possibilities there 
were. The Research and General Engi- 
neering Laboratories and the Indus- 
trial Heating and Electronics Depart- 
ments of the General Electric Company 


were consulted and the recommenda- 
tions of these groups were secured. 
With this start, a program of develop- 
ment of a so-called “electronic” range 
was undertaken by the Electronics De- 
partment of the General Electric Com- 
pany and the Edison G. E. Appliance 
Company. 


Pre-Cooked and Raw Food 


It was evident early in the program, 
that the problem divided into two broad 
fields. The first was the heating of 
precooked food and the second was 
the actual cooking of raw food. Pre- 
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cooked food could be heated to the deg ™ 

sired temperature with little or : tood 

noticeable effects due to the method with 

used. An example of the advantag This 

of this method is seen in a vending the : 

machine that General Electric Comgg ™ th 

pany and the Automatic Canteen Cor a 
pany have developed that will soon ba. 

delivering sizzling hot dog sandwichegg 

within a fraction of a minute after 4g 

coin has been inserted in the slot. — 

Fortunately or unfortunately, the 

older generation in America demands and 

a diet other than hot dogs, hamburger: pe 

or grilled cheese sandwiches. Thes ye 


foods were all precooked and merely 
restored to the conventional tempera 
ture demanded by the rugged individ 
uals who consume them. 

The business of preparing foods in 
the home kitchen is really an art. The 
raw ingredients and the taste habit 
of the consumers introduce as many 
variations as there are homes. In fact 
there are variations required within : 
single home where the cook has per 
mitted the development of tempera 
ents. 

The first efforts to cook raw meat 


TABLE | 


HOW ELECTRONIC RANGE COMPARES WITH 
CONVENTIONAL RANGE IN SPEED 


ELECTRONIC RANGE COMPARISON WITH 
REGULAR RANGE ON ENERGY CONSUMPTION 


TABLE Il 


Time Energy 
Food Method (minutes) Food Method (watt-hours) 
Beets High frequency radio 11.50 Beets High frequency radio 320 
: Conventional electric 37.25 ¥ Conventional electric 147 
Broccoli High frequency radio 10.50 Broccoli High frequency radio 248 
_ Conventional electric 15.50 “ Conventional electric 99 
Carrots High frequency radio 8.50 Carrots “High frequency radio 201 
Conventional electric 17.50 Conventional electric 97 
Cauliflower High frequency radio 11.50 Cauliflower High frequency radio 273 
Conventional electric 13.40 Conventional electric 80 
Green Peas High frequency radio 10.50 Green Peas High frequency radio 248 
Conventional electric 17.70 Conventional electric 100 
Potatoes High frequency radio 14.50 Potatoes High frequency radio 351 
" Conventional electric 25.00 7 Conventional electric 116 
Spinach High frequency radio 8.50 Spinach High frequency radio 202 
= Conventional electric 12.30 ° Conventional electric 80 ? 
MARCH 1, 1946—ELECTRICAL MERCHANDISING LEC 
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raw meat 


N DIS!NG 


by the high frequency method resulted 
in complete failure. The meats were 
cooked, if judged by the standards of 
food chemistry. It was certain that 
judging by any ordinary American 
standard, the food was unpalatable. A 
brief explanation of the manner in 
which this method of heating func- 
tions will explain this. 

When food is placed near a wire in 
an ordinary house system, nothing 
happens. The current in the wire is 
flowing in opposite directions, 60 times 
per second. If the frequency of the 
reversals of the current is increased 
to several hundreds of thousands of 
times per second, there is a marked 
effect upon the food. There are eddy 
currents induced within the food. The 
tood resists the flow of these currents 
with the result that heat is generated. 
This action corresponds somewhat to 
the action of ordinary 60 cycle’ current 
in the resistance wire coil of a Calrod 
unit. 

When meat is cooked by conven- 
tional methods, its temperature is 
raised throughout by heat driven in 
from the outside. Since the outside 
is subjected to the higher temperature 
and to the action of air for a longer 
time than the inside, it becomes crusted 
or browned. A very pleasant and dis- 
tinctive flavor is the result. Meat 


cooked by eddy currents actually is 
heated internally and, the outside, not 
being surrounded by high temperature 
air, does not become crusted or 
browned. The flavor, appearance and 
texture is so different from those qual- 
ities of familiar foods that the meat is 
not palatable to the consumer. 


Vegetables Offer Better Chance 


The attempts to cook raw meats were 
discontinued. Vegetables, which are 
cooked in an atmosphere of water 
and/or steam, might offer better 
chances of success. The first trials of 
vegetable cooking disclosed that the 
input of power had to be held to low 
levels, due to the arcing and burning of 
the food. This was due to the lower 
salt content and conductivity of the 
vegetables. 

This work would have been quite 
discouraging except for the continual 
new developments in oscillators (elec- 
tronic tubes). An investigation of the 
effects produced by higher frequencies 
was made possible by these develop- 
ments. Instead of hundreds of thou- 
sands of cycles, millions and hundreds 
of millions of cycles were now avail- 
able. It is doubtful that when the 
Germans found their radar signals 
jammed, they had any idea that Ameri- 

(Continued on page 64) 


Front panel of the electronic range has 
been removed to show what is neces- 
sary to run one deep well cooker. 


A view into the electronic cooker. A 
turntable was necessary, so that foods 
would be cooked evenly on all sides, 
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J. C. SHARP 


THE “WONDER BOY” MYTH IS PUNCTURED 

Up to now most devices apply. electronic heat have beon 
looking, ichoratory specimens. This one, built at Het- 
point is en a scele comparable to fhe average domestic range. 


it will operate on a similar wiring setup and occucies the same 
amount of space. 


Under laboratory condifiens Hs performance on foods that 


ordinary households consume wos carefully timed ond chorted. 
The cost of comiruction wes estimated. 

Wet result was pemetere the wonder boy myth that hes 
sprung up crognd this form of cooling. Today's conventions! 
electric range looks ond Is a end produces beticr test- 


ing food. 


Atl the experts would allow was thet suck o range migh! 
have @ feture in commercial applicetion, seach a: in chain res- 
taurants where meais con be prepered in advonce and frozen 


aed where waste and spollage cds be aveided by the quick % 


of food as is needed, Onftside of this, the cpplica- 
tios ef electronic heat so for seems te belong fo the laboratory 
rather thas to the kitchen. 


Mr. Sherp prepored this exclusive artic!s for ELECTRICAL { 


MERCHANDISING because the editers believe that applicnce 
distributors, deciers and ethers want to know the exact find- 
i of esyineering research inte electrenic cooking. 

tests reported and the rouge discussed in the article 
are the first tech Information concerted with domestic cooking 
by “slectroaic™ or “radio” energy EDITOR'S NOTE. 


PAGE 43 


4 
He “> of ; 
; | 
| 
) 
3 : 
wai 


CONTINUING A SERIES OF VISITS WITH 


Early upright vacuum cleaner manufactured 
by Westinghouse. 


Westinghouse First Madde Motors; 
Started Vacuum Cleaners in 1930 


From a letter from C. H. Taylor, Section Engineer, Vacuum Cleaner Section 


ie order to get a clear and complete 
picture on the development of vac- 
uum cleaners, we must also include an 
allied field where it is interesting to 
know that vacuum cleaner develop- 
ments began. The allied field having 
the greatest influence on vacuum 
cleaner developments has been small 
motors. By small motors we mean the 
universal type of small motors. 

Long before any of us had anything 
to do with vacuum cleaners and prob- 
ably before they were even thought of, 
the development of the vacuum cleaner 
universal motor began. The late B. G. 
Lamme, chief engineer of Westing- 
house, designed and built some series 
wound alternating current motors used 
by the Swift Co., Chicago, on cranes 
in 1897. These motors were highly 
successful, and were directly responsi- 
ble for the developments in the alter- 
nating current railway motors a few 
years later. Some years later, in 1911, 
Westinghouse designed a universal 
motor for use on vacuum cleaners for 
Rosenfield Mfg. Co. Within a matter 
of months, similar motors were de- 
signed for Spencer-Turbine Cleaner 
Co., and The Vacuum Co. About this 
time knowledge and data were available 
so that many engineers and physicists 
could design universal motors with 
assurance that the results would be 
favorable. 

In 1924, Westinghouse Small Motor 
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Westinghouse introduced to the vacuum cleaner industry in 
1932 this set of hand cleaner attachments, including a floor 
nozzle and a long tube for floor cleaning; later in the year, 
came a complete cleaning outfit with hand vacuum cleaner. 


Early tank-type vacuum cleaner manufactured by Westinghouse. 


Division designed motors for use on 
domestic vacuum cleaners where the 
electrical commutator brushes were 
fixed in one position for use on either 
direct or alternating current. This 
was a decided advantage to the elec. 
trical dealer, because up to that time 
he had to decide in what position the 
motor brushes should be placed ani 
so position them for the customer, 
About the same time, in 1923, many 
other motor developments came at 3 
rapid pace. Westinghouse perfected 
a dynamic balancing machine that was 
at that time an electro-mechanical mar- 
vel. The firm immediately began using 
this machine on its own vacuum cleaner 
armatures. This armature was bal- 
anced so perfectly that it increased the 
life of a vacuum cleaner motor many 
times. It also reduced the vibration oj 
the entire cleaner so that many other 
parts ‘wore longer. Motor bearing 
carbon brush life was especially in- 
creased. Since the first balancing 
machine, Westinghouse has made im- 
provements until now dynamic balance 
perfection can be controlled according 
to the application of the motor. 
Another important development was 
the final diamond turning on armature 
commutators developed in 1923. This 
diamond turning produces a commuta- 
tor with velvet smoothness when com- 
pared to the older type of turning and¢ 


All-molded vacuum cleaner, shown here, was made by West- 
inghouse in 1930. The model was made of micarta. Plastics 
eliminated electrical shock; color "fast," finish non-marring. 
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In 1935 Westinghouse introduced an aluminum covered brush 
roll, shown here. This light weight tube took the place of 
the previously used brass tube or more commonly used alumi- 
num paint finish. 
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It provided light weight and strength. 
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PILGRIM FATHERS OF THE 


INDUSTRY 


In 1938 Westinghouse started to make a light weight carriage 

which permitted the hand cleaner to run directly on the floor 

covering. This adaptation of a hand vac as a floor cleaner 
or cruiser is still made. 


grinding methods, previously employed. 
In fact, this operation was so successful 
that it is being used right up to the 
present time, as no better method has 
been discovered. Diamond turning in- 
creased the life of commutator brushes 
on universal motors to at least double 
their previous life. 

At about the same time, 1923, West- 
inghouse also perfected an automatic 
winding machine. This machine pro- 
duces a very uniformly wound arma- 
ture which takes less balancing and 
has the advantage of considerably 
fewer rejects in the factory. All of 
these special motor developments are 
well known to the manufacturing trade. 


Manufacture Own Cleaner 


Westinghouse began manufacture of 
itsown vacuum cleaners in 1930. Some 
of the new features are listed in the 
illowing paragraphs. 

The all molded vacuum cleaner was 
produced by Westinghouse in 1930. 
The firm leaned heavily upon the ex- 
perience of Hemco Plastics Division of 
Bryant Electric Co., a subsidiary of 
Westinghouse. 

This plastic cleaner was light in 
weight but also strong and very un- 
likely to break or warp. Plastics also 
diminated any chance of electrical 
shock to the user, as the material itself 
isa very good dielectric. Another 
mportant thing for the user was that 
the color was “fast” on this cleaner, 
As the color pigments are placed in the 
material itself, a scratch is hardly 
toticed. For all practical purposes, a 
ton-marring finish in color is accom- 
jlished with plastic material. 

In 1932 Westinghouse offered a set 
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Westinghouse introduced its bifurcated, or split, handle in 
1941, as shown at right in contrast with two standard handles. 
Because it was directly connected to the one piece integral 


floor motor housing, the handle provided easy guiding. 


of hand cleaner attachments which in- 
cluded a floor nozzle and a long tube for 
floor cleaning. 

A moleskin bag cloth was also used 
in 1932. This moleskin material, prop- 
erly processed, offered a dustproof and 
leakproof bag material used for vacuum 
cleaners. 

A wood brush roll covered with an 
aluminum tube was used by Westing- 
house in 1935. This lightweight tube 


Last major upright model vacuum cleaner to 
come off the Westinghouse production line. 
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took the place of the previously used 
brass tube or more commonly used 
aluminum paint finish. The aluminum 
tube provided light weight, strength 
and a durable finish for brush roll con- 
struction. 

A featherweight extension cord with 
Underwriters Laboratory approval 
known as S V cord was placed on 
Westinghouse cleaners in 1933. The 
use of this cord removed one of the 


cumbersome jobs of dragging the 
former heavy weight cord around with 
the cleaner. In service life the light 
weight S V cord is just as durable as 
the heavier cord; it is just as easily 
attached to electrical connectors on the 
ends of the cord and is much easier 
to pull when moving about. 


Light Weight Cleaner 


A light weight die casting nozzle 
and fan chamber combination for 
horizontal motor cleaners came in 
during 1934. This construction greatly 
lightened the weight and lowered the 
cost of the vacuum cleaner as a whole. 
Although the overall weight was 
lighter, the strength of construction 
gained by using die castings was much 
greater than in the previous material. 
The speed at which these nozzles could 
be made was also an important factor 
for mass production. The customer 
received a stronger but lighter cleaner 
as a result of this improvement. Steel 
nozzle lips to avoid marking on light 
colored rugs were a 1934 improvement. 

The bifurcated (split) handle was 
used on Westinghouse vacuum clean- 
ers in 1941. This handle, being di- 
rectly connected to the one piece in- 
tegral floor motor housing, provided 
extremely easy guiding of the cleaner 
over the floor. Another advantage was 
that the vacuum cleaner could now be 
packed in a single carton ready for use 
without any assembly operations at all. 
All that was necessary to do was to 
take the cleaner out of the carton, plug 
it to the power source, and begin. 


How the High-Speed Motor 
Got Its Start 


The story of the boys 


from Racine, Wis., who 


started Hamilton-Beach and the Dumore Electric Co. 


N the spring of 1904 a country boy 

wandered into Racine, Wis. from 
the nearby village of Ivey Groves. He 
was right off the farm, but he had a 
mechanical bent. At the time the 
country was in the throes of excitement 
over the vibrator. Vibrators were 
something new under the sun, and the 
thrill they gave the pulsing flesh was 
creating a fad for them much as there 
is a fad today for the eating of vita- 
mins, 


Enter Mr. Beach 
A man named George Schmidt and 


a Fred Osius were forming a company 
to manufacture vibrators. The firm 
was named Arnold because it was felt 
that it was a better advertising name 
than Schmidt. Chester A. Beach, who 
was a long, lanky lad from the farm, 
got a job with this newly starting com- 
pany. About the same time L. H. 
Hamilton, who had been born in To- 
ronto, but was then working as a cash- 
ier on the Barry Steamship Line, heard 
there was a vacancy in the advertising 
department of the newly formed Arnold 
Electric Co. He too, wandered over. 

(Continued on next page) 
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L. H. HAMILTON 


He took down the "man wanted” sign and launched himself on a history-making job. 


He found a girl cleaning the desk and 
informed her that he was the expected 
occupant. 


High-Speed Electric Motor 


Hamilton and 
Beach made history because they gave 
the world the high-speed _ electric 
motor. Of course the theory of such a 
device was known to all motor makers, 
but most of the big manufacturers had 
their hands full of orders. Even frac- 
tional horsepower motors were scarce. 
Producing a high speed motor looked 
exactly like a hunt for trouble. 

But nevertheless, it was Hamilton 
and Beach who went after this kind of 
trouble way back in. the year 1905. 
Beach, who was not even an electrical 
engineer, developed a high speed motor 
for a massage machine. He made his 
first laminations by hand and wound 
them. He cut and tried until he got a 
balance between the armature and the 
field. He kept changing the windings. 
Before long he had a motor which 
would run 7,500 r.p.m. 

Meanwhile, vibrators were going like 
hot cakes. The Arnold Electric Com- 
pany even budded out into the barber 
supply company with its vibrators, 
and was soon selling cold cream and 
tonics. 


The combination of 


High Speed Motor Troubles 


The great possibilities of the high 
speed motor were not suspected, and 
the boys had plenty of trouble turning 
them out. For example, the hand made 
model might work all right, but a 
thousand mass-produced motors made 
for mixers and grinders did not suc- 
ceed at first and had to be reworked 
several times. 

The main trouble was with bearings. 
Beach hit upon the idea of putting a 
babbitt bearing which didn’t heat up 
as cast iron did. He devised a way of 
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oiling the bearings. He worked out 
a system of a ball and a shank so that 
if there was a kink in the shaft the 
bearings were self aligning. He wound 
woolen yarn around the shank of the 
bearings to hold oil. No particular 
patents were taken out. However, the 
firm proceeded to use its high speed 
motor for various applications, among 
them a vacuum cleaner, as well as a 
drink mixer. The great difficulty, as 
anyone else who has made high speed 
motors has learned, was in balancing 
the moving parts. A static balance was 
not good enough. Hamilton and Beach 
heard that there was a dynamic bal- 
ancer being displayed in a window on 
Jefferson St. in Chicago. They spent 
a hot summer day at that window ex- 
amining the device, returned to Racine 
and produced the world’s first small 
dynamic balancer for use with small 
motors. 

By now their high speed motor was 
used on vibrators, therapeutic ma- 
chines, on cash registers and many 
other devices as well as cleaners. 


Motor Center 


Mr. Hamilton relates that Arnold 
Electric sold its vacuum cleaner busi- 
ness for $300,000. Out of the Arnold 
Electric Co. came the Hamilton-Beach 
Company in 1910. In 1913 Hamilton 
and Beach left the Hamilton-Beach 
Company and founded the Dumore 
Electric Co. Today Racine probably 
has more workmen who are expert on 
high speed motors than any other town 
in the country. Besides Dumore and 
Hamilton-Beach there is the Racine 
Electric, Electric Motor Corporation 
and the Stevens Electric Company— 
all of it a monument to the little group 
who got together with the idea of 
putting a vibrator on the market away 
back in 1904, and started something 
that is still growing. 


Birtman Helped On The “Seal’ 


An interview with C. H. Sparklin, 
of Birtman Electric Co., Chicago 


HILE taking a long walk one 

evening, C. H. Sparklin of the 
Birtman Electric Co., Chicago, had 
an idea. 

It had to do with a situation that 
puzzled vacuum cleaner manufacturers 
no end. A cleaner nozzle has to be just 
the right distance from the surface it 
is to clean or it won’t operate right. 
The correct position was called a 
“seal.” It wasn’t that exactly, for if 
the nozzle was so close it came in con- 
tact with the rug, it stopped the pas- 
sage of air completely and cleaning 
ceased. If the nozzle was too far off 
the rug, the action of the air was dis- 
sipated and did not pick up the dirt. 

A “seal” as the trade knew it was 
just the right space to let the air come 
through at most effective velocity. 
If the beating of the brush permitted 
little gusts of suction, so much the 
better. 


Mechanical Turn of Mind 


C. H. Sparklin was of a mechanical 
turn of mind. Even before he was 
graduated from Kansas University in 
1924, he had shown promise of becom- 
ing a genius. Back in Hiawatha, 
Kansas, as a kid he had constructed a 
wood movie projector that showed pic- 
tures on paper films with a great clat- 
ter of cogwheels. He had built a 
roller coaster for the youngsters in 
the back yard. Kansas winds had 
driven his sail wagons across the 
prairie. Chief event of his boyhood 
was a glider which crashed him into 
a corn field from a 30-ft. height. 

When Mr. Sparklin came to the Birt- 
man Electric Co., that firm had been 


C. A. Sparklin shows how he improved wheel position. 
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making a line of cleaners, washers 
and other appliances since 1915, 

Pondering over one of the most ob- 
vious problems, Mr. Sparklin took the 
aforementioned walk. If the nozzle 
was too low it would wear off the nap, 
he thought, and the machine pushed 
hard. If it was too high there would be 
no seal and no efficiency. 

The thought struck him that he 
might employ the relative sink of two 
or more wheels in the rug it was roll- 
ing over to operate to lift the nozzle 
out of the rug. In short, if he could 
have some of the wheels of the cleaner 
sink in the nap of the rug or carpet it 
was passing over, this action could 
be employed to give the leverage 
desired. 

He had to work out the whole in- 
vention by mathematics, utilizing 
six simultaneous equations. By employ- 
ing wide and narrow wheels on the 
cleaner, he caused some of them to ride 
over the nap and others to sink in. 
The year was 1936 and the Sparklin 
invention was dated September 29th. 

Mr. Sparklin got more force on the 
wheels that do the sinking in the carpet 
by getting them under the center of 
gravity of the cleaner. This simple in- 
vention has made obsolete earlier 
cleaners whose nozzles, being ineffec- 
tual, operate with much lower eff- 
ciency in doing the family cleaning job. 

The firm gets its name from L. F. 
Birtman who started the company. 
Today H. R. Butz is chairman of the 
board, Edward F. Mulhern is president, 
George A. Neff is secretary-treasurer 
and R. J. (Dick) Simmons is vice 
president. 
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This commercial model discouraged built-in installations in buildings. 


Bissell Learned Cleaners 
Could Tidy Up Furnaces 


An interview with Fred Bissell, pioneer, who 


FRED BISSELL 


Vacuum cleaner pioneer, who guessed wrong 
on the way to distribute them. 


“LT JOW did you happen to get into 
the vacuum cleaner business ?” 
we ‘ted Fred Bissell. 

“He had to do something to support 
me and four babies,” responded Mrs. 
Bissell brightly, peeking around the 
‘airs, which she was descending, 


applied vacuum cleaning to office buildings and 
other commercial uses, instead of to the home 


market basket on arm, ready to go 
shopping at Single’s grocery. 


Early History 


The scene was the big golden oak 
home of the Bissells in Toledo, to 
which Fred has retired after 34 years 
with the National Super Service Co. 
Truth is, Fred Bissell said, he didn’t 
do anything to get in the vacuum 
cleaner business. It pursued him. 
Fred Bissell quit school in 1883 for a 
job in a savings bank at $10 a month. 
Next came the wholesale grocery busi- 
ness, which he liked, working inside 
and out on the road. The Great West- 
ern Pin Co. lured him away with more 
money, selling common pins everybody 
uses. With less than $1,000 capital he 
and Fred Dodge opened a small store 
in Toledo in ’92, selling mill supplies, 
some machine tools, bicycles, and add- 
ing the then new electrical stuff, think- 
ing they might wire a few houses to 
fill in the days. Of course that little 
part grew and drove out the rest. They 
became wiring contractors and, be- 
cause they had to make switchboards 
and the like, maintained a factory de- 
partment. Later they abandoned con- 
tracting, became jobbers, retaining the 
factory. 

Make Cleaner Motor 


Along about 1909 three men came to 
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them with the idea of manufacturing a 
vacuum cleaner. They had a special 
fan and wanted a motor to drive it. 
Fred’s firm—Dodge was dead by then 
—carefully made two samples by hand. 
Most unfortunately they worked per- 
fectly; the buyers were instantly con- 
vinced that volume production was the 
next step. The catch was, as Mr. Bissell 
repeatedly contended, that no one could 
turn out any first machines in quantity 
and be immediately successful. This 
field was virgin and they had no ex- 
perience to guide them. So Fred Bis- 
sell paid these men to cancel their con- 
tract. But it dawned on him that he 
had learned some new facts, so in 1911 
he started making cleaners himself in 
odd moments. However, he made the 
big error of keeping them and the job- 
bing business together, which should 
have been separated completely. 

The firm—Super Service Co.—went 
after the commercial field. This was 
ordinarily sold through jobbers, yet 
electrical suction cleaning machines re- 
quired specialty selling. Back in those 
days they didn’t know how. Result 
was, said Mr. Bissell, they had no 
early successful sales plan. Later the 
Super Suction Cleaner went through 
agents, some through staple houses, 
some direct. 

Being for commercial use it was 
larger than domestic jobs but still de- 
pendent on suction alone. Their su- 
perintendent, L. A. Alexander, had 
built in 1909 the first high speed motor 
to yield about 4 hp. It had two speeds, 
4000 and 8000, and ran on both ac and 
de. Bissell thinks his firm was among 
the first to put out a high speed motor 
with the larger horsepower in it. To 
be portable it had to be fast and light 
weight. 


Volume and Velocity 


“About this time we discovered two 
facts,” he said. “What counts in 
vacuum cleaning is the volume of air 
moved, and the speed of the air— 
volume and velocity. With a high 
speed motor with more power we gave 
them this without added weight. It 
was still easily portable. 

“Friendly warnings from high 
places, that no one could build arma- 
tures for these excessive speeds, should 
have stopped us perhaps,” says Mr. 
Bissell, “but we had them in use and 
they did look good. No one wanted 
that job, so from the start we had to 
make our own armatures and fields, 
laminations, commutators, windings, 
straight through to now. We have a 
ways made them, except a few for ex- 
periments on designs for new units.” 

Ball bearings were vital to these 
speeds and were pioneered about 1920. 
The first to adopt ball bearings was 
the littlest of all the companies, Fred 
Bissell says. The next littlest followed. 
The big boys came along later. 

Eventually Super Service with its 
portable qualities began displacing ‘the 
costly built-in plants. 

The hose from the motor to the tube 


handle sometimes developed static, a 
trifling annoyance, never serious. 
Fred’s staff pioneered a copper wire in 
the hose lengthwise and the static dis- 
appeared in the small metal mass of 
the machine itself. 

A fiber tube handle from the hose to 
the floor tool came in 1920, because it 
was lighter, comfortable to the hand, 
really more durable than metal ever 
proved to be. 

Innovations in the commercial field 
were: (1) shampooing rugs; (2) 
cleaning autos; (3) cleaning heating 
plants; (4) cleaning scale out of boiler 
tubes; (5) picking lint from cloth. 
The first cleaner for furnaces appeared 
Sept. 17, 1928 and was sold to Schmid- 
lin Bros. of Toledo. Today the Super 
includes tools for cleaning chimneys 
too. 

Shampooing rugs by Super cleaners 
began in 1939 and has continued ever 
since. 


The “Quiet” Line 


Fred Bissell believes that the firm’s 
“Quiet” cleaner rounds out its line. 
The Quiet employs multiple stage fans, 
with baffles between; circulating the air 
like a cyclone, giving power without 
noise. 

During the hard times (you remem- 
ber this 34 years, 1911-1944, saw six 
major panics, all of War I and part 
of War II) the jobbing business was 
the milch cow that kept the Bissell 
cleaner firm running. While some 
periods were good it was oftener a case 
of hang on and growl. Looking back, 
Fred feels the mistake was in not 
knowing the specialty business. Worse 
still, it was unwise to attempt simul- 
taneous production on both commer- 
cial and:domestic models, yet a domes- 
tic unit appeared and was called the 
Bissell Home Cleaner. It was discon- 
tinued in 1925 because of confusion 
with the friendly, though not related, 
Bissell Carpet Sweeper people. Times 
were good to quit with a clean slate. 

When in 1929 Westinghouse bought 
the jobbing business Fred himself 
bought the cleaner and stayed out of 
the domestic field. 

In 1944 he sold his interests to his 
key men, Julius Bevington and Edward 
Rosenberg. Earl Yates, another old 
timer, completed the old and new 
triumvirate. 

Says Edward Rosenberg, the tech- 
nician, “one of the credits which the 
vacuum cleaner industry can take is 
the development of the high speed 
motor. Speed depends on material 
and design and know how. In early 
days we didn’t know how to build com- 
mutators which would perform prop- 
erly at 10,000 rpm, but we pioneered 
that field too and our coms are still 
running at 10,000 after 20 years. The 
war has speeded some motors to be 
tested for 30,000 safely though to be 
operated at slower speeds. Thanks to 
new methods which we learned, we 
have produced coms for others who 
do test that fast safely.” 
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The self-service theory was followed in streamlining the record department of Robert 
Beal Record and Appliance Store of Rochester. Current albums are easy to select from 
eye-level displays and desired albums may be quickly pulled from the stock shelves below. 
Customers are also able to choose the records they wish from the compact record racks 
which are designed to hold more merchandise. Floor space has been planned to permit 
free movement of customer traffic in this busy record section. 


Floor display fixtures, lighting fixtures and decor were designed to attain the maximum 
effect of attractive and practical streamlining in the Sibley, Lindsey and Curr Co. record 
and radio department. Ample room for display and customer service has been pro- 
vided by combining display racks and floor stock supply for albums into one unit, use 
of record wall racks and compact clearview counters for display of accessories. 


The effect of ample room in a light cheery modern store was achieved in the moderniza- 
tion plan used by Bilotta Music Store of Newark, N. Y. The program included specially 
designed lengthwise staggered-height floor and wall racks which turned the shops length 
and narrowness into an advantage. Floor plans also provide effective means for showing 
a number of radio and record cabinets, according to designer Madalena. 


Bickford Brothers, Rochester, N. Y., radio-record andj} PP 
tectural service to help them bring their stores up-to. jy ot 


already active dealer service 

program by Bickford Brothers 
of Rochester and Buffalo, progressive 
electrical appliances distributor for 
western New York State, through its 
well-planned dealer store moderniza- 
tion program. The company is now 
enabling dealers to undertake their 
store remodeling plans with the benefit 
of expert architectural advice. 


A PLUS sign has been added to an 


Service is Free 


In practice, the purpose of the archi- 
tectural advisory service is to permit 
Bickford Brothers’ dealers to make 
the most of their time, effort and capi- 
tal in improving their available store 
space. The program, which is gratis, 
has been made possible by the com- 
pany’s realization that the individual 
dealer frequently lacks access to factual 
data, according to Paul Wolk, presi- 
dent of the company. Under his guid- 
ance and that of his brother, Louis S. 
Wolk, co-owner of the Bickford Broth- 
ers in charge of company activities in 
Buffalo, the dealer aid program has 
gained steady impetus. 

“We believe that individualized serv- 
ice for each dealer is the key for help- 
ing progressive retail outlets to main- 
tain an outstanding reputation,” says 
Mr. Wolk. 


With the view of creating a suitable 
atmosphere for displaying new prod. 
ucts soon to be rolling off the pro- 
duction lines and providing greater 
cutomer service, the dealers’ modern. 
ization aid service emphasizes modern 
store designs which are eye-catching in 
novelty as well as functional ability. 
Plans have been made for small-size 
dealer shops as well as large in-town 
stores and radio, record and appliance 
divisions of department stores. 


Architect Employed 


The service offered by the appliance 
distributor includes the talents of Ba- 
tiste Madalena, an expert architect and 
accomplished designer of industrial fix- 
tures. Working directly with the deal- 
ers, he and a member of the Bickford 
Brothers’ dealer aid department held 
a series of conferences to discuss the 
retailer’s individual store reconversion 
problems. Visits are made to the 
premises for the purpose of deciding 
rearrangements of various inter-store 
department layouts, fixtures and win- 
dows to effect a general increase in 
available floor and display space. 

Although the remodeling plans usu- 
ally revolve around the store which is 
already occupied by the dealer, it has 
often been found more desirable for the 
dealer to move to larger quarters be- 


Before remodeling, the Columbia Appliance and Music Store was lacking in sufficient 
space for effective record and equipment displays. Crowded shelves made it difficult to 


locate requested items promptly. 
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appliance distributors, provide their dealers with archi- 
date .. . inventory control system another dealer aid 


fore the improvement program is 
begun. In this manner, the retailer is 
prepared to provide his customers, both 
present and future, with full service, 
and to display merchandise properly. 

“Our dealers realize the important 
part that display and proper demon- 
stration plays in increasing radio’ sales 
and for this reason have indicated a 
growing interest in streamlining their 
shops in tone with the new post-war 
models and merchandise,” said Martin 
Barton, manager of the Bickford radio 
livision. 

On the basis of the facts and figures 
lerived from these dealer-architect 
meetings, Mr. Madalena first prepares 
, series of blueprints of possible mod- 
ernization projects for the dealer’s 
store, inside and out. He also designs 
fixtures and displays in detail as well 
4s signs for out-door display, in keep- 
ing with the decorative theme. Every 
plan is executed in such a way as to 
fier a flexibility to seasonal changes 
n merchandise displays. 

In planning store interiors, the archi- 
tect selects designs which will utilize 
ill available space to the best advan- 
tage. For the most part windows have 
heen enlarged by combining several 
small windows into one and placing 
enter entrances to one side, thereby 
making possible more effective and less 


cluttered displays throughout. 
Clear View of Store 


The back walls of the windows have 
been eliminated to lighten interiors and 
permit a clear view into the store itself. 
Floor layouts are cleared of all un- 
necessary racks by combining fixtures 
which through clever designing hold 
more merchandise. Behind-scene stock 
space has been minimized to enlarge 
floor layouts, while wall space in front 
has been given over to stock “on- 
hand”. The idea behind this method 
is that the extra space adds to the 
store’s attractiveness and makes stock 
more accessible as well as adding to 
the merchandise display. This is es- 
pecially so in the case-of stores hand- 
ling record and album collections. 

Fixtures designed by Batiste Mada- 
lena for each dealer are constructed in 
such a fashion as to carry out the dec- 
orative theme planned for the store and 
are made so as to be adaptable for many 
varied arrangements. In this way the 
retailer is able to make periodical 
changes in the appearance of his store 
with little expense and no additional 
equipment by merely shifting shelves 
or moving a display rack. Mr. Mada- 
lena also prepares interchangeable floor 
plans, making suggestions for other 

(Continued on next page) 


AFTER 


Streamlined interior of Columbia Appliance and Music Store after modernization, featur- 


ing self-service album racks and catalogue shelves at the right. 
phonograph accessories are sold over the counters at “left. 


Individual records and 


ELECTRICAL 


Mildred Rosenfeld, coordinator of Bickford dealer's aid department, gives some point- 
ers on the new inventory control card file system to Al McConnell of The Record Shop. 
“Perpetual inventory control takes the guesswork out of merchandise ordering", she says. 


Harold Hoffman of Hoffman Music Shop looks over suggested remodeling plans 
for increasing the floor display and stock space layout of his shop with an em- 
ployee, Miss Lucille Palermo. 
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Paul Wolk, president of Bickford Brothers, 
believes that a dealer aid service should be 
extended for maintaining quality dealership. 


Sharing in the planning of the dealer aid 
program is Louis S. Wolk, co-owner of the 
organization, who is in charge of company 
activities in Buffalo. 


possible fixture locations without de- 
creasing the free floor space for store 
traffic, display space or general effi- 
ciency of store methods. 

When dealers plan to do a complete 
reconversion job on their premises 
with “business as usual”, the modern- 
ization service plans have been adapted 
so that a section of a store may be re- 
modeled at a time without undue in- 
conveniences to the customers of the 
store. 


Develops Self Service 


The fundamental theory behind Bick- 
ford Brothers’ modernization program 
is the development of more self-service, 
for which the new streamline setup is 
a natural. With more ample room 
allowed for free movement within the 
store, the customer is given an oppor- 
tunity to see merchandise for himself 


Highpoints in the modernization plans designed especially for his store get an approv- 
ing nod from Carl Esler (right) of Peerless Radio and Appliance Shop, Rochester, N. Y. 
Irving Nadritch (left), manager of Bickford's electrical appliance division, discusses 
advantages of the remodeling suggestions. 
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Construction work is done by expert craftsmen in the Bickford's display carpentry shop to provide dealers with functional modern 
fixtures designed especially for them by Mr. Madalena, who works directly with dealers in planning modernization projects. 


and feels less hampered and more at 
ease to make additional selections. 

As in the case histories of record 
dealers, it has been found that self- 
service sections have _ contributed 
greatly to a decided increase in the 
sales of recordings and accessories. 
Instead of buying just the one or two 
records for which he may have come 
into the shop, the customer frequently 
buys several others which he found of 
interest while looking in the self-serv- 
ice section. In one midtown store which 
has heavy customer traffic, the idea 
has been furthered by providing 


counter record players with ear phones 
in addition to regular booths to facil- 
itate quick sales. 

In nearly every case the dealers seek- 
ing the advice of the Bickford modern- 
ization aid program have followed the 
However, 


remodelling suggestions. 


Batiste Madalena, consulting architect for 
dealers, believes that post-war store modern- 
ization should create exteriors and interiors 
which are streamlined in appearance as well 
as utility. 
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when some materials like linoleygil P®°P 
flooring, lighting fixtures and met 
stripping have proved difficult to loci 
Bickford Brothers helped locate the 
supplies, furnishing them at cost. Off 
and store fixtures such as shelves, digjghem 
play tables, record racks and so forggghing. 
which are patterned after new, aggollow 
often revolutionary design ideas aggels ai 
also made for the retailer under tggato t 
expert hands of Bickford Brothegm Iti 
shop craftsmen at no expense oth hy | 
than the cost entailed for suppliqggtam, 
However, blueprints for remodelliggg The 
the stores and fixtures as well as tigpe re 
advice given by Mr. Madalena are prqja!s 
vided free of charge by Bickfogupouse 
Brothers. et 

Although all retail outlets which haggpavis 
been streamlined under the progragypemic 
have up to this time been financed egg WE 
tirely by the dealer, Bickford’s serviggemta 
also includes modernizing financial aigyfPtat 
For the dealer in need of such he 
arrangements are made by the compa 
with a local bank to provide the 
quired capital. 


Retailers Acclaim Service 


Retailers have enthusiastically 4 
claimed the modernization servi 
“Our newly modernized store not on 
is attracting greater customer trail 
but has caused a distinct increase 
our business. We have more room 
which to show our merchandise eff 
tively and our customers find it easi 
to move about to see the items th 
want,” said Morris Silver, who has j 
celebrated the re-opening of his Colut 
bia Music and Appliance Store 
larger and modernized premises 
Rochester. 

“With the ideas gained from t 
modernization service we have be 
able to utilize every inch of space 
the best advantage, and our efficien 
has increased 100 percent. I belies 
that dramatic display of record albut 
help to sell more. Now even our! 

(Continued on page 84) 
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: DAISY DAVIS owes her career to a con- 
suming curiosity about machinery and 

ce linoleggm People. 

and met 
ult to Tuesday night radio listen- 
locate the ers to the Fibber McGee and 
t cost. Offi Molly program have often heard 
shelves, diggnem open the closet door for some- 
ind so formhing. A moment’s silence and there 
r new, aggollows the thud of falling boxes, par- 
n ideas agmes and stuff which has been jammed 
r under toto that particular closet. 
d Brothesim It is always good for a laugh. That’s 
pense otha™rhy Don Quinn, who writes the pro- 
or suppliq™mram, repeats the gag so often. 
remodelliy Lhe typical American laughs because 
well as t@pe recognizes the situation that ob- 
ena are pragaiis in his own home. The sloppy 
Bickfommpousekeeper can be added to that group 
bi eternal verities, maintains Daisy 
; which hapavis of the School of Home Eco- 
he progra mics, Ohio State University, and it 
financed ep Well to consider her training and 
ord’s servigumentality in plotting the curve of ac- 


eptance of electrical appliance sales. 


Appliance Laboratory 


financial a) 
yf such he 


the compa 
vide the 1 Daisy Davis comes from Findlay, 

phio, and early in her home economics 

areer she saw that the woman who 
ervice 

ent into commercial home econom- 
astically is had a chance to reach far more 
ion servidi#dults than the girl who specialized in 
lore not onetetics or had the idea of teaching 
tomer trai schools. Down at Ohio State Uni-_ 
increase back in 1929, she started 
1ore room uilding up a household equipment 
andise el¢iboratory and today has $20,000 
find it easMorth of appliances on consignment. 
e items th@ih association with Ruth Beard, she 
who has J"@@s published a household equipment 
of his Coluanual, now in book form. Daisy 


ce Store 


Mavis looks back on 16 years of ex- 
premises 


imenting with appliances, and an 
preciation of this should make her 
inion carry a great deal more weight. 
‘I think the American woman is 
ly gradually coming to realize that 
tricity is one of the cheapest things 
family buys,” she said. “This is 
t nearly as well known as it might 
» @ you can see from the recent 
mMouncement of the OPA showing 
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Public acceptance 
of various electrical ap- 
pliances depends largely 
on the housewife's knowl- 
edge of their use, says 
Daisy Davis of the School 
of Home Economics of 
Ohio State University. 


how little the price of electricity has 
advanced, something that was consid- 
ered as news all over the country. 

“The question in the appliance busi- 
ness is whether to sell gadgets or ac- 
cessories. I freely admit that the aver- 
age lay mind is fascinated by gadgets; 
but whether they are a good thing for 
the public to have—like too much candy 
for a baby—is a question. It is pos- 
sible to oversell the public on a lot of 
gadgets and have housewives later re- 
acting unfavorably. This would not be 
a good thing for the industry.” 

Some of the things that are gadgets 
may be called that largely because 
the woman is not sold on how to op- 
erate them. One of the things that 
Miss Davis does not care for on the 
electric range is the timer. She says 
it is too complicated and used too few 
times, possibly because women do not 
understand how to run it. Also 
too frequently the timer causes trouble. 

Another thing on the electric range 
that upsets the average mentality is 
the number of switch positions. Miss 
Davis says that she has seen the home 
economist hard put to demonstrate all 
the switch positions. This multiplicity 
of positions—which applies to the 
mixer too—she declares has not been 
put over with the public. 


Possible Improvements 


Also in connection with the electric 
range, Miss Davis felt that something 
should be done to improve the light- 
ing of present day ranges. If the lights 
are up high the lamp looks like a 
mushroom; if too low, the lights do 
not function properly. Too many sig- 
nal lights, she feels, are gadgets; and 
when they burn out the woman does 
not replace them, simply because she 
usually doesn’t know how. Electric 
range switch handles could be im- 
proved, Miss Davis thinks, and she 

(Continued on page 82) 
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DESIGNING APPLIANCES 
to fit the Housewtfe 


Enough women go through the homemaking processes to give the school an idea of how 


they react in general to various appliances. 


| 
ll 
A commercial home economics course at Ohio State University teaches the "innards." ' 
= 
Students work with nearly every brand on the market in their class work. ; 
KR 


BRIGGS STRATTO 


Send the complicated jobs to service stations; this explains the simple ones. 


rhe following picture story illustrates the steps 
necessary for tune-up servicing of Briggs & Strat- 
ton Models “WM” and “WMB” engines used on 
most makes of gasoline-powered washing machines. 
These minor adjustments will correct most oper- 
ating difficulties which may be encountered. Un- 
less you have a thorough knowledge of internal 
combustion engines and proper tools, it is not 
recommended that major repairs be attempted. 
The manufacturer maintains a nation-wide service 
organization which is equipped to handle major 
repairs and supply original replacement parts in 
case of emergency. 

The most common trouble encountered in gaso- 
line engines is caused by gasoline gum. Gasoline 
contains gum which clogs the fuel system parts, 
usually when the engine has been stored or has 
been inactive for 30 days or longer. This causes 
improper operation and often prevents the engine 
from starting. ' Check these parts for gum deposits 
(a brown varnish-like substance with a pungent 
odor): (1) Carburetor needle valve. (2) Check- 
vaive in fuel tank pipe. (3) Fuel line. (4) Fuel 
tank cap. Acetone, ethyl alcohol or lacquer thinner 
may be used as solvents. 


Preparation for Use 


1 Fill the fuel tank with regular gasoline. High test 

gasoline or highly leaded fuel is not recommended, 
as vapor lock may develop when the engine is heated. 
Do not mix oil with gasoline. 


2 Remove oil filler plug at end of base. 
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3 Fill to brim with automobile oil. Pour oil on top of 

oil drain plug to prevent spilling. Use SAE No. 20 
for operating at temperatures of 32 deg. and above. 
Below 32 deg., use SAE No. 10W. 


4 To start the engine, pull up the choke rod. 


Pull down starter pedal three or four times with choke 

closed to prime. After engine has been primed, open 
choke about half way and press down starter pedal. As 
engine warms up, gradually open choke until it runs 
smoothly. To stop engine, pull choke all the way up and 
hold until engine stops firing. 
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6 Oil should be added after each 5 hours of oper: 

and completely changed each 25 hours. To d: 
remove oil filler plug and then remove oil drain p 
located in base plate. This will permit oil to drain thro 
base of engine. 


What to Check if 
Engine Fails to Start 


Remove the ignition cable at the plug. Hold 
cable about '/g in. from any metal part on head. 
engine by pressing down on starter pedal and if sp 
jumps this gap the ignition system is O.K. If spark ¢ 
not jump |/s in. gap follow directions in plate |5 thro 
26. After spark jumps gap check spark plug. 


Check spark plug points, clean and reset at .02 
Insert and connect ignition cable. If engine fai 
start try a new spark plug and if it still fails to start, 
not due to ignition, but carburetion or compression. 


| 
| 
| 
| 


NGAS WASHER ENGINES 


Previous Service Articles 


12 is one of a series of “how to” service articles on specific 
makes of electrical appliances. These step-by-step operation 
instructions are prepared by Electrical Merchandising, in cooperation 
with the manufacturers, and carefully checked for accuracy. Already 
published are similar service articles on the following makes of appli- 
ances: Westinghouse irons (February, 1941); ranges (August, |943); 
Maytag washers (April and September, |!942); Knapp-Monarch 
toasters (November, |942); Premier vacuum cleaners (November, 
1942); Simplex ironers (March, 1943); Speed Queen washers (March, 
1943); wringers (June, 1943); lronrite ironers (April, 1943): General 
Electric and Hotpoint irons (April, 1943); General Electric washers 
(May, 1943); refrigerators, Type CA (October, 1943); Blackstone 
ironer (May, 1943); wringers (September, |943); Universal irons (May, 
1943); washers (July, 1943); Percolators (October, 1943); toasters 


(November, 1!943); cleaners (April, 1944); ranges (August, 1944); 
oil drain waffle irons (December, 1944); Lovell wringers (June, !943); Hotpoint 
drain thro 


ranges (June, 1943); Apex washers and ironers (July, 1943); Easy 
washers and ironers (August, |943); Chromalox electric range units 
(September, 1943); Thor washers (September, 1943); Norge refrigera- 
tors (November, |943); Bendix washers (November, 1943); Gibson 
refrigerators (December, |943); Telechron clocks (February, |944); 
Dexter washers (March and April, 1944); Motorola radios (March, 
1944); ABC washers (April, 1944); 1900 washers (May, !944); Crosley 
refrigerators (June, 1944); Automatic Laundry Queen washers (July, 
1944); Frigidaire refrigerators; Frigidaire ranges (September, |944); 
Horton ironers, washers (October, |944); Electromaster ranges (No- 
vember, 1944); Kelvinator refrigerators (February, | 945); Wilcox-Gay 
record changers (March, |945): Hamilton-Beach mixers (April, 1945); 
Sunbeam Mixmaster (June, |945); Emerson Electric fans (July, |945); 
Voss washers (August, 1945); Wilcox-Gay changers (September, | 945); 
Admiral changers (October, 1945); Tuttle & Kift range elements 
(November, 1945); Estate ranges (February, 1946). 


Be sure the small vent hole in fuel tank cap is not 
clogged, for air must enter to allow the flow of gaso- 
to carburetor. Test by blowing through top of cap. 
ug. Hold 
on head. 
and if 

If spark ¢ 
ate 15 thro 
ug. 


~~ Remove fuel line at carburetor and fuel tank. Use 
, wrench to loosen nuts. 

at .02 
engine fai 
Is to start, 
mpression. 


screwed into the fuel tank. 


Continued on page 57 
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12 Gum deposits from gasoline may cause certain fuel 
system parts to clog. This gum deposit has a very 
obnoxious odor. To check, remove fuel feed pipe which is 


3 To determine whether the fuel feed pipe is clear, 

blow through the pipe from the screen end. There 

is a ball in the base which must be free. Check ball must 

close air passage when blowing through opposite end. 

If you find a gummy varnish-like substance, ethyl alcohol 
or acetone will dissolve it. 


Remove the needle valve and if gum deposits are 

evident, dissolve in alcohol or acetone. When 
replacing needle valve, screw it up as far as possible 
without using force. From closed position, open up one 
complete turn and with engine running, adjust setting so 
engine runs smoothly with full load. 
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Low OPERATING COST... 
HELPS YOU SELL MORE HAMILTONS 


@ Hamilton Automatic (Electric) Clothes Dryers oper- 
ate at an average cost of 9¢ per hour*...or 4'/o¢ per 
average washer load. Current consumption is about 
the same as for an electric range. Think of it! For this 
small expenditure, the homemaker eliminates one of 
her most troublesome, most tiresome washday worries. 
For only a few cents per washing, she can quickly dry 
her clothes indoors...dry them soft, fluffy, wrinkle- 
free and sweet-smelling. No more carrying of heavy, 
wet clothes outside to dry 


AUTOMATIC 


CLOTHES DRYER 


Low operating cost.. 


.as well as low service cost re 
ease of demonstration... make the Hamilton Dryer easy 
for you to sell. Fifteen to 25 minutes drying performance 
makes your Customers want to buy. 

Manufactured by the largest organization of its kind 
in the world, Hamilton Dryers are backed by an amazing 
record of past performance. The 5582 pre-war Hamiltons 


have given years of economical, trouble-free service... 


creating consumer acceptance which will pave the way 
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GAS MODEL 9 


For manufactured: 
natural, mixed of 


bottled yas. 


ELECTAIC MODELS 
220 w 240 Volts AC, 
for drying as fast as you 
wash. 110 to 120 Volts 
AC, for drying as fast 
as you iron. 


for you to make hundreds of profitable sales. 

Every owner or buyer of a washer is a prospective 
buyer of a Hamilton Dryer. Get set now .. . as progressive 
appliance dealers everywhere are doing...to tap the 
big, profitable market now ready and waiting for Hamilton 


Automatic Clothes Dryers. 


DISTRIBUTORS AND DEALERS: 


Write for complete information con- 
cerning the Hamilton Dryer franchise. 


*For Electric Model—based on a local 
electric rate of 2¢ per kilowatt. 
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Servicing Briggs & Stratton Washer Engines 


NS 


continued from page 53 


x. Ho Check The Ignition System 


5 If ignition system is faulty, remove two screws 
which fasten blower housing. 


Remove blower housing carefully so not to damage 
governor air vane. 


| To remove flywheel, bolt or clamp engine to work 

bench. Place block of wood under right side of 
yheel to prevent from turning. 


Use large wrench to loosen nut. Turn to the right. 

Tap end of wrench lightly with h if ary. 
tareful not to break off flywheel first. Remove nut and 
Ing washer, 
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To loosen flywheel, place block of wood at end of 
crankshaft and hit with hammer. 


0 Carefully lift off flywheel to prevent damaging 
threads on crankshaft. Do not lose flywheel key. 


Turn crankshaft to see if contact points open and 

close properly. Points must be clean and line up 
squarely. Do not file—use fine sandpaper or fine grit 
hone to clean. 


22 Use feeler to adjust gag to .020 in. Use screw- 

driver for lever to move bracket up or down. 
Tighten lock screw securely when proper gap has been 
obtained. 


1, 1946 


An air gap of .008 in. to .012 in. must be main- 
tained between armature core ends and flywheel. 


To adjust air gap to .008 in.—.012 in., loosen four 
mounting screws. 


2 Inspect ignition cable to see that it is not oil-soaked 
or broken. 


2 Before replacing the flywheel, clean off tapered end 

of crankshaft, clean out flywheel hole and keyway. 
Locate flywheel on crankshaft with key and install spring 
washer with the hollow or concave side next to the fly- 
wheel. Turn nut to LEFT until tight. Then use block 
under fin on left side of flywheel to hold flywheel rigid 
and draw nut up very tight by tapping wrench handle 
with hammer. 


PAGE 57 


19 a 
> ~ 
EL 
tured. 
\ A | 
ay 
(fg 
a 
} 
= 
> = 


Servicing Briggs & Stratton 
Gas Washer Engines 


CONTINUED FROM PAGE 57 


How to Check Governor 


Registration Desk at The Merchandise Mart 
on opening day of January Market 


Meeting 
27 The governor seldom needs replacement due to 


the armature core and screws. If it does not, bend vane 


The record breaking attendance at 
the recent Merchandise Mart’s Inter- 
national Home Furnishings Market 
emphasized anew the basic necessity 
and value of this great market center 
to both buyers and sellers. 


Not only in market periods, but 
throughout the year, the essential need 
of a permanent year-round Market 
has been clearly demonstrated, espe- 
cially in the period just past. 

The Management of The Mart is 
keenly conscious of its obligation to 
American manufacturers and retailers 


bracket slightly or file blade. 


Do not readjust governor unless absolutely neces- 

sary. A thumb nut speed adjuster is located under 
carburetor. To increase speed, turn nut down or anti- 
clockwise direction. To decrease speed, turn nut up or 
clockwise direction. 


—and to their expanding needs in this 
post-war era. Definite steps are being How to Check the Valves wh 
taken to meet these needs. Farsighted the 
manufacturers will be justified in act 
including permanent representation “ 
here as an essential part of their long- Th 
range plans. 
mil 
rec 
Cc 29 Remove bolt holding valve cover plate and lift off a 
entered for Efficient Buying and Distribution plate. 
CHICAGO (Continued on page 60) GE 
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COFFEE MAKING 


millions women will listen! 


How the Magic Motor works 


America’s millions of 
homemakers can look for- 
ward to some exciting news 
from Betty Crocker... 
about a new and better 
method of making coffee... 
with the General Mills 
Automatic Electric Coffee- 


maker. 


It operates on a thoroughly tested new principle . . . 


On the end of the rod in the man’s 
hand is a revolving disc equipped 
with pumping flanges. It is held over 
the magnetic field of the new General 


But ... turn on the electricity that 
creates the magnetic field and the 
pump rotor on the end of the rod 
starts to whirl, all alone and by it- 


Mills Magic Motor, but is not con- _ self in the air. Even submerged in 
nected with any source of mechani- _water it will spin swiftly and power- 
cal power whatsoever. fully. 


These sketches illustrate the Magic Motor principle and 
suggest its importance to coffeemaker design. For only 
through the development of the Magic Motor could all the 
advantages of the General Mills Coffeemaker be offered to 
American Homemakers, 


made possible by a unique General Mills development— 
the “Magic Motor.” The new brewing principle pro- 
duces a richer coffee flavor because more of the volatile 
flavor-making coffee oils can now be extracted in less 


brewing time. 


When women hear this news from Betty Crocker... 
when they hear about the other exclusive advantages of 
the General Mills Automatic Coffeemaker ... they’ll 
act... they’ll buy. Women know and trust Betty Crocker 
as the world’s most helpful home service authority. 
They’ll want the coffeemaker Betty Crocker tells about 
+». just as they now want—and buy—hundreds of 
millions of packages of other General Mills products 
recommended by Betty Crocker. 


BETTY CROCKER {8 A REGISTERED TRADE MARK OF GENERAL MILLS, INC. 


GENERAL MILLS; INC.; HOME APPLIANCE DEPARTMENT e 
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HELP YOUR CUSTOMERS SAVE MONEY AS 
WELL AS COAL—WHILE YOU RING UP QUICK, 
PROFITABLE SALES BY INSTALLING 


Arutomatic Heat Regulator Sets 


WIN the thanks and lasting good-will of your hand-fired furnace 
customers by saving them extra steps and work as well as fuel. 
Not only that, but you assure evenly controlled home heating that 
prevents family colds and illnesses when you install this efficient 
“A-P” Automatic Heat Regulator Set that STOPS chance-taking 
furnace firing waste. 


THESE THREE 


UNITS... 


ARE QUICKLY AND EASILY INSTALLED LIKE 


Attach Thermostot to Now ploce an Limit Finally instoll the 
inside wall, 4 feet above Control! on the furnace bonnet, 


Damper Regulator, and con- 
floor. It ‘‘floats’’ the fire, and preventing furnace heat from 


convenient, easy-to-read setting overshooting room thermostat nect to Room Thermostat and 
controls room temperature with- setting. Keep Limit Control Limit Control. Unit is treated 
in 1°. Actuates damper confrol. adjusted to outside weather 

Easy to install. lvory-tone cover for satisfactory sentineling of to avoid rusting from summer 
contains accurate thermometer fire. basement dampness. 


COMPLETE INSTALLATION KIT SALES AIDS — Display Cards, PRODUCTION AND DELIVERIES 


Consists of: Pulleys, Screws, Colored Presentation Books, Con- now in full swing. Keep fully 
Conductor Cables, Staples, Chain sumer Folders, Newspaper Mats, stocked to serve your customers 
and Transformer. Furnished You At Your Request. promptly. 


AUTOMATIC PRODUCS COMPANY 


2400-C No. Thirty-Second Street, Milwaukee 10, Wisconsin 


DEPENDABLE 


FOR HEATING © AIR CONDITIONING © REFRIGERATION 
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Servicing Briggs & Stratton 
Gas Washer Engines 


CONTINUED FROM PAGE 58 — 


How to Check the Valves 


(Continued) 


3 Use feeler to check clearances which should be as 


follows when the engine is cold—Exhaust valve— 
in.; intake valve—.006 in. 


“IT'S A NOVEL IDEA, BUT | DON'T THINK THE EX-SERVICEMEN WILL GO FOR IT." 


MARCH 


1946—ELECTRICAL MERCHANDISING 


ELEC 


| 
aay 
| 
4 ‘ ? ~ 
— SAVE FUEL AND CUT HEATING COSTS .- 
THiS: 
| —— [ Faw 
| 
= 
\ 


— 
thy: - 
J 
FICE The Saratoga (C101) 


1—New postwar FM circuit. 
2—Touch-button electric motor tuning. 

3—New low impedence Super-interceptor Antenna. 
4—New Iso-Tron “climate protected” coils. 

5—Large Alnico No. 5 speaker magnet. 
6—3-Dimensional ‘‘magnascopic” dial. 

7—Jam-proof, rapid cycle automatic record changer. 


8—Latest full-floating, high fidelity record-saving 
Transducer, with permanent needle. 


WARWICK MANUFACTURING CORP. 
4640 W. Harrison St. Chicago 44, Illinois 


ILLUSTRATED ARE 4 OF THE 
COMPLETE NEW CLARION LINE 


YEARS OF PROVED PERFORMANCE 


ELECTRICAL MERCHANDISING—MARCH |, 1946 


PAGE 61 


| 
\ po | 
pet x 
\ 
ao 
EIGHT GREAT FEATURES 
. 
| 
| 
} 
i 
| 
} 
| 
} 
S\N 
| 
| 


You can bank on this! . . . Right down the line, 
“KM~ is giving its dealers the most effective 


of all selling weapons . . . unsurpassed quality 
and value plus exclusive product features! 


The new “%M~ TEL-A-MATIC IRON, for 
example, is the only iron with the patented 
Dur-A-Life heating element embedded in the 
sole plate. Result: faster, more uniform heating 
—easier, smoother ironing! This iron also 
offers double protection against scorching with 
a new Fabric-Dial plus a “*KM~ Tel-A-Matic 
Light which signals when it’s safe to start 
ironing. And there are other important selling 
features! Order now for earliest possible delivery. 


% 


President 
ONLY “KeM—~ BACKED BY 20 YEARS EXPERIENCE CAN OFFER YOU 
The most complete Exclusive items with Profit-proven, time- 


line in the industry. exclusive features that tested, trouble-free 
Saves overhead by reduc- get customers and hold appliances. Over 25 
ing inventory costs. them for you. million in use. 


LOUIS, MO. 


ONLY KNAPP-MONARCH OFFERS YOU A COMPLETE LINE! ||-. 
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OU “KeM~ Ads Are Building Future Business For You 

Month after month attention-getting national ad- 

ne- ; vertising is winning customers—building a backlog of future 

ree as business for you. Watch for ~MK advertising in Lire, 

25 SaTurRDAY EVENING Post, BEtreER HoMEs AND GARDENS, 
Lapies HomME JouRNAL, and other leading magazines. 


PROFIT PROVED! BACKED BY 20 YEARS’ EXPERIENCE! 
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Drop tests subject all corners 
and faces to sudden shock 
and distorting impacts. 


Wuen your shipments travel in Wirebound 

Boxes or Crates, there is no question about ‘‘it’’!/ The 

practical experience behind the design and manufacture of Wirebounds 
is double-checked on modern laboratory equipment... 


thus, you can feel with confidence that Wirebounds can take it! 


Send for free twenty-four page booklet which 


tells how you can easily gain Wirebound advantages. 


Wirebound Box Manufacturers Association, 
Room 1826, Borland Bldg., Chicago 3, III- 


APPLIANCE 
DEALERS 


Wirebound 
Crates with 
twist closurers 
are easily 
opened by snipping wires 
about 14" from twists... front 
panel may then be swung 
open and appliance removed. 
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Electronic Cooking 


CONTINUED FROM PAGE 43 


cans would use the same equipment to 
cook vegetables. 

Sufficient power could be applied at 
frequencies of several hundred million 
cycles per second, to cook vegetables 
without the arcing and burning ex. 
perienced at lower frequencies. Hay- 
ing established this, equipment was de- 
signed, built and installed in the frame 
work of a conventional electric range. 
This range is shown in Plates I and II. 

Plate II shows the electronic range 
with front plates removed to show some 
of the involved electrical equipment 
necessary—transformers, rectifiers, fil- 
ters, controls and cooling system. The 
instrument sitting on the cooking top 
is a portable frequency meter. 

Plate III is a view from above the 
range, showing the nonresonant cavity 
which replaces the cooker of the con- 
ventional type range. Note the elec- 
tronic oscillator tube with its connec- 
tions extending into the cavity. It 
is from these connections that the elec- 
trical power is broadcast to the food 
when placed within the cavity. 

The controls of the various compo- 
nents of the system are actuated by the 
four switch knobs on the left end of 
the switchboard. Three dials in the 
backsplasher provide readily visible 
indications of the operations. 

Vegetables to be cooked in this de- 
vice are placed in a Pyrex glass cov- 
ered container. The container is placed 
on a small insulator located in the 
center of the cavity. A close fitting 
cover is cam locked on the top of the 
cavity, the power turned on, and the 
controls adjusted to give the desired 
conditions. 

The conclusion reached is that the 
future of the electronic range for 
domestic use is doubtful. First cost, 
cost of operation and the limited scope 
of operations will dictate against its 
adoption. This does not mean that 
foods will not be cooked or precooked 
foods reheated by the high frequency 
methods. Actually, there will be in- 
stallations, commercial or industrial, 
where, time, space, or some other 
important factor will make high fre- 
quency heating desirable. 


OLD MASTER—H. U. Mann, who likes 
nothing better than tearing himself to 4 
frazzle demonstrating vacuum cleaners, 
is today representing Premier in Chica- 
go. His firm is the H. U. Mann Co., 540 
Lake Shore Drive. 
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| OUT-POINTS 


The 


COMPETITION 


Point for point—feature for feature 
—Superflame offers better sales 

possibilities to dealers because they 

give more real value to users. 


Twenty-five years’ leadership is your 


assurance of quality throughout— 


refinements that people won’t pass 


other 


ee. up—can’t find elsewhere. 


And Superflame is the complete 


line with a style—a model—and 


Superflame Triple Combustion 
Burner with extra “breather” holes 
provides abundant air for com- 
plete combustion—there's no soot, 
no carbon, no unburned gases, 
even at highest flame! 3 burners 
in one! Deep Burner Throat pro- 
duces radiated heat for better 
combustion—even with low grade 


fuel! 
look better—ARE better! 


three price ranges—for every need, 


every purse. Get the facts on Super- 


flame—they sell faster because they 


Superflame’s exclusive Fuel Saver. 
Most effective sales clincher ever 
incorporated in an oil space heater! 
Prospects SEE how they save— 
WHY Superfiame will give them 
more warmth for their fuel dollar! 


QUEEN STOVE WORKS, INC. 
ALBERT LEA, MINN. 
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Looking for 4 blue-chip puy? _ something that'll pay reguiat Because home, you get peTTER LIFP your 
gividends? money: a new you cleep better: uy 3 new 
Then, Mr. and Mrs- Americ4s py all means put your money stove—and you eat better - mixer OF washing machines 
| sn your home! and you have more Jeisure- A new chair for your living roo™ 
; MORE UN means new beauty, more comfort. That new TUE will be truly 
| Because“ home, you get RE FUN jor your money: a “magic carpet” —Dringne honest pride into your home: 
For 4 dollar § worth of cold-culs and a dozen pottles of coke Be h MoRE pEAU TY 
you can put on Savurday night frolic that can't be pought ge 4 
| anywhere in the world. There'll be warmth and sincerity mony the 
your ere —full-heaed enjoyment by your {amily and friends plant on your OF 
and neighbors: And when you have fun at jhome—You" whole plant your ¥ pam he 
life is brighter! length of your hall. You can polish it to lovely patina 
MORE HAPP NESS appliqué iy with vivid flower® and fling over couch. 
Because home, get jor And when your home is peautiful-Your life is peautiful! 
your money: A new radio, new phonograph is something Yes all these can be surs—more fun 
to listen together enjoy family. refrigerai better life So don’t throw Yollars away 
red by crowd them in your home Start now Let @ “home” magazine help 
ent playroom and you repal 
nt playroom Yess with ideas; let the nearest good store help you briné those 
‘1, circle as to life- 
uy a share in a brighter future «+ buy for your home! 
| | 


DISING 


You sell symphony orchestra 


by talking about the superior 


quality of one violin 


You talk about the music 


And you can’t sell a beautiful electric range by talking about the oven light. You 
sell LUSCIOUS MENUS, COMFORT, EASE, FREEDOM FROM WORK. 


You must sell people emotion... not things ...if you are to receive more than 8¢ out 
of the American Family’s spendable dollar! Yes! This meager tidbit was all that 
went to buy home furnishings or equipment of any kind from 1929 to 1941! 


“But,” you say, “four years’ starvation and desire for new home equipment gives 
us a larger market than we can supply... we don’t need to make business.” Not 
today, but what about tomorrow? That hunger for home equipment is even now 
competing with many other hungers Mr. and Mrs. America have today. 


To help you maintain and stimulate that hunger for better home equipment tomor- 
row and tomorrow and tomorrow, we at HOUSE BEAUTIFUL are crusading 
today. We’re crusading coast to coast, month after month, with newspaper ads (like 
this one opposite). Through our theme...“BETTER YOUR HOME—BETTER 
YOUR LIVING”...we hope to bring millions of dollars into the battle to make 
the home come first... and keep it first! 


We want you to spearhead this campaign by featuring “BETTER YOUR HOME, 
BETTER YOUR LIVING” or any variation of it, in your national advertising, 
publicity, displays, model rooms and retail promotional tie-ins. Sell freedom from 


drudgery. 

This Ad Our slogan is yours to use... without obligation... any way you see fit. Build for the 
is reaching home makers in future by KEEPING America hungry for your wares! 
these coast to coast cities We'll help... with suggested letterheads, tags, advertisements, instruction booklets, 

a shipping labels, catalog pages and sales literature. 

San Francisco 

ATLANTA 

Curcaco join the crusade to 

Boston 

DetRoItT 


Granp Rapips 


Hicu Point 
CLEVELAND 
PHILADELPHIA 


ge 
MAGAZINE 572 Madison Avenue, NEW YORK 22, N.Y. . = 


~ 
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Take the 


THIS WAY, FOLKS 
| GOT. 


Line with 
the 


Why try to decide who's 
right so long as you write up the 

sale? With the Estate Heatrola line, 
you keep out of fuel-ish arguments. For here 

is the one line of cooking and heating appliances 
for all fuels —all sold under one famous trade name. 
Only Estate Heatrola dealers can sell the range with the 
? Bar-B-Kewer.* It's the stand-out feature of Estate Heatrola Gas Ranges 
4 and Estate Heatrola Electric Ranges. Millions of women are reading about 


it im consistent, big-space advertising in leading magazines. It's putting 
Estate Heatrola dealers ‘way out in front. 


; *Reg. U. S. Patent Office 


ESTATE 


RANGES & HEATERS 


Ranges for City Gas, LP-Gas, Electricity ®© Heaters for Coal, Wood, Oil 
THE ESTATE STOVE COMPANY, Hamilton, Ohio © House founded in 1842 


Too Many Dealers? 


chandising. Instead, the company is 
sponsoring a plan for a joint dealer- 
utility merchandise program, as later 
detailed herein. Two explanations are 
advanced for the vast expansion iinder 
way in many established outlets and 
for the entrance of so many new faces 
on the radio and appliance stage. Ob- 
servers outside the wings usually voice 
the popular opinion of all and sundry 
that this business in the near future 
is bound to be a gold mine of bonanza 
proportions. Insiders nearer the spot- 
light cite the utility’s withdrawal from 
the merchandising scene as an equally 
impelling force. 

In this connection, the set-up of the 
Jersey Central Appliance Co. is par- 
ticularly striking. The day some 
newspapers reported the withdrawal 
of Jersey Central Power & Light Co. 
from direct merchandising, they also 
reported the announcement of Jersey 
Central Appliance Co.’s entry into 
retail merchandising. Bernard A. 
Seiple, formerly vice-president in 
charge of sales for Jersey Central 
Power & Light Co. now is president 
of Jersey Central Appliance Co. Clyde 
R. Butcher, formerly sales manager in 
this district for JCP&LCo. is vice- 
president of JCACo. In charge of 
floor sales for the new outlet is Mrs. 
Eliza Stephenson, formerly home serv- 
ice director for the utility—and so on 
the rest of the way through the ranks 
of the sales force. In the service 
division, Robert Honeywell, now in 
charge for Jersey Central Appliance 
Co., previously was service supervisor 
for Jersey Central Power & Light Co. 

Most radio and appliance dealers 
argue when Asbury Park, so far as 
their outlets are concerned, is tabbed 
as a trading center for only 25,000 
permanent residents. The guide book- 
let says the city is “the commercial 
center for some 150,000 persons living 
in a 20-mile radius.” At Steinbach 
Co., largest department store along a 
100-mile stretch of coastline, the de- 
livery and charge records indicate 
strong pulling power through an area 
holding around 100,000 persons. A 
lot of people drive 10 to 20 miles of 
an evening to go to the movies in 
Asbury, too. But there’s a bit of 
difference between Steinbach Co., on 
Cookman Ave., the movies along the 
beachfront, and appliance outlets on 
Main St. 

Close observers doubt that an outlet 
here riding solely on radios and appli- 
ances will draw very heavily outside 
the greater Asbury Park district pre- 
viously noted. 


Surrounding Towns 


Belmar, with less than 5,000 perma- 
nent residents, is only four miles south 
—but Belmar, for one typical example, 
has several alert outlets displaying 
these products. Fifteen miles west is 
Freehold with 6,952 population and 
even more established outlets ready and 
able with appliances. Six miles north 
is Long Branch, with a greater popula- 
tion than Asbury and with certainly a 
sufficient number of outlets to fully 
expose everyone there to appliances. 
And east is only the ocean. 

Furthermore, inside the greater As- 
bury Park district, Allenhurst, with 
520 permanent residents and far more 
summer dwellers, is less than a mile 
away from the center of the city but 
has an appliance store of its own lo- 


CONTINUED FROM PAGE 40 


cated in its one main shopping block. 
Finally, when formulating the set-up 
for Jersey Central Appliance Co, 
Seiple prudently decided on four direct 
outlets and two sub-dealerships as 
ideal for this whole territory rather 
than settling for one store in Asbury 
Park alone. He had been in a position 
with the utility for long years where 
he could watch the development of 
trading trends. 

The conglomeration of outlets now 
in operation does not discourage new- 
comers—some on a_ borrowed shoe- 
string and others with the family say- 
ings—from pouring still more money 
into additional outlets. When asking 
advice, they are cautioned against such 
a move by responsible people with no 
axe to grind. Their reactions are clas- 
sified about as follows: 1) Sincere 
thanks—and they actually have been 
dissuaded. 2) Thanks—and they in- 
tend to follow through with their plans, 
regardless. 3) Abuse—the adviser is 
accused of “protecting his friends in 
town from outside competition”! Few 
of these enquirers have had experience 
in any near-similar field. 


Some Other Reactions 


This researching developed some 
amusing angles. Travel time to New 
York by train, for instance, is 90 
minutes. So dealers say: “That's 
good. Means larger year-round popu- 
lation” and “That’s bad. Commuters 
bring home cut-price appliances and 
some women make trip every week to 
shop and see a show.” And the dealer 
who said: “A shakedown is bound to 
come and there’s a hell of a lot of door- 
bell ringing ahead for Asbury Park 
home owners.” One dealer is an “ap- 
pliance engineer.” 

Then there was the dealer who said: 
“When I finally clinched this refriger- 
ator franchise I was told I was one out 
of two in town who would have it. 
Now there are five!” 

One outlet expanding into the appli- 
ance field, with the coveted franchises 
in hand but without an appliance on 
the floor, is still in the throes of con- 
struction but has been set for months 
on advertising, judging by the big 
roadside sign, “New Jersey’s Out- 
standing Music and Appliance Store,” 
illustrating all the appliances. No 
jewelry store in the city as yet dis- 
plays appliances, but the rumor-mill 
suggests it won't be long now! There 
is divided opinion about the ease of 
selling the summer dweller. One 
dealer says: “Replacement on major 
appliances is high for them because 
of non-winter usage.” Another: “A 
cinch to sell because they want comfort 
and can pay for it.” Finally: “Tough 
to sell them big-ticket merchandise 
they only get two or three month’s use 
out of during a whole year.” One 
dealer, it is said, formerly was a labor 
organizer in this city—of workers in 
an electrical industry. 


See Troubles Ahead 


Most dealers here predict troubles 
ahead—always troubles ahead for the 
other fellow but never themselves—and 
some foresee as many as half the out- 
lets out of business within two years. 
Many of the new entrants, it is argued, 
have but an inkling of what it takes in 
cash and organization to swing a suc- 


(Continued on page 70) 
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' s all you need to stage a quick, 4. There are no deep creases to iron out It’s 4 cinch f ; a 
convincins stration that sells the higher- to demonstrate spindrier benefits. Dramatic sales ad- 
spindrier- It proves important sales vantages like 25% more water extraction, no broke® ‘ 
su can’t bust a button with an Easy- 2. An buttons, speed of twin-tub action are quickly and easily é : : 
er does a beautiful job on those extra things demonstrated. Your salesmen need less floor-time t a a 
Lnkets. 3+ it whirls out much more water. close higher-proat spindrier sales! That's jmportant to | 
lighter tO handle—4ry faster the line. a profit-minded dealer. 
re,” : 
dis- were TELLING yourR CUSTOMERS to wait--° to see the — : | 
new EASY spindrier in action. And we're telling them in 
. . . 
the best read women’s magazines in America: Saturday al 
Evening Post, Collier’ s> Good Housekeeping: Better 
major Homes and Gardens, American Home, Women’s Home | 
ecause Companion and Country Gentleman. These pre-sold 
r: “A customers are going to look for wet demonstrations Be: | 
we suGGEst THAT you plan now to put on the easy-to” 
stage> dramatic spindriet demonstration: Right now, of 
course, we're all working OUF heads off to get out the 
‘ merchandise YOU need. And for > while demand is € 
to be much larger than supply- But meanwhile let's 
work together make the most out of the most valuable 
franchise in the washer pusiness- See your EASY reP- 
ae resentative and get his help- Easy Washing Machine ‘ ° 
Corporatio™ Syracuse 1, New ork. 
_RONER | 
WASHES MORE CLOTHES FASTER Washe® \ 


TRADE MARK REG. 
Styled for the future... available today. 
Vaculator is nationally advertised to 
millions. Protected profits with National 
Fair-Trading. “Pyrex” branded glass is 
your assurance of highest quality. ..equip- 
ped with the Dutch clothless filter, the 
greatest sales feature in modern coffee 
makers... exclusive with Vaculator. 


| Sparkling China 

oe? No cloth No paper 

Wy Snaps in easily 

ie Cannot pop-up or fall out 
Fits all standard makes 


mate 


PROFIT SALES BUILDERS 


6 HEAT=—2 BURNER ELECTRIC TABLE STOVE DE LUXE 2 HEAT HOT PLATE 

Designed by Vaculator with many advanced features An electric coffee maker stove that incorporates 

... heavy duty construction ... full generous size... quality, design and performance. Top is chrome plated 

“hammered-effect” finish ... it’s “tops’”’ in quality and . .» base is black plastic with two-heat brew and warm 

performance. List $15.75 switch. List 
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cessful operation. While old timers 
are sitting tight on long leases made 
when low rentals prevailed, the new. 
comers are up against a rent boom, 
The search for locations has been fran. 
tic. Private estimates place some 
rates as high as $700 a month. 

After reviewing the ‘local situation 
step by step, one dealer with long 
merchandising experience sizes up the 
picture a year or so from now as fol- 
lows: “The whole appliance game may 
temporarily fall into disrepute with 
consumers here for awhile. There are 
likely to be many failures. During 
the process the customer gains price- 
wise for the moment—but not for long 
because his guaranteed service falls 
out from under him. The reflection js 
on the manufacturer’s name. When 
the customer has been trained to ask 
for price breaks, it takes time to 
change him. If manufacturers and 
distributors want six dealers for six 
months to handle a buying spree, 
they’re going about it the right way. 
If they want two dealers for a long 
pull, and want to help establish them, 
they’ll have to change policy quickly.” 

If the sale of radios and appliances 
in Asbury Park in 1941 totaled around 
$500,000, as reliably estimated, this 
would break down to approximately 
$50 sales per average connected elec- 
tric residential meter in the greater 
Asbury district at that time. This is 
closely in line with the national aver- 
age for that year. To do the combined 
total of $3,000,000, as now forecast for 
themselves, they will have to make 
sales averaging nearly $300 a meter in 
this district. Compare this with manu- 
facturer’s estimates of their production 
for the first 12 months after they first 
start to roll: approximately equal to 
their 1941 production record. 


Additional Outlets 


Among dealers visited but not cov- 
ered by the accompanying pictures 
were the following: 

Van Dyke Electrical Co. Established 
1892. Thirty years same building on 
Cookman avenue, fronting on railroad 
station. Stock consists of pre-war fix- 
tures plus shelves of supplies, includ- 
ing many items average dealer con- 
tractor nowadays does not regularly 
stock. Few appliances on sales floor, 
25 by 90 feet. 

Van Dyke repairs merchandise sold 
to old customers. Contracting work 
is not aggressively sought now because 
competent electricians are difficult to 
find. In view of situation prevailing in 
city, there is no rush to modernize or 
make heavy advance purchase commit- 
ments. Since this store opened, dozens 
of others have come—and gone. Van 
Dyke’s radio and appliances sales will 
hold at par with pre-war level. That's 
about the way Jewell Van Dyke sizes 
up the picture today. 

Newman Electric & Heating Co. 
New dealer-contractor store recently 
opened on south Main St. by con- 
tractor formerly located further from 
the city proper. Prefers selling to con- 
tracting and carries four to six men 
on service. 

Automatic Heat Equipment Co. 
Modest outlet for stokers and burners 
north section of Main St. Tenth year; 
sells outside; complete service. One 
of his manufacturers introducing home 
freezer which he will push. 
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The Revolutionary New 
WESTINGHOUSE DUO 


It’s a radio-phonograph with automatic 
record changer .. . but you can lift out the 
radio and play it anywhere. The hottest 
sales feature of 1946! 


The Amazing 
PLENTI-POWER CIRCUIT 


This exclusive feature gives a low-priced 
Westinghouse 7-tube set more undistorted 
output than most 12-tube sets had prewar. 
Anyone can hear the difference . . . every- 
body, likes it. It means sales to the millions 
who want 12-tube performance on a 7-tube 


budget. 


A POWER-HOUSE 
IN A JEWEL CASE! 


Never before has such performance been 


can depend on cked into a 


WESTINGHOUSE RADIO 
for originality 


For more information call your Westinghouse Dis- 
tributor or write Home Radio Division, Wes 
Electric Corporation, Sunbury, Pa. 


set of this size. You'll have to hear it to believe it! 


PTI 


THE EAR-LEVEL 

SPEAKER 
Something new you can demonstrate. The 
sound originates at the most natural level for 
listening enjoyment. No acoustical loss or 
distortion from the carpet or floor. 


6 TO 10 TIMES AS MUCH 
RECORD STORAGE SPACE 


In most of the new radio-phonographs, West- 
inghouse has made the entire cabinet 
width available for record storage space 
---6 to 10 times as much as prewar 
cabinets the size...areal 
selling feature for le with 
record libraries. 


; A completely new 

| AUTOMATIC RECORD CHANGER 

| Single-button control! No changeover levers to push! No 
complicated operating instructions, 


When you want to operate the tone arm by hand, do so 
. .. no danger of throwing the automatic mechanism out of 
adjustment. After the last record is played the tone arm 
returns to rest and the turntable shuts off automatically, 


RADIO’S FIRST NAME IS 


Westinghouse 


Television 


Radio 


. 
more proof thet you | 
2 
| 


MRS. MARQUART SAYS IN 34 YRS. 
USE, HER AUTOMATIC WASHER 
HAS REQUIRED ONLY MINOR. 
( 


REPAIRS / 


After a third of a century of use, this 
faithful Automatic Washer ‘‘seems 


to be wearing out.’’ Today’s Auto- =". > 
matic Duo-Disc Washers come from Ae 
this same long-lived ‘‘line.’’ They’re 
doubly famous: They give users : 
splendid service; they give Dealers "7 

more net profit which they can keep. ue 


’ It will pay you to get in touch with your 
‘ nearest Distributor (name on request). 


Reg.U.S Pot. 
in Newton, lowa Since 1908 | 
UTOMATIC WASHER COMPANY 
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Too Many Dealers? 


(Continued from page 70) 


G. A. Parker, who drafted this pian for the utility, here is shown discussing its pro- 
visions with an interested dealer. While the company's customer rates first con- 
sideration on service, the utility has found it possible to turn most of its service 
facilities over to dealers who assure proper care of existing appliances. 


wit 


Following its announcement 
of withdrawal from direct mer- 
chandising, the Jersey Central 
Power & Light Co., with head- 
- quarters in the Electric Building 
; in Asbury Park, N. J., as pic- 
= tured below, several months later 
formulated a plan for a “dealer- 
utility merchandise program” 
which G. A. Parker, merchandise 
manager, then presented to deal- 
er meetings, at which it was very 
favorably received. This coop- 
erative plan, offering a new rela- 
= tionship between JCP&LCo. and 
the appliance dealers, recognizes 
that the utility must not only in- 
crease its energy sales but also 
must protect its customers by 
assuring them good appliances, 
proper installations and adequate 
service. 

As stated in the cooperative 
plan, the dealer’s responsibilities 
are: 


The Dealers’ Responsibilities 


1) Floor space exceeding 200 sq. ft. 
for major appliance display; fran- 
chise of products approved by NAM 
or equal. 


2) Employ one or more outside 
salesmen on major appliances. 


3) Service customers throughout 
guarantee period and thereafter by 
own service organization or arrange- 
ment with satisfactory organization. 


4) Spend 3 percent of gross sales 
revenue on advertising. 
5) Participate in 


utility - spon- 
sored campaigns. 


6) Monthly reports on utility forms 
of number and types appliances sold. 


7) Attend quarterly meetings, with 
full sales staff, arranged by utility. 


8) Provide merchandise displays at 
utility's commercial offices. 


9) Cooperate in cooking schools 
and other similar promotions. 


The Utility's Contribution 


Encourage appliance sales through 
cooperating dealers. 

1) Pay major part of installation 
costs as follows: for ranges, $10 or 
$45, according to type, and for water 
heaters, $6 or $25, according to type. 

2) Maintain residential sales de- 
velopment organization. 

3) Participate in campaigns. 

4) Conduct advertising program of 
consumer education. 

5) Maintain display rooms in com- 
mercial offices. 

6) Advise dealers of customer in- 
terest in his products on display. 

7) Conduct instruction meetings for 
dealer personnel on company policy, 
rate structure, etc. 

The utility reserves the right to re- 
enter the direct merchandising field 
in the event its customers demand 
such service. 


The Electric Building, headquarters of 
Jersey Central Power & Light Co. 
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CARTO 


HEY’RE on the way! Brand new packages for a/l General 
Goonies Lamps! Created by a prominent package de- 
signer in cooperation with G-E merchandising experts, they 
have been developed to help you make more money selling 
a high quality, nationally-known brand of lamps. 


The new packages—featuring a brilliant, eye-catching design 
—will be introduced into the entire line of G-E Lamps. First 
to reach you will be the new cartons for 25 to 100-watt 
standard G-E Lamps, Heat Lamps and Fluorescents. Others 
will be added immediately as conditions permit. 


Display—feature—and sell more G-E Lamps in these exciting 
new cartons! It’s simple—with these 4 new sales advantages: 


Quicker Identification— more striking display of G-E trademark does 
it. Gains full sales benefit from customers’ high preference for lamps 
made by General Electric. 


Smart New Design— gives increased attraction value to windows, 
counters or shelf displays. Sells G-E Lamps on sight. 


More Colorful Appearance — brilliant blue and yellow colors add 
plenty of eye-appeal with buy-appeal‘and help make quick sales. 


Family Tie-In. Same basic design now introduced on all G-E 
Lamps, including heat lamps, sun lamps, fluorescents and others. All 


aré quickly identifiable, yet each bears standard G-E package design, | 
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Automatic bobbin winder release 


Here's another famous feature that gives New Home 
and Free-Westinghouse dealers a big sales advantage 
when telling customers about the over-all operating 
simplicity of these fine machines. 

There is no possibility of over-filled bobbins or 
tangled thread here! When the bobbin has the exact 
amount of thread, the winder automatically releases 
from contact with the wheel and stops instantly! It’s 
a precision feature... just like all the others which 
combine to make sewing simple, fast, and foolproof 
for the novice as well as the expert! Free Sewing 
Machine Co., Rockford, Illinois. 
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AMERICA’S FINEST SEWING MACHINES 


Veteran J. G. Bradburn seated at his desk with pipe, pictures of the family and 


his library of record books. 


Personal Touch Brings i 
Recording Business 


Lil Pal Radio Shop, Houston, 
Texas, Tells What It Charges, 
How It Gets Its Business. 


F all my wife’s relations, I love 

myself the best, roars the vaude- 
ville comedian. That may be only a 
gag, but it accurately de-cribes the pull- 
ing power that makes people have their 
pictures taken, their handkerchiefs 
adorned with their initials, and in re- 
cent years their voices and talents 
recorded. 

As a result, the Lil Pal Radio Shop 
in Houston, Texas, has known no let- 
up in the volume of folks eager to get 
their voices and talents placed on a 
platter. 


J. G. Bradburn, whose firm is actu- 
ally named the Bradburn Radio Shop, 
but who likes the more chummy sobri- 
quet “Lil Pal” as an attention getter, 
has been through the mill with record- 
ing and has found such a department 
a staple item. 

The Lil Pal recording studio has a 
control room adjacent to the acoustic- 
ally treated studio. Playbacks are 
piped into the studio via large 12-in. 
PM speakers so that the artists do not 
have to change rooms to hear their 

(Continued on page 78) 


Out west where men are men, in Houston, Texas, they like to put their personalities 
on records. Note the permanent awning overhead. 
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The winter appliance shows are 
over. Post-war range models have 
made their debut. All the dealer 
opinions we have gathered empha- 
size the fact that the industry's No. 1 
electric range is still the Monarch 
Roaster Range. Consumer inquiries. 
orders and general sales outlook all 
combine to confirm this top rating. 
Join in celebrating MONARCH’'S 
Golden Jubilee during 1946. 


MALLEABLE IRON 
RANGE CO. 


3836 Lake Street, Beaver Dam, Wis. 
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“THIS SET BEATS All OTHERS 
FOR THREE-DIMENSIONAL REALITY!” 


FOR SETS THAT SELL 


“ON SIGHT” 
SELECT THE VIA-GRAYBAR LINES 


“Lins radios and combination sets that Graybar distributes 
will go a long way toward selling themselves in your store. 
In appearance and in performance, they’re designed for 
universal buy-appeal. They’re products of responsible 
manufacturers. They’re backed by effective consumer ad- 
vertising. Appliances, too, must meet the same require- 
ments to qualify for distribution via Graybar. 

That’s why you'll be wise to feature the “via~-Graybar” 
lines in your store. Besides, Graybar gives you expert mer- 
chandising help — and our local warehouses simplify 
stocking and delivery. Call or write us, and we'll come right 
over with the whole inspiring story. Graybar Electric Com- 
pany ...in over 90 principal cities. Executive offices: 
Graybar Building, New York 17, N.Y. 


4616 


DISTRIBUTION 
1S 
MERCHANDISE 


and Men 


This is Robert F. Janda, our Merchandising 
Manager at St. Louis. He’s one of many 
Graybar appliance-radio specialists throughout 
the nation who are showing dealers how to im- 
prove store display, personnel training, and 
local promotion. 

After more than 10 years of selling washing 
machines, refrigerators, vacuum cleaners, and 
radios — during which time he was associated 
as salesman or district manager with three 
manufacturing and distributing concerns — 
Janda joined Graybar in 1936. 

For ten years he has been a member of the 
St. Louis Electrical Board of Trade and has 
been successively Secretary and President of 
the St. Louis Housewares Club, of which he is 
now a member of the Executive Board. 


RADIO, RADIO-PHONO, AND TELEVISION SETS 


MAJOR APPLIANCES 
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MERCHANDISING DEPARTMENT 


TRAFFIC APPLIANCES 


Personal Touch 
In Recording 


CONTINUED FROM PAGE 76 


recordings, once they are transcribed, 
Often when they hear the play back 
they want another record, thinking 
they can do it better next time. 
Recording prices have been kept low 
to increase the volume of business, 
Fiber 64-inch records are made for 
50¢, both sides. The same record in 
metal is $1, 8-inch metal $1.50, 10-in, 
metal $2, 10-in. glass base at $3.50 
and 12-in. glass base at $4.50. A dis. 
count of 25 percent is allowed on dupli- 
cates which are made after hours. 


YOUR VOICE TO MOTHER 


poem—her te 

YOuR VOICE she ote word thes ANT. 
Der. 


Ue te four minutes cont? Sc to tle minutes 
recordset musical beck 
phonograph ready for maling 

Voor round is the MOST PERSONAL greeting for 
occasion enytime you com tend Plane in 


J. G. BRADBURN Recording Studio C. 9259 
Founder, Owner 


Here is the sort of ad that teases them 
in. Notice it talks about records that can 
be mailed. 


Advertising is displayed in the store 
windows and store proper; also small 
classified ads are used in a local news- 
paper and a sizable advertisement is 
carried in the telephone directory. 
During special seasons such as Easter, 
Mother’s Day, Father’s Day, and the 
Christmas holidays, special display 
materials and advertisements are used. 

All kinds of people are attracted. 
Local music instructors avail them- 
selves of the recording services by re- 
questing pupils to record their music 
lessons at various intervals, in order 
to gauge their progress and at the same 
time make up a valuable memory album 
for parents as well as students. 

One set of recordings of a certain 
choir sold over 50 duplicate sets which 
were purchased by members of the 
congregation. Ceremonies such as 
weddings and funerals have been 
recorded on location. Musical record- 
ings of voice, piano, orchestras and 
hillbilly bands are always popular. 

On several occasions complete grand 
operas have been recorded for inter- 
ested customers, picked up from the 
radio. 

When the customer comes in to 
make his recording, he finds an elec- 
tric light system is used as a warning 
on the air, and to tell him the progress 
of the recording being made. Cus- 
tomers are told to time their records 
in advance. When they make a record- 
ing, a library of Ted Malone’s poems 
is kept handy in the studios and is 
often used by customers who want to 
do a little declaiming. 

Nub of the whole business is the per- 
sonal touch that such a setup gives. Mr. 
Bradburn declares. In a competitive 
market this department gives his store 
individuality not found elsewhere. In 
the era with a dearth of merchandise 
which occurred during the war, the 
recording business kept the Bradburn 
home fires burning. 
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Here is the “hottest” cold proposition in the appliance field. 


The best NAME! 

The finest PRODUCTS! 

The most EXPERIENCE! 

The strongest ADVERTISING! 


And they all add up to the Number ONE Franchise in home 
freezers for you. 


Talk to the Deepfreeze distributor in your territory, or write 
today direct to Department EM-36, Deepfreeze Division, Motor 
Products Corporation, North Chicago, Illinois, for details. 


oF MOTOR propucts ‘CORPORATION « 


1946 


AS 


TRADE-MARK REG. U. 5, PAT. 


FREEZER 


For larger storage capacity, the Deepfreeze home 
freezer Model B-9. Capacity 9.2 cubic feet. 


NORTH CHICAGO « ILLINOIS | 


— 
because of the very small area it requires (diameter 
Air-Flow power unit is so silent you can hardly hear it. Actually 
seals out all dirt and moisture. Eliminates the necessity fone 
]  DEEPFREEZE—a division of Motor Products n—can 
| 
| 
| 
TRADE-MARK REG US PAT. OFF. | 
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RETURNED VETERANS AND FAMILIES 
WANT ECONOMICAL SMALL HOME 


Serve This Great and Profitable New Market 
By Selling Vaporizing Oil Burner Appliances 
Equipped with Dependable “A-P” Constant 
Level Oil Controls..... 


PERFORM 2 genuine service for the great army of returning service 
men eager to establish and enjoy modest, comfortable homes for 
their families. Tell them about the convenience, economy, and all- 
around efficiency of heating with vaporizing oil burner space heat- 
ers, floor furnaces, and basement furnaces equipped with a depend- 
able “A-P” Constant Level Oil Control that assures uniform home 
heating automatically. You will be building customer good-will 
as well as profitable sales volume! 


Leading makes of Vaporizing Oil Burn- 
er Appliances equip their units with the 
dependable, fuel- “saving “A-P” Constant 
Level Oil Control. It is to your immedi- 
ate and profitable advantage to feature 
this efficient equipment that affords 
smaller type homes such genuine heating 
comfort and economy. 


WRITE for new illustrated Bulletin 
describing the “A-P’ Constant Level 
Oil Control with “Magic Pilot.” 


Illustrated is the “‘A-P’’ Model 240 WYP 
Constant Level Oil Control for water 
heaters— equipped with “‘Magic Pilot." 
The “Magic Pilot’’ also is available on 
other model controls for vaporizing burn- 
er floor furnaces and furnaces, where a 
low pilot flame must be maintained 
indefinitely. 


AUTOMATIC PRODUCS COMPANY 


2400 Nerth 32nd Street, Milwaukee 10, Wisconsin 


DEPENDABLE Controls 
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Designing Appliances 
To Fit the Housewife 


would like to see the fuse on range out- 
lets more accessible for changing. 

On the refrigerator, Miss Davis 
feels that a great deal depends on what 
the frozen food industry does. If 
frozen food is made available at all 
groceries, she feels that every refrig- 
erator of the future calls for a good 
sized storage compartment for frozen 
food. The new models of home freez- 
ers in the future, she thinks, will re- 
semble present day refrigerators much 
more than ice cream cabinets, as they 
do now. The key as to whether all 
families will own freezers depends on 
whether it is an economy for persons 
who have to buy food. Home freezers 
are obviously O.K. for the grower of 
food, although the locker plants are 
going to offer strong competition. 
Home freezers are fine for conven- 
ience and the families in the higher 
financial brackets will undoubtedly go 
for them as they are a great aid for 
entertaining. 

“In my home freezer at home right 
now I have some chickens, beef, 
peaches, rhubarb, cherries, melon 
balls,” said Miss Davis. “The melon 
balls are very lovely for entertaining 
in off seasons. Some of the peaches 
are mashed up with syrup and frozen. 
What has appealed to the city family 
like mine has been the marvelous con- 
venience of the home freezer. 

On refrigerators Miss Davis feels 
that there is a trend toward a wider 
and shallower box. She thinks shelves 
are too deep and you have to pull too 
much out of the refrigerator to get at 
what you want. She likes moist com- 
partments very much and feels that 
their popularity will spread. The idea 
of cutting refrigerators up into more 
compartments simply means more to 
clean, and the trend is not that way, 
in her opinion. 


CONTINUED FROM PAGE Si 


Vacuum Cleaner Opinions 


In the vacuum cleaner business, they 
will probably be more tank type clean 
ers than the brush type in the ne 
future, but we may see a swing bad 
eventually. Miss Davis is a bry 
type advocate, as she feels that th 
straight suction type calls for too per 
fect a contact with the nozzle. Th 
hand cleaner has definite possibilitie 
if lightweight materials are brough 
into use. A woman her size—sh 
stands 5 ft. 1 in. and weighs 1 
pounds—has difficulty in holding y 
the present day hand cleaner. It ma 
be that a lighter weight hand cleane 
will give the tank type, so adapted fo 
above the floor cleaning, its futur 
competition. 

“You must not forget that th 
closer you get to the motor the mor 
suction you have,” said Miss Davi 
“A hand type has its advantages,” 

On ironers, Miss Davis feels tha 
the American woman is sold on th 
idea of saving energy. However, iron 
ers today are made for the standar 
woman and lack versatility. A woma 
who has thick thighs has difficulty i 
getting her knees under today’s ma 
chines. Then there are numerow 
cases of women burning their arms ot 
the shoe. Miss Davis suggests tha 
ironers be sold with a chair, one tha 
will support the small of the back 
This should be offered as a unit, sh 
thinks, as a woman who is not com 
fortable when ironing and who ha 
bad luck with her ironer may soof 
abandon its use, which is a black ey 
for the industry. 

Miss Davis thinks that ironers 
not save so much time as is believed 
For example: children’s dresses. Thei 
biggest asset is the energy they save 

(Continued on page 82) 
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be installed in every G-E automatic 


THIS AMAZING ELECTRONIC REPRODUCER now provides listening 
pleasure never before possible! Such superior performance has been 
attained only by alert attention to every design, engineering and 
acoustical detail of the entire reproducing system. 


LOOK AT THESE FEATURES—they tell why the G-E Electronic Repro- 

ducer is better: 

® Revolutionary, Flexible Mounted Pick-Up with Permanent, Self-Retracting 
Sapphire Needle —Fully Protected Against Dropping and Mechanical Abuse! 

® Virtual Absence of Needle Chatter, Scratch and Hiss! 

® Lightweight Tone Arm—Low Record Wear! 

® New Volume and Tone Control Devices! 


® Wide Frequency Response of Pick-Up—ideal Balance Between Low and 
High Frequencies! 


© Extremely Rugged Mechanically—Built to Take Abuse! 
@ Unaffected by Temperature and Humidity—Top Performance Anywhere! 


For complete information, consult your nearest G-E Radio Distributor 
or write today to Electronics Department, General Electric Company, 
Bridgeport, Connecticut. 


MODEL #326—A WINNING NUMBER! AC; 7 tubes (including rectifier); 
Standard and shortwave bands; 12" Alnico 5 speaker—increased sensi- 
tivity, greater acoustic output; tone control; automatic record changer; 
and the amazing G-E Electronic Reproducer. 


THE FIRST AND GREATEST NAME IN ELECTRONICS 


GENERAL ELECTRIC 


178-3 


PORTABLES + TABLE MODELS + CONSOLES + FARM SETS * AUTOMATIC PHONOGRAPH COMBINATIONS «+ TELEVISION 
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ustable-automadic ELECTRIC IRON 
with 


... this means that on top of the iron 
is a heat-indicating device, the Thermoscope . . . an exclu- 
sive American Beauty feature that registers in fabric gradua- 
tions the operating temperatures of the ironing-surface. 
The Thermoscope enables the user at all times to tell at a 
glance when the temperature of the ironing-surface is at 
the proper range for the work at hand; be it rayon, silk, 
wool, cotton, or linen. 

Ironing temperatures are maintained constant by the 
Thermostat . . . simply set the control lever, on top of the 
iron; the Thermoscope will show when the right heat is 
reached. The selected heat is maintained constant for, 
through intimate contact with the bottom of iron, the 
Thermostat is immediately responsive to the slightest 
temperature changes. 

The advanced features and the dependability of American 
Beauty electric irons will continue to make them the choice 
of discriminating users everywhere. 


AMERICAN ELECTRICAL HEATER COMPANY 
_ DETROIT 2, MICHIGAN 
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Designing Appliances 
To Fit the Housewife 


hence the importance of making the 
woman comfortable while she works. 

The accessories in the laundry can 
stand a bit of checkup too. She knows 
of no satisfactory ironing board on 
the market right now and there should 
be one that is adaptable to different 
work heights. Any woman can test 
her working surface height by placing 
her hands on top of the working sur- 
face with outstretched arms. If she 
can do this, and stand up straight 
without bending elbows, she has the 
right height for her ironing. 

We have no satisfactory outside 
clothes lines today. Those made of 
cotton stretch by the minute, permit- 
ting clothes to drop toward the dirt. 
Someone may put a wire inside of a 
clothesline and have something that 
will hold its stretch. 


Automatic Here to Stay 


In the washing machine field Miss 
Davis feels that the automatic is here 
to stay. The working women will duck 
laundry if they can afford to, so the 
automatic, setting women free from 
the necessity of sticking around in a 
laundry, has a great appeal. On the 
other hand, women who have learned 
to do their laundry have found out how 
satisfactory it is as an accomplish- 
ment. They should continve this prac- 
tice now that the war is over, she feels, 
but the chances are that human lazi- 
ness may cause them to give it up. 
Miss Davis is inclined to feel that the 
agitator type washer has reached satis- 
factory acceptance and will continue 
with few changes made. 

“The trouble in testing washers,” 
she said, “is that cleanability is tied 
up with wearability of clothes. If a 
machine does too good a job it wears 
out clothes. There is a happy medium 
which satisfies everybody. Some day, 
however, we may see some more ex- 
perimenting with the vacuum cup 
machine.” 

She feels that automatic washers 
need a loading platform. 

The hand iron today is extremely 
satisfactory, Miss Davis thinks. The 
light weight iron has proved best and 
the cord at the side is a distinct im- 
provement. 

The little suitcase hand irons (travel 
iron is the official name) are made for 
alternating current. They are used 
often in hotels, which generally have 
direct current. These hand irons usu- 
ally have thermostats, which means 
they should not be used on direct cur- 
rent. Manufacturers should take note 
of this. 

In the small appliance field, Miss 
Davis asks why some toaster manufac- 
turer has not built in some sort of 
removable platform on his toaster to 
keep toast warm. There is consider- 
able heat released by the coils and 
there is no reason why this should not 
be employed to keep toast appetizing. 

Mixers do not have a_ sufficient 
power for the kitchen at present, Miss 
Davis feels. Heavy batters will stop 
them. You can’t make a fruit cake 
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or bread at the present moment with 
most mixers. The chances are that 
lighter motors are going to permit 
great improvements in mixers in the 
near future by adding to their power, 
The portability feature of mixers jg 
not very important, she feels. 


Roaster Suggestion 


Her experience with roasters has 
been that they are heavy and need 4 
better insulated cover. They do a good 
job and are able to bake complete oven 
meals. Roasters are excellent for the 
small family, and where a range can- 
not be afforded they are the answer 
to hot weather cooking problems, 

Millions of women will continue to 
work in the future who did not work 
before the war, Miss Davis says, 
These women still will want to marry. 
They are going to operate their homes 
on divided time, with aot as much 
time as their mothers had for home op- 
eration. With money in their pockets 
and less time, they are certainly going 
to want to buy things that save time 
and attention. 

The world is full of women whose 
standards are low. To reach these 
women Miss Davis has pushed her 
course in commercial home economics 
at Ohio State. The home economist is 
a spokesman who can get across new 
ideas and better methods. Aided by 
manufacturers who can promote their 
wares until they are household neces- 
sities, the commercial home econo- 
mist can go far toward lifting the level 
of present day living. 

Thus speaks Daisy Davis. 


TRY THIS ON YOUR TYPATUNE: Over 
500 Typatunes sold in nine days is the 
record set by this display and demon- 
strator in the window of M. C. Flynn, 
Inc., 43 East 59th St., New York. Accord- 
ng to Dan Siegel, the store's manager, 
5,000 Typatunes could have been sold ai 
the $14.95 price if the Electronic Corp. 
of America could have provided that 
many. With each appearance of the 
demonstrator tremendous crowds ot 
Christmas shoppers gathered and each 
demonstration ended when the street be- 
came clogged and the police had to 
ring the curtain down. 
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and Top Radio Stars’ wives... 


Mary Livingstone Benny shown 
with daughter Joan listening 

to their new Olympic. This 
picture in full color features the 
first of many national magazine 
ads telling the satisfying 
experiences of famous “best 
judges of radio” with Olympic’s 
exclusive ‘tru-base.’ 


in Olympic’s National Campaign! 


ULL COLOR PAGES in leading magazines be- 
ginning in April... plus ads month after 
month after month! ... 

An audience of 19,850,000 each thirty days 
... 178,650,000 by the end of 1946! 

178,650,000 messages selling America’s 
best radio prospects a powerfully convincing 
story unique in the annals of radio! 

That's the Olympic Radio campaign of 1946 
—a campaign packing sales power unap- 
proached by anything you've ever seen. For it 
presents the reactions of the world’s best judges 
of radio tone—the wives and children of Amer- 
ica’s top radio performers. 

They're able judges—for none knows so well 
as they the voices, the music . . . every intimate 
note . . . of the stars whose comedy, singing and 
music America loves best. 

They’re critical judges . . . vitally interested 


OLYMPIC DIVISION OF HAMILTON 
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in the performance and future of their husbands 
and fathers . . . sensitive to how well that perform- 
ance is captured by radio receivers. 

And they’re authoritative judges—the Su- 
preme Court of radio-listening—Mrs. Jack 
Benny, Mrs. Kay Kyser, Mrs. Phil Harris, Mrs. 
Andy Russell, Mrs. Edgar Bergen . . . the chil- 
dren of Fibber McGee and Molly. 

So think of the impact to be made on Amer- 
ica’s millions by the association of these people 
with Olympic . . . by the sight of them thrilling 
to the pleasure only Olympic can bring. The 
wonder of ‘tru-base’— making possible in com- 
pact table radios the gloriously realistic tone of 
large costly consoles. 

It’s a great cast... in great pictures by famous 
Hollywood color-photographer Paul Hesse... 
doing full justice, too, to the superlative styling 
of Olympic—the cabinets of precious hardwoods 


RADIO CORPORATION 


1, 1946 


and lustrous modern plastics by world-celebiated 
designers. Table radios, radio-phonograph com- 
binations, portables. 

Take the magnificent realism of ‘tru-base’. . . 
dramatized in the experiences of Olympic’s fa- 
mous “radio wives” —and you know Olympic is 
headed for millions of homes. 


510 AVENUE OF THE AMERICAS « NEW YORK, N. Y. 
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ONLY BRIGGS: MALTON 
OFFERS THIS COMPLETE 


WIDE-SPREAD SERVICE 


LL over the United States and Canada, : 

and in many other countries, you will 
find Briggs & Stratton Authorized Service 
Stations. Operating under factory policies | 
and procedures, they are again becoming 
fully equipped to take care of any emer- 
gency — to adjust, repair, or rebuijd any 
model of Briggs & Stratton engines; even” 
though it is a veteran. of ten or twenty 

- years of service. This authorized service is 

‘maintained to protect your investment in 
Briggs & Stratton engines. It is an.important 
added advantage, recognized alike by manu- 
facturers, dealers; 


nd users of appliances, 
farm, machinery and industrial equipment. 


BRIGGS & STRATTON CORPORATION 
MILWAUKEE 1, WISCONSIN, U. S.A. 


rte-Cooled 
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Helping Dealers Modernize 


terior displays may be viewed through 
our new clear-view window, adding to 
the attractiveness of the store”, com- 
ments Leo Goldman, owner of the 
Monroe Record Shop at 772 Monroe 
Avenue, Rochester. 

“The self-service racks have helped 
to increase our business as well as our 
merchandising efficiency. We have 
enlarged space inside and our window 
space is to be increased for display 
purposes. We are also able to keep a 
complete index of our stock with the 
new arrangement of wall record library 
shelves. The new record racks are 
better designed, and therefore, increase 
the salability of the merchandise since 
people like to browse around for rec- 
ords just like they look for a book ina 
library”, says Carl Esler of Peerless 
Radio Shop, in which complete model 
rooms also afford smart looking and 
complete means of displaying electric 
kitchen appliances and radios. 


Inventory Contro! System 


Closely related to the Bickford 
Brothers modernization program are 
its recent inventory control system and 
salesmen refresher courses to aid the 
dealer and his personnel in keeping 
their methods as up-to-date as their 
stores and merchandise. 

The inventory control system which 
is under the direct supervision of Miss 
Mildred Rosenfeld, coordinator of 
Bickford’s dealer aid department, is 
designed to streamline the merchandise 
stock and ordering methods of retail 
outlets. With the help of the distribu- 
tor’s sales department staff, Miss 
Rosenfeld spends at least a week 
working directly with the dealer’s sales 
personnel, to show them how to keep 
an inventory control card-file. Through 
each salesman’s daily recordings from 
his sales cheeks, which are tabulated 
periodically, the dealer is able to order 
according to his needs without endang- 
ering himself with understocked 
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shelves or an overload of slow-moving 
merchandise. 

Under the Bickford inventory con- 
trol system, a card is kept on file for 
each album in stock. When an order js 
placed for a specific album the date 
and the amount of the order is extended 
on each card. When the shipment 
requested arrives it is also entered 
on the same card. Concurrently, the 
sales personnel jot down the number of 
each record album they sell so at the 
end of the day the tally of the sheets 
may be also recorded on the inventory 
cards. 

“Ordering merchandise is no longer 
a guess of how many do we have, it is 
a glance at a card and the information 
is there, correct as well as convenient. 
Furthermore, the card will tell you just 
how fast the stock is moving by re- 
cording the exact dates and number of 
the items sold. In this way, it is easy 
to keep close contact with the stock, 
permitting reorders before merchan- 
dise gets too low or is entirely depleted 
which helps to avoid lost sales and dis- 
satisfied customers”, Mildred Rosen- 
feld says in summing up the value oi 
the program. 


Other Dealer Aids 


A continuous spot check is also made 
throughout the period of a year by a 
Bickford staff member to help clarify 
any misstep which may crop up in the 
individual dealer’s inventory control 
card system. When a department's 
volume is found to be noticeably falling 
down in sales, the staff member imme- 
diately discusses the causes with the 
dealer. Surveys are often made by 
spending several days back of the 
counter with the sales help to check 
their methods. Instructions are given 
to them for suggestive selling through 
full knowledge of stock and accessory 
sales. 

Much contact work is done between 

(Continued on page 88) 
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“SAY, WHEN'S IT MY TURN TO DEMONSTRATE THAT GADGET?" 
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dis- Just as you “cannot judge a book by its cover” 
of Eis « neither can you predict the kind of service an 
era mont electric water heater will give by its outer shell 
ad —it is what is underneath that counts. If you 
jade 
ya 9 compare the inner construction of a Clark « ith 
rity 
the 3 that of other water heaters, you will find many 
trol 
nt’s little differences: insulation, tank thickness, de- 
ling 
ng signs But the big difference, the feature that 
= guarantees long, faithful service is the famous é 
ne Clark “Lifesaver” Element. If you are planning 
ec 
ven on merchandising electric water heaters you will 
ugh 
ory find it well worth your while to get the facts 
= about this time-tested feature found exclusively 
ip the Clark, Our brochure “In a Nut Shell” is 
— yours for the asking—may we send it to you? 
* 
A CLARK FRANCHISE FOR YOUR TERRITORY May sritt 
BE OPEN. WRITE FOR DETAILS 
PE ELECTRIC WATER HEATERS 
ARK WATER HEATER DIVISION, 5201 W. 65th ST., CHICAGO 38 
NG 


ELECTRICAL MERCHANDISING—MARCH 1, 1946 PAGE 85 


7 3 | 
| 
| 
| 
| 
| 
| + 
| 
| 
| 
! 
| 
| 
| 
| 
| 
| 
| 
| 


PEOPLE WHO READ COLLIER’S 


In fiction and feature articles, in complete editorial make-up, Collier’s appeals most to families in the age of 
/ acquirement...young enough to want the new and better things, old enough to afford them. Cash reserves of 
America’s families are at an all-time high, with a large percentage ear-marked to make wishful dreams come 
true. It may be new clothing or a new car, new household appliances or furnishings, better foods and health 
supplies, or any of a long list of miscellaneous items. The families who want these things are your partners 
in progress ... the brightest, richest, 
most forward-looking market in the world. 
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A sale is being made because Collier’s, the connecting link, brought advertiser and customer together. 
Graphs, charts or impressive statistics of an exhaustive market study would, in the final analysis, prove no 
more than this—that there has been a meeting of minds through an effective medium! Two people who 
were thinking ahead—a reader and an advertiser—discovered a common interest over a page in Collier’s, 
the magazine that thinks ahead with them. All are partners in progress with an eye to the future of 
better things for more people. “Keeping up with the World’’—as Freling Foster puts it—is a Collier’s 
credo. That’s why more and more advertisers are depending on the magazine of progress for action. 
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> SEATTLE 
TACOMA 


MINNEAPOLIS © 


SAN FRANCISCO 


KANSAS CITY O 
LAS VEGAS, ST. LOUI 


O 
LOS ANGELES 


FREIGHTRSERVICES 


For ALL SHIPPERS—the Union Pacific Railroad provides... 


A Strategic Middle Route that unites the East with the Mid- 
West, Intermountain and all Pacific Coast states. 


Modern operating facilities, equipment and motive power 
include the famous “Big Boys,” super-powered locomotives 
designed to meet industry’s heaviest demands. 


Union Pacific also has long been renowned for its well- 
ballasted steel highway, specially constructed for smooth, 
safe operation of freight traffic at high speed. 


General agency offices are located in metropolitan cities, coast 
to coast, with a staff of experienced traffic men trained to 
assist you and other shippers in effectively meeting your trans- 
portation problems. 


For dependable, on-the-job freight service— 


he- far j 


mation about available 
industrial and mercan- 


tile sites in the territory 
it serves. Address Union 
Pacific Railroad, Omaha, 


Nebraska. 
moot 


UNION 
PACIFIC 


The Progressive 
UNION PACIFIC RAILROAD 
The Middle Route 


Helping Dealers 
Modernize 
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the dealer’s employees and the Bickford 
Brothers sales department. The recent 
salesmen refresher course, consisting 
of a six-week course, is built on this 
premise. By attending a two-hour 
lesson once a week, salesmen students, 
including both returned servicemen and 
older sales employees, are able to dis- 
cuss new methods required for proper 
selling of new postwar appliances as 
well as means of demonstrations with 
the experienced members of the Bick- 
ford’s sales staff. 

The overall policies of the dealer aid 
service are guided by Bernard Hart. 
He and his staff of experts in the sales 
and promotion of appliances, radio and 
record equipment, assist dealers in 
making individual merchandising 
plans. 


Market Surveys 


Market surveys and product analy- 
sis sponsored by the distributor organi- 
zation also help overcome the detri- 
ments of over-exposure of products in 
too many retail outlets within a given 
territory. By avoiding over-distribu- 
tion, each product is given a chance to 
reach its full market potential, becom- 
ing a money-maker both for the dealer 
and distributor. 

“Thorough market surveys and prod- 
uct analysis according to each product 
classification is the best way to assure 
dealers of territory in which to build 
and develop sales for the products 
which you and they both expect to be 
money makers. Without a market in 
which to grow a dealer cannot possi- 
bly do full justice to promoting and 
merchandising the products supplied 
to him”, states Charles E. Corcoran, 
general sales manager. 

A thorough dealer training program 
has provided many sales building mer- 
chandising ideas, which had _ their 
origin in the distributor’s sales de- 
partment. Close cooperation between 
dealers and the organization have 
aided in the determination of sales 
goals for the individual retail outlets. 

Training is given to dealers sales 
personnel for making effective demon- 
strations of appliances and instructions 
for care of equipment to their cus- 
tomers based upon the findings made 
by Mrs. Freda S. Morse, Home Service 
Adviser, and her staff. 

“We at Bickford’s believe that a 
quality dealership deserves high coop- 
eration and service in planning product 
promotional events and sales pro- 
grams”, says Irving Nadritch, manager 
of the electrical appliance division. 


Lines Handled 


Bickfords acts as distributor for 
RCA records, instruments and radio 
parts, Duo-Therm heaters, Magic Chef 
ranges, Apex washers, ironers an 
vacuum cleaners, Coolerator refrigera- 
tor and freezer units, Pak-a-way freez- 
ers, Carrier air conditioning units, 
McAllister cleaners, Ironite ironers, 
Modern Steel Kitchen cabinets, Sun 
Kraft health lamps, and Vaculator 
coffee makers. 
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area!—right into your area! 


in winning even more profits from Norge appliances. 


A BORG-WARNER INDUSTRY 


Norge is the trade-mark of Norge Division, Borg- -Warner Corporation, 
Detroit 26, Mich. In Canada: Addison Industries, Ltd., Toronto, Ontario 
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The finest line of household appliances in Norge history 
is reflected in the new 1946 Norge advertising campaign. 


All the national magazines shown here will picture and 
describe the important supremacies of Norge appliances 
. .. they will carry these convincing sales messages right 
into the homes of the prospects in every Norge dealer’s 


These exciting ads, circulating in your area, mean two 
advantages for the Norge dealer: 1) time-saving help in 
selling more Norge appliances; 2) record-breaking aid 
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SALES ACTION 
features: 
@ Unobstructed, wall- 


to-wall accessibility 
on every shelf from 
top to bottom. 

@ Freez’r Locker for 
perfee t preserva- 
tion of frozen foods 
—more ice cubes. 

@ Moist Chiller keeps 
healthful vitamins 
longer with high 
humidity—low 
temperatures. 

@ Different humidi- 
ties — temperatures 
on each shelf for 
tempting salads— 
frozen desserts— 

dew-touched vege- 
table freshness. 


The Freez’r Shelf gives dealers 


ee ee 
more “show’’—more “‘sell’’ fea- 


tures—paves the way to faster 


sales 


better profits! Gibson is the 


short” line—with 


9 ee 


independents 


accent on action—sales action! 


Kookall Electric Range. Com- 
pletely automatic—set it, forget it 
—turns itself on and off... Larger 
oven—higher broiler—lower oper- 
4 ating cost—uses stored up heat. 
The only range which will feature 
UPS-A-DAISY—Today’s secret, 
tomorrow's sensation! 


Home Freezer. UP-RIGHT! No 
more diving, delving, or digging. 

5 clear-across, wall-to-wall shelves co 
keep foods in easy reach—glass 
doors assure clear view—instant 
selectivity. Direct contact freezes 
faster and preserves longer. 


GIBSON REFRIGERATOR COMPANY 


GREENVILLE, MICHIGAN 
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Patterson Appliances, at Sherman Oaks, Calif., is the headquarters for an ae 
campaign—and a successful one—to service vacuum cleaners at a profit. 


We Make Vacuum 
Cleaner Service Pay 


ACUUM cleaner repair service 

has always been a specialty in our 
store, not only because we have sold a 
huge volume of new cleaners for twelve 
years, but because it has been our most 
important means of obtaining new 
major appliance prospects. 

By close cooperation with public 
utilities and vacuum cleaner sales 
drives we have been able to build up 
a cleaner repair volume averaging 8b 
jobs a month in peacetime. During 
the war this jumped to more than 150 
a month. We anticipate around 100 a 
month for the next two years, and ex- 
pect to show a profit of from $2 to $3 
on each $6 repair job, which has been 
our average bill since 1934. 

Making this phase of appliance serv- 
ice pay, instead of being a “price foot- 
ball” such as is often the case, has pro- 
duced a definite set of rules by which 
Patterson Appliances operates this re- 
pair work. First, we believe that the 
store should make dramatized display 
inform neighborhood housewives that 
it can handle cleaner repairs swifty, 
and has parts for all makes. We do 
this by means of a large display board 
which is always in our display window, 
individually lighted, and duplicated on 
the salesfloor inside. This is a wooden 
panel 4 x 3 feet, with six rows of parts 
displayed on brass pegs or hooks. We 
show motor belts, plastic and metal 
brushes, rings, replacement bushings 
and bearings, chromium accessories 
and bags on this, all under the heading, 
“Parts to Make Your Old Vacuum 
Like New”. Seeing this constantly in 
the window and repeated inside the 
store usually “sticks” with passersby. 
In addition we list parts we carry in 
all newspaper advertising in our local 
paper. 

Advise “Patch-up" Job 

When customers bring their clean- 
ers in, we have an undeviating policy 
against complete rebuilding, which at 


the rate of $12 to $15 would cost more 
than the cleaner is usually worth. In- 
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by Thomas L. Patterson 
Patterson Appliances, 
Sherman Oaks, Calif. 


stead we advise the customer to “get 
by” on a patch-up job until she is ready 
to buy a new one. We figure that 95% 
of such customers will buy a new 
cleaner soon, and that we will just de- 
lay the sale and cause irritation by 
complete rebuilding — because the 
housewife will want a large allowance 
for her old cleaner which we cannot 
give. OPA restrictions and other con- 
siderations make it necessary for us 
to allow only $1 or $2 for old sweepers, 
which we dispose of to junk dealers 
without exception. Thus, it is actually 
both to our and the customer’s advant- 
age not to completely rebuild the old 
machine—since she is bound to want 
a new lightweight model or more effic- 
ient type anyhow. 
During the depression we helped out 
(Continued on page 92) 


Two identical boards of vacuum cleaner 
service parts, one in the window and one on 
display inside, attract attention sooner oF 
later. 
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MODEL E-514—first of the New Temple 
Radios — forerunner of the finest 
radios ever to bear the Temple name. 


TEMPLETONE RADIO MFG. CORP., New London, Conn. 


Executive Offices — 220 East 42nd St., New York, N. Y. 
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FOR RANGE AND HEATER “HOT 


The shiny ribbon of metal you see in the 
picture represents a new development that 
you'll want to know about. Now, aluminum 
has been successfully bonded to sheet steel 
— giving range and heater manufacturers a 
special steel with excellent heat-resisting, 


rust-resisting, and heat-reflecting qualities. 


Called Armco Aluminized Steel, this 
new coated sheet has already been proved 
in a number of important war uses. 


Today, manufacturers are using ARMCO 
Aluminized Steel in oven liners, burner 
reflectors for electric ranges, combustion 
chambers for room heaters, and other prod- 


The American Rolling Mill Company 


Special-Purpose Sheet Steels 


NATIONALLY ADVERTISED FOR OVER THIRTY-TWO YEARS 
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NE W_an ALUMINUM-COATED STEEL 


ucts exposed to heat and corrosion. Alumi- 
nized is a relatively low-priced sheet steel, 
too, which helps manufacturers to make a 
satisfactory product to sell at moderate cost. 


Already you may be getting ranges and 
heaters with Armco Aluminized parts. If 
so you can point out to your customers the 
smooth attractive surface of this special- 
purpose steel and, most important, its 
ability to withstand heat and corrosion. Take 
advantage of the sales power of the familiar 
Armco triangle trademark in your selling. 
It’s a trusted name in steel. The American 
Rolling Mill Company, 1181 Curtis Street, 
Middletown, Ohio. 
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We Make Vacuum 
Cleaner Service Pay 


CONTINUED FROM PAGE 90 som 


the rough spots with complete rebuild. 
ing, at $12 to $15, of old cleaners, 
which we sold strictly on a trade-in 
basis, allowing $2 for the trade-in, 
which went through the same process, 
An important bit of sales psychology, 
we found, was after rebuilding, with a 
new bag, cord, paint, buffer and elec. 
trical parts, it was best to deliberately 
rough up the job slightly, to take away 
the new appearance. Then we could 
sell the cleaner as “lightly used” and 
get far less resistance than if it looked 
brand new. 


Rebuilding Delays Sales 


Something of the same idea applies 
to post-war service merchandising, 
Complete rebuilding with a shining 
chromium exterior, buffed aluminum 
parts, new bags, etc., merely delays 
progress in vacuum cleaner sales, 
Therefore we simply put the average 
cleaner into first class shape with pos- 
sibly a new bag or cord after rewinding 
armatures, installing new brushes and 
belts, for around $6 and leave it at 
that. Our charges are based on $2 per 
hour plus parts, and we itemize every- 
thing on the invoice which goes to the 
customer. 

At the same time we show our new 
vacuum cleaner line, which includes 
lightweights, accessorized models, etc., 
which most women yearn to own. 
Naturally we likewise demonstrate our 
major appliance stock carefully—since 
these customers are our most valuable 
prospects. With only $6 or so invested 
in her old sweeper, the usual housewife 
can be depended upon to buy a new 
model in a few months. Moreover, 
she is likely to return to us, since our 
service work on the old sweeper is 
good, and a loyalty-building factor. 

We always quote a price when the 
sweeper is brought in, and stick to it 
afterwards, even if it needs more parts 
than we originally anticipated. By the 
same token our bills are often lower 
than estimated. We maintain a $300 
inventory of parts and can make those 
we can’t obtain otherwise in the shop. 
In this way vacuum sweeper repair 
service has been kept continuously 
profitable for us. 


“DARLING WHY DON'T YOU GO OVER 10 
: SMITH'S FOR A POKER GAME WHILE THIS 
ie SALESMAN SHOWS ME HIS LINE.” 


1946—ELECTRICAL MERCHANDISING 


ELE 


7 | 
| 
| | 
| 
Ma 
| \ j | the 
| 
(—) i A mo 
- 
= 


luable 
vested 
sewife 
1 new 
eover, 
ce our 


ER TO 
LE THIS 


SING 


Ge, 


Thanks, Maytag dealers! 


...and here’s why your loyalty has been worth while 


the years your faith in 
Maytag has been more than gratifying. During 
the period when you had no Maytags to sell, 
you had the faith to hold on... faith in the 
Maytag name, its reputation and its future. 

That's why it’s such a pleasure now for me 
to show you that you were right ...to point out 
ways in which your Maytag franchise is even 
more valuable today than ever before. 


FIRST, the new improved products. The new 


° 
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WOMEN HAVE 
HEARy 


Maytag Master is a beauty, definitely the finest 
washer we've ever built. I wish you could watch 
them roll off the production line! Not only the 
Master, but also the new Commander and the new 
Chieftain are coming along now in ever-increas- 
ing volume. We expect to exceed all previous 
production figures soon. Yes, you'll soon have 
plenty of Maytags, and you'll be proud of them 
...and you'll be interested in other important new 


appliances being added to the Maytag line. 


1, 1946 


THEN, there’s the Maytag field service organiza- 


ET On A NEw 


tion. You see, we too did some “holding on”; 
for that organization is so vital to you and to us 
that, in spite of everything, we kept it intact. 
And now we're doubling it! There probably isn’t 
another organization like it in the entire field— 
trained as these men are to give you a lift in so 
many ways—in ordering, arranging your displays, 
helping you with your service problems, training 
your salesmen, and the like. 

And we held onto something else, too—as you 
know. Our repair parts service. It was important 
and profitable to you during the war years; and 
you'll still find it mighty important ...the way 
it keeps customers happy . . . produces sales leads 
... helps your bank balance. 


NATURALLY, we're going to continue to back 
you up with advertising—we never let up on that, 
either. In national magazines, farm publications, 
newspapers, the amount of Maytag advertising 
will increase, keeping pace with our washer pro- 
duction. Your prospective customers are going to 
hear plenty about the new Maytags, you can 
count on that! 

By your loyalty, you seven thousand Maytag 
dealers have proved that you consider your 
Maytag franchise the most valuable in the in- 
dustry. I am happy indeed to report that your 
faith has been justified... and to pledge that 
it always will be. 


ag 


President, The Maytag Company 


If you're not now a Maytag dealer, it is possible that a 
franchise is available in your locality. Write The Maytag 


Company, Newton, lowa. 
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Capacity ... 


Weight .... 
Dimensions . 


Construction 
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SPECI F 


6 cubic feet net. 300 pounds of meat or 240 pounds as- 
sorted meat, vegetables, and fruit, or 180 pounds of fruit 
and vegetables. 


385 pounds—418 pounds crated (approximately). 


. 29” wide, 471” long, 32” high. 
. Frame: All-welded one-piece rigid steel. 


Lid: Self-sealing with double gasket. Requires no lock. 
Piano type floating hinge and easy to clean throat and 
undersurface of one-piece stainless steel. Counter-balanced 
for ease in opening —keeps lid in position when up. 
Fittings: Lustrous stainless steel hinges and moldings. 
Insulation: Semi-rigid type spun glass—412” on all sides. 


Temperature . 


Design 


1cATION S 


Zero degrees Fahrenheit in any climate. 


Fan-cooled, hermetically sealed compressor powered by 
1/6 horsepower motor. 


Gleaming white high-baked synthetic enamel on sides. 
Table top of durable acid-resisting porcelain enamel. 


. Smooth, eye appealing. Rounded corners. No handles or 


projections. 


Special Features . Exclusive built-in quick food-defroster pan. 


MARCH I, 


Flat porcelain enamel top to serve as kitchen table. 
Attachable dinette leaf serves as food preparation or eating 
table. Folds against cabinet when not in use. (Accessory) 
Cabinet construction provides underneath toe room. 
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Here is your opportunity for the right start in the new, 
fast developing home freezer business. Not “just another 
home freezer,” but a real quality product—a complete 
kitchen unit—with many exclusive features. 

The famous reputation of The Maytag Company stands 
behind this newest addition to the line. The public’s well- 
founded confidence in the Maytag name assures accept- 
ance— Maytag dependability assures satisfaction. 

Priced for an exceptionally liberal discount, which makes 
this a very profitable proposition for dealers. 

For further details, and information about dealerships 
available, write to The Maytag Company, Newton, Iowa. 


Counter-balanced lid 


Easy to open. Stays 
up without holding. 
Recessed bottom 
for toe room. 
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Handy fold-down leaf 
For breakfast table, food 


Preparation and many 
other uses. May be 
attached on either 
side or in front. 
(Accessory) 


Quick food-defroster 


Separate compartment 
uses condenser’s heat 
to thaw foods 

that require it. 
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NOTE: 


Established dealers know the value 
of Air Express and long have used 
this modern, customer - building 
shipping service. The new dealer 
can get extra values from Air Ex- 
press because its publicity appeal 
earns good will and favorable at- 
tention from potential customers 
—stamps you as a wide-awake, 
progressive retailer. 


When Time Means Money 


AIR EXPRESS EARNS 
ITS WEIGHT GOLD 


22% slash in rates since 1943 
makés this fastest delivery service 
‘e@ better business buy than ever 


Do you need something fast — me 
your business going and men 
to serve a customer or to ay “ethene 
you need “delivery spee 


ress. Let its spee : 
a of hours from coast-to-coast ). An 
means money — 


the time you save 


money that makes this fast- - 


est delivery service “earn 
A 


its weight in gold!” 
Lag ~ 


HERE'S HOW LITTLE IT COSTS (U. 


$. A.) 


2 ths. | 5 ths. | 25 tbs.| 40 Ibs 
149 | $1.00| $1.00] $1.00] $1.23 
349 | 1.02| 118| 230] 368 
sao | 1.07| 142| 384| 614 
| 1.98] 768] 1228 
2349 | 145| 353| 1765| 2824 


Specify Air Express — Better Business Buy Than Ever 


Shipments go everywhere at the speed of flight between principal U. S. 
towns and cities, with cost including special pick-up and delivery. Same- 
day delivery between many airport towns and cities. Fastest air-rail 
service to and from 23,000 off-airline points in the U. S. Service direct by 
air to and from scores of foreign countries in the world’s best planes — 
manned by the world’s best crews — giving the world’s best service. 


Write Today for new Time and Rate Schedule 
on Air Express. It contains illuminating facts 
to help you solve many a shipping problem. 
Air Express Division, Railway Express Agency, 
230 Park Avenue, New York 17. Or ask for 
it at any Airline or Railway Express office. 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 
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Ever stop to think how closely electricity 
is associated with you and your family? 

Or did you ever consider that electricity 
is really a family affair? 

That's right. Electricity is working for 
you and your family — 24 hours a day — 
right inside your home. 

Electricity is working now in your 
kitchen — cooking your fam- 
ily meals, keeping your food 
fresh inside your refrigerator, 
percolating your coffee and 
toasting your bread. Electric 
power is ready for you behind 


= 
e 


“It's eusy to keep your kitchen real bright 
With modern appliances and lots of light.” 


Serving the Public for Over 58 Years 


New Jersey Power & Licut Company 


-_ : 
y 
— 
la 


each switch—it’s waiting to do any work 
you may desire. 

And besides, the men and women who 
work for your Power and Light Company 
—those who see to it that you have depend- 
able electricity at your beck and call — 
they are all part of one big family, too. 

Electricity can do even more for your 
family in the days ahead. New electric 
appliances are on the way 
through your local dealers. 
They promise greatc; com- 
forts than ever for you a. home 
—happicr days and nights for 
every member of your family. 


ONE are the days of high-hatting 

the public which was once too 
prevalent in the utility business. Scores 
of companies in the industry have dis- 
covered the value of advertising in a 
homely fashion to Mr. and Mrs. John 
Doe. The New Jersey Power & Light 
Co. is using a new twist of its own— 
stressing the “one big family” idea, 
with the utility comparable to your 
neighbor, the family next door. 

Four features are prominent in the 

campaign : 
A residential market, rather than an 
industrial or commercial one, guaran- 
tees that the audience for the ads will 
consist of families. The tie-up lies in 
the fact that the family at home is 
served by electricity produced by mem- 
bers of the large company family, so 
the headline to be used followed natur- 
ally: “Electricity Is a Family Affair.” 
The illustrations and copy maintain 
the institutional flavor, but add sales 
promotional material by showing what 
electrical appliances can do to promote 
comfort and reduce work for each 
member of the family. “Electricity is 
working now in your kitchen,” the copy 
States, “cooking your family meals, 
keeping your food fresh in your re- 
frigerator, percolating your coffee and 
toasting your bread.” 
The third feature of the campaign is 


the promotion of the general value of 


A typical New Jersey P. & L. “Electrical Family" ad. 


Homely Ads Stress 
Utility's Friendliness 


New Jersey Power & Light 
Uses New Approach 


electricity in the residential market 
By showing the familiar electric sym- 
bol, “Reddy Kilowatt”, at work inside 
the home with members of the family, 
the versatility of power as a servant is 
underlined. 

The final point, and one which the 
program underlines, brings in company 
employees as well as the public. Be- 
cause every employee likes to feel that 
he plays a vital role in the production 
of the company’s power, the copy re- 
fers in every ad to the fact that the 
family of company workers is respon- 
sible for electricity and all the com- 
forts which it provides. 

The family slant goes even beyond 
these features. New Jersey Power & 
Light Co.’s plans call for several ads 
of a strictly institutional nature; one 
caption, for instance, will be: “The Red 
Cross Is a Family Affair, Too.” An- 
other, an ad with a Christmas motif, 
showed the entire family of company 
employees wishing holiday greetings to 
all the families in the territory. The 
utility isn’t passing up any bets. The 
family idea will be explored and ¢x- 
ploited as far as New Jersey Power & 
Light can carry it through. 
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@ Much credit for Blackstone’s undisputed reputation for 
long, trouble-free service goes to its expertly-designed, pre- 
cision-built driving mechanism. All gears are machine cut— 
all vital steel parts are hardened and ground to assure silent 
operation. Helical drive and pinion gears banish chatter and 
back-lash and guarantee long life. A heavy gray iron case, 
sealed with a one-piece, pressed steel pan encloses the rug- 
ged mechanism in a bath of oil. Contin- 


Jamestown 6, N.Y. 
A Division of J n Metal Equip t Co., Inc. 


Blackstone’s high standards. 


BLACKSTONE CORPORATION 


CABINET IRONERS * AUTOMATIC WASHERS + AUTOMATIC DRYERS « AND THE BLACKSTONE 
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You do more lamp business and make more money when you sell Champion Fluorescent 
and Incandescent Lamps. 


Your wholesaler offers them to you strictly on that basis. It’s easy to see why, once you 
know the facts. 


Champion is an AAAI organization concentrating on quality lamps and nothing else 
but . . . Champion Lamps get to you at lowest possible cost — a straight wholesaler-to- 
retailer set-up; no red tape, no restrictions, no contracts, no hindrances to volume or 
profit of any sort. 


Champion packaging and point-of-purchase display material attracts the business and 
Champion lamp performance brings in the steady repeat volume. 


Why not put in a trial order and see for yourself. 


ASK YOUR WHOLESALER FOR CHAMPION LAMPS 


CHAMPION LAMP 
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What and When 
Will They Buy? 


CONTINUED FROM PAGE 


figure of 99.6% further it was found 
that 94.7 own radios other than radio- 
phenographs; 22.1 own radio-phono- 
graphs; 37.9% own 2 radios; 14.7% 
own. three radios; 6% own 4 radios 
and 2.7% own 5 or more radios— 
51.7% of these are table models; 337 
are floor (console) models; and 14.6% 
are portables; 52.7% of the portables 
are battery operated; 10.6% of the 
radios owned are not in operating 
condition, 


Radio Age 


Of the 72.8% that are more than 5 
years old—18.8% are more than 10 
years old; 24.4 more than 9-years old; 
31.9% more than 8 years old; 43.1% 
more than 7 years old; 55.4% more 
than 6 years old. 

The figures revealed that 88.4% 
have a radio or combination in their 
living room; 34.5% have one in one 
or more bedrooms; 20.6% have a 
radio in their kitchen; 8.6% have one 
in a child’s room; 7.2% in their din- 
ing room; and 5.3% in a den or game 
room. 

If post-war radios were available 
now, 52.3% said they would buy within 
a year—broken down as _ follows: 
18.3% intend to buy immediately; 
14% within 6 months; and 20% from 
6 months to a year. 


Features Wanted 


Quality of reception was listed as 
most important by 92.2%; style and 
finish of cabinet was listed as important 
by only 2%. 


Record Data 


39.2% own a phonograph, broken 
down as follows: 22.1% own a radio- 
phonograph; 8.2% an electric phono- 
graph and 13.3% a hand-wound phono- 
graph. 47.1% buy records—35.6% for 
their home, and 24.2 as gifts. The 
last time they purchased records 53.1% 
bought single records only; 14.6% 
albums only and 29.1% bought single 
and albums. Of those who buy phono- 
graph records, 62.2% bought classical 
records and 72% bought popular rec- 
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Recorder-Phono-Radio- 


Riding the crest of positive sales, sailing high into 
lasting profits is RECORDIO, that peerless Re- 
corder-Radio-Phonograph made by Wilcox-Gay, 


manufacturers of the first successful home recorder. 
RECORDIO’s success is in its recorder... its 

ability to ca i 
ty Pture and preserve forever events time 


steals ruthlessly away. Radio or microphone 
RECORDIO records from either. 


ted as 
le and 
yortant 


A Better Recorder 
A Better Radio 
A Better Phonograph 


broken 
radio- 
phono- 
phono- 
6% for 
s. The 
; 53.1% 
14.6% 
t single 
phono- 
classical 
lar rec- 


WILCOX-GAY CORPORATION 
Charlotte, Michigan 


AOE MARE REGISTERED 


“RECORDING INSTRUMENTS FOR HOME, 
“COMMERCIAL AND PROFESSIONAL USE 


Gentlemen: Tell me more about the coming 


RECORDIO opportunity that is still open in my 
territory. 


‘WILC OX. 


CHARLOTTE « MICHIGAN 


EM-3.46 
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We Appreciate 
Your Patience, 


T=-K Dealers! 


Oa during the turbulent war 
years, we did our level best to 
keep on shipping as many T-K 
replacement electric range units 


as we possibly could—and suc- 


ceeded better than many others! 


Now, despite our best efforts—and certainly despite our 
eagerness to meet the heavy demands for T-K laboratory- 
tested units—we are able to ship only a modest percentage 
of orders flagged “Immediate Shipment.” We want you to 
know we will continue to ship units as fast as we can build 
them, consistent with our rigid quality standards. 


We appreciate your patience, and look forward to the day 
when we can ship all orders promptly on schedule. Mean- 
while, we hope you will order only such quantities as you 


absolutely need for current requirements. 


If you do not already have a T-K Dealership, it will be to 
your distinct advantage to get in touch with your nearest 
T-k distributor now—today. Write us direct, if you don’t 
know your distributor’s name. 


TUTTLE & KIFT, INC. 


1825 NORTH MONITOR AVENUE ¢ CHICAGO 39, ILLINOIS 


MANUFACTURERS: DOMESTIC AND INDUSTRIAL 
HEATING UNITS © SWITCHES © CONTROLS 
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field and Elizabeth Beveridge. 


CHAIRMAN FISHER AND COMMITTEE — Committee and Speakers responsi- 
ble for making the second meeting a success are left to right: Edith Ramsay, Grace 
Deibig, Helen Kendall, Eleanor Cook, Katharine Fisher, Elaine Knowles, Ruby Little- 


Electrical Women Iron Out 
Home Laundry Problems 


New York Round Table Group hold 


second 
| EMBERS and their 85 home 
economists registrants for the 


| Refresher Course in Electrical Living, 
sponsored by the Electrical Women’s 
| Round Table of New York, were 
brought up-to-date on washing ma- 
chines, water heaters, ironers, flat irons, 
| soaps, detergents and other related 
equipment necessary to do a laundry the 
|modern way at home at the second 
| meeting of the series entitled “Elec- 
| tricity and Home Laundering.” 

The meeting was held February 5th 
in the auditorium of the Herald Tri- 
| bune Institute, under the chairmanship 
of Katharine Fisher, director, Good 
| Housekeeping Institute, assisted by co- 
| chairman Eleanor Cook, McCalls Mag- 
|azine. Speakers were Grace Deibig, 
Eastern District home economist, 
| Westinghouse; Dr. Elaine Knowles of 
Columbia University; Ruby Little- 
field, G-E Consumers Institute; and 
Mrs. Helen Kendall, Good Housekeep- 
ing Institute. 


Washers 


Grace Deibig described the types of 
washers and water heaters on the mar- 
ket, pointing out that there are three 
basic types of washers—the conven- 
tional or non-automatic washer with 
|wringer or spinner extractor; the 
semi-automatic and the completely au- 
| tomatic. She also emphasized the im- 
portance of hot water in the use of 
automatic washers. 


Irons, lroners & Dryers 


In her talk on ironing machines, 
Ruby Littlefield said, “There is just 
one way to tell the ironing machine 
story, and that is to show it in action.” 
She described and demonstrated the 
two main types of ironers—rotary and 
presstype ; and she also listed the many 
advantages to be derived from the use 
of the two basic types of dryers on the 
market. 

That the iron is only a part of the 
ironing eqhipment was brought out by 
Dr. Elaine Knowles, Teachers College, 
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“Basic Training” Session 


Columbia University. “Real efficiency 
depends,” she said, “upon other fac- 
tors such as the ironing board, the 
dampness of the clothes and the ironing 
habits of the worker. Good pad- 
ding on the board is essential. The 
height of the board is important, too. 
The standard 31 inch board is too low 
for the majority of women to stand in 
a comfortable upright posture and iron 
for long periods of time with ease. 
Tests in a Columbia ironing study 
showed that not only was the pressure 
exerted on the board greater when the 
board is too low, but that the metab- 
olic rate, heart action, respiration and 
blood pressure were all higher than 
when working at a board which was 
of a suitable height—34 inches at the 
shortest. These tests also showed that 
the time and energy used when ironing 
depended greatly on the dampness of 
the clothes. A means for a standard 
and uniform dampness needs to be 
worked out by each individual. 

“As far as the relative efficiency of 
the iron is concerned, the general pub- 
lic is not acquainted with the fact that 
basic standards for irons are set by the 
American Standards Association, Un- 
derwriters Laboratories such 
groups where representatives from va- 
rious manufacturing companies serve 
on committees to establish these stand- 
ards. These adopted standards include 
the rating for standard voltage, allow- 
able variations of voltage input, toler- 
ance of weight; performance standards 
for dielectric test, current leakage, 
maximum and minimum operating tem- 
peratures, temperature regulation effi- 
ciency, thermostatic control, life tests, 
mechanical tests for impact, dropping 
and other abuses; standards for con- 
venience, rigidity of the handle, and 
balance; besides many others.” 

In selecting an iron to fit individual 
needs, consideration must be given to 
the kind and amount of work an iron 
will be expected to do. A person should 
have in mind not only the kind of 
fabrics to be ironed regularly, but the 
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WENT THE ICE TRAY 


but the pre-tested* DULUX 
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I that PROSPECTS FOR REFRIGERATORS, washing machines and kitchen 


pe cabinets like to know in advance that the product they select will 
reer take hard knocks without chipping or marring. That’s why 


10 be it’s good sales strategy to call attention to the sparkling 
DULUX finish that dresses the exteriors of so many of the 


! 


A tough, mar-resistant finish sells 


yy appliances you sell. 

dew In the Du Pont Finishes Laboratory, DULUX has passed 

“Un- tests far more rigid than the everyday wear and tear met in 

such a typical home. As a result, DULUX-finished appliances have 

omnes been conspicuous for their ‘long-lived beauty, resistance to In a test for flexibility and adherence, this panel coated 
tand- grease and abrasion, and color permanency. Make it a point 
to high-light the DULUX finish in your next sales presentation. 
to yourse if that DULUX favor to buy-wor d on the ete consumer satisfaction over years of 
dards retail sales floor. E. I. du Pont de Nemours & Co. (Inc.), 

Finishes Division, Wilmington 98, Delaware. Point 10 the DULUX seal 

efi —it will work for you. 
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Michael and Robert Celebrate Z0th Gnneversary 
as Cmfployees of Detrot Ecvmpany 


N October 13, 1945, Michael 

and Robert Bolda celebrated 
their 50th anniversary in the 
service of Detroit Lubricator 
Company, rounding out 100 years 
of service between them, having 
started with Detroit Lubricator 


ing and casting conditions, as well 
as metal mix, has always been 
of first importance to Detroit 
Lubricator Company. Beginning 
with their early products, pres- 
sure and other type lubricators, 
and continuing through automo- 


Company in the Fall of 1895, MicHaet Botpa Rosert Bowpa bile carburetors to the present 


Mike is superintendent of the foundry, and 
Bob is foreman of the core room. Their work 
has been with the foundry for the entire time, 
and they have seen non-ferrous foundry meth- 
ods develop from the rule of thumb control 
and hand labor of 1895, to the modern mechan- 
ized opergtion and exact scientific control of 
modern instruments as used today. 


Mike’s first job was mixing core sand. He had 
to “riddle” (sift) it by hand, and mix in the oil 
and other ingredients by hand shoveling. Then 
he had to carry it by hand, in boxes, to the core 
making benches. In 1902 he was given charge 
of the core room, and in 1910 was made as- 
sistant foundry superintendent. In 1916 he 
became foundry superintendent and began his 
work of exact control which has made Detroit 
Lubricator castings noted for high quality. He 
did it by making exact records of the best con- 
ditions for casting each type of piece—by con- 
stant experiment to improve castings. 


In the early days such instruments as pyrom- 
eters were unknown. Metal temperature had 
to be judged by color and by “vibration” when 
a rod was immersed in the ladle of molten 
metal. Very hot metal will vibrate the rod, cool 
metal will not. A skilled man can check his 
eye judgment in this way. “Modern pyrom- 
eters are much better, however,” Mike says, 
“because eye judgment at its best can only 
come within 10 degrees or so of the correct 
temperature, and then only under the most 
favorable conditions,” 


Careful control of metal temperatures, mold- 


line of refrigeration and heating 
valves, their products have always required 
castings of perfect soundness, impervious un- 
der pressure test. When Mike took charge of 
the foundry, scrap losses were high and too 
many castings had to be remelted because they 
were not suitable for use. His control methods 
have since cut losses to a fraction of what they 
were. 


While Mike was pursuing losses in the foundry 
proper, Bob was doing similar service in mak- 
ing cores. Cores are baked sand shapes placed 
in the mold to make hollow places in castings. 
They are made of various kinds of sand plus 
some binder such as linseed oil or stale beer 
(in early days); or these days, scientifically 
mixed core oil. Making them looks as simple 
as whipping up mud pies, but foundrymen will 
tell you they are tricky. They can skyrocket 
scrap losses if they fail to behave properly 
when the hot metal flows around them in the 
mold. 


Mike and Bob have found Detroit Lubricator 
Company a good place to work. So have their 
sons. Mike has three sons and one daughter 
living. One son works at Detroit Lubricator 
Company and the other two are in the armed 
services. Two of Bob’s sons work at Detroit 
Lubricator Company and two are in the army. 
Bob also has a daughter, 


The Boldas are, in many ways, typical of 
Detroit Lubricator Company people. They stay 
with the company, contributing their skill and 
experience toward making the products better 
as the years go by, 


DETROIT LUBRICATOR COMPANY “Berni od + tng 


Safety Controls + Safety Float Valves and Oil Burner 


General Offices: $900 TRUMBULL AVENUE, DETROIT MICHIGAN 
‘per Divine of Rapraros & Standard Savitary 


— GAILWAY AND ENGINEERING SPECIALTION LIMITED, MONTREAL, TORONTO. WINNIPEG 


Accessories * “Detroit” Expansion Valves and Refrigera- 
tion Accessories + Stationary and Locomotive Lubricators 
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thickness of folded materials which the 
iron will need to dry and smooth. 


Soaps and Detergents 


Too frequently women are found 
who object to the purchase of a spe- 
cial type of soap or detergent for use 
in her new washer, according to Helen 
Kendall of Good Housekeeping Insti- 
tute. This is especially true, she said, 
when the woman has bought a rela- 
tively high-priced machine. She ex- 
pects the washer to do the complete 
laundry job unaided. 

Consequently, there is an educa- 
tional job to be done in teaching women 
that unless they have the right washing 
formula—the right recipe—they can- 
not turn out a satisfactory wash; that 
actually the washing process does not 
depend entirely upon the washer. While 
it provides the mechanical means for 
forcing soapy water through clothes 
and wrings and spins it out after wash- 
ing, there is another more important 
phase of laundry—a washing formula 
which consists of soap or detergent, a 
water softener, or a bleach. 

“Women must learn, as men have, 
that mechanical things differ, and that 
they work best when they are used as 
the manufacturer directs—even though 
it may mean buying a special soap or 
detergent for it,” Mrs. Kendall said. 

“Soap is the best known detergent. 
When we add enough soap to the water 
to make a lasting, live suds we are 
using it at its greatest efficiency, she 
said. If we use more than enough to 
do this, we waste soap, but no harm is 
done, it is not so with other detergents. 
So, whenever the water supply is rea- 
sonably soft, soap answers laundering 
problems satisfactorily, particularly 
when plenty of hot water is available. 

“In the hard water areas difficulties 
are encountered. Zeolite water soften- 
ers are the best answer here. But 
where these mechanical water softening 
devices are not available there are wa- 
ter softening compounds which can be 
used. These compounds fall into two 
main types—those which form a pre- 
cipitate or curd, and those which do 
not. The curd types are better known 
and less expensive. Washing soda, 
borax and tri-sodium phosphate are 
examples of this kind. Tri-sodium 
phosphate products are marketed under 
such tradenames as Oakite, Climalene, 
Mel’O. It is difficult to know how 
much to use, since hard water through- 
out the country differs so much in de- 
grees of hardness. A rule which may 
be of some help is to put a gallon of 
hot water in a dishpan or basin, add a 

“teaspoonful of water-softening com- 
pound, mix well, then add two table- 
spoonfuls of soap. Whip into suds and 
see how well the suds last? If suds 
hold up, you have used enough softener 
—if they die down quickly more water 
softener should be added until the right 
proportions are found. 

“Softeners of the second type—those 
which do not form a precipitate—“tie- 
up” the minerals so that soap cannot 
combine with them. When these soft- 
eners are added to the water they leave 
it crystal clear. They are higher in cost, 
but work wonders with hard water. 
They also dissolve “lime-soap” de- 
posits that have accumulated in clothes 
and on the sides of the machine and 
will help get rid of dinginess caused 
by much laundering in hard water.” 
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Mrs. C. R. Liljestrom, (Time Subscriber 9-75-ARR-178-169, for the past 9 years) owns 
this Colonial-type dwelling in San Marino, California, which has been selected 
by the editors of Architectural Forum as one of the recently constructed U. S. 
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Let these strong, 


Westinghouse popular, small appliances help 
sell your refrigerators, ranges, laundry equip- 
ment and vacuum cleaners . . . make friends 

. bring them back for repeat purchases, 
again and again. 

For instance, the nationwide popularity of 
the Westinghouse Streamline, Automatic Iron 
has long proved an advantage to every dealer. 
A leader in convenience appliance sales, the 
Iron is equally a come-on for all other 
appliances. 

Long life. Fans create a consciousness of air 
conditioning . . . spread the market for 
Mobilaire room air conditioners, or generally 
instill the idea of home comforts derived 


Tune in: Joho Charles Thomas, San, 2:30 EST..N.B.C. + 


Ted Malone, Mon. through Fri, 11:45 A.M. EST., American Broadcasting Co. Network 


from Westinghouse products. The Roaster- 
Oven demonstrates the advantages of electric 
cooking . . . payes the way for a Range 
customer. Automatic Toasters are an every 
morning reminder of the joys of living 
electrically. 

The customer's home demonstration of 
these (or of any convenience appliances) is 
constant proof of Westinghouse top perform- 
ance. It will pay you to keep these Little Tugs 
busy pulling your Big Liners safely through 
the Port of Profits. 


WESTINGHOUSE ELECTRIC CORPORATION 
ELECTRIC APPLIANCE DIVISION, MANSFIELD, OHIO 


Plants in 25 Cities . . . Offices Everywhere 
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a new low priced 
WESTINGHOUSE 


Fam 


Here’s a new Westinghouse Fan of finest 
quality and workmanship and in the bar- 
gain price bracket ... designed to give you 
additional sales and profit opportunities. 
It’s the ideal fan for the home. All features 
of other Westinghouse models... Beauty, 
Power, Silence and Long Life have been 
built into this product. It is destined to 
become a leader in its field...to sell 
your customers and keep them sold, on 
Westinghouse. 

Handsome modern styling, specially de- 
signed “Powersphere” metal blades, ad- 
justable oscillation arc—all of these fea- 
tures and many more make this fan ideal 
for volume sales. 

In addition to this new low priced model, 
Westinghouse offers for 1946 a complete 
line. You can recommend the right size 
and style of fan for any installation, 
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T e Stokol and clays 
» give dealers and salesmen Opp 
ake | 1 fair profit. | 


The result of this policy is that Stokol has 140,000 users, and the 
product has public acceptance wherever coal is used. Today this 
prestige is paying greater dividends than ever before, and it will 
continue to do so. Stokol today has the greatest stoker line in its 
history—a large variety of domestic, commercial and industrial 
models, a wide range of sizes, stokers for all types of coal. It has 
the facilities and the materials for mass production, and volume 
production has been underway for months. Stokol dealers have a 
bright future. Investigate the possibilities for you—mail the coupon 
today. Stokol Stoker Company, iInc., Indianapolis 7, Indiana. 


STOKOL STOKER CO., INC. 
1145 E. 22ND $ ST., INDIANAPOLIS 7, IND. 


Gentlemen: Send details of Stokol profit possibil- 
ities for me as a dealer. 


NAME 


ADDRESS. 
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Scheduled Meetings 


Following is a list of meetings 
scheduled for the near future: 


Tenth Merchandise Mart 

Pittsburgh Wholesale Merchants 
Divison of the Chamber of 
Commerce 

William Penn Hotel, Pitsburgh, Pa. 

March 4-6 

E. M. Marks, Secretary 


Annual Convention 

National Rural Electric Coopera- 
tive Asociation 

Statler Hotel, Buffalo, N. Y. 

March 4-6 

E. J. Stoneman, Chairman Conven- 
tion Program Committee 


Mid South Gift and Housewares 
Show 

Ellis Auditorium, Memphis, Tenn. 

April 1-4 


Commercial Section Meeting 

Edison Electric Institute 

Edgewater Beach Hotel, Chicago, 
i, 

April 2-4 

C. E. Greenwood, Commercial 

Director 


Annual Convention 

National Electrical Wholesalers 
Association 

Hotel Stevens, Chicago, Ill. 

April 21-25 

Charles G. Pyle, Managing Di- 


rector 


International Lighting Exposition 
Hotel Stevens, Chicago, Ill. ° 
April 26-30 


Electric Home Appliance Show 
Texas Electric Service Co. 
Will Rogers M ial Coli 
Fort Worth, Texas 
April 26-May 2 
A. E. Schwarz, 2 Rector St., N. Y., 
Space Assignments 


National Modern Homes Exposi- 
tion 

Metropolitan Association of Real 
Estate Boards 

Grand Central Palace, N. Y., N. Y. 

May 4-11 

Matthew G. Ely, Chairman 
M.A.R.E.B. 


Housewares Show 


Convention Hall, Atlantic City, 
N. J. 


May 13-17 
Flo English, Managing Directory 


Annual Trade Show 

Electrical Manufacturers Repre- 
sentatives Club of New England 

Mechanics Building, Boston, Mass. 

May 15-17 

James J. Slater, Chairman of 
Show Committee 


Parker Announces 
New Color Process 


A new chemical immersion process, 
which imparts color to Parkerized 
iron and steel surfaces and is described 
as increasing corrosion resistance, has 
been announced by Van M. Darsey, 
president of the Parker Rust Proof 
Co., Detroit. 

Color finishing is expected to be of 
value for assembly identification where 
parts of similar appearance may have 
different tensions, threading, fractional 
differences in length or head sizes or 
may be made from varying alloys. 

Color Parkerizing is a complex 
phosphate coating, integral with the 
metal surface, insoluble in water, 
smudge-, chip-, and peel-proof, which 
retards the spread of corrosion from 
abraded areas. It is available in gray, 
blue, purple and green. With the ex- 
ception of gray, some fading may be 
expected in the colors, but the firm 
states that this in no way lessens the 
corrosion resistance. 

Only simple additional equipment, in 
addition to the Parkerizing process, is 
needed to impart color and practically 
no extra labor is involved, the company 
claims. Complicated shapes and parts 
with threaded members and holes are 
coated equally as well as flat surfaces. 
The color coating results from chemi- 
cal reaction, is uniform and without 
drips or tears. 


Recent OPA Appliance 
Price Changes Announced 


Minor Change in Cleaner 
and Refrigerator Rule 


Minor provisions of the refrigerator, 
vacuum cleaner and household stove 
regulations have been amended to 
bring them into line with established 
industry practices, the OPA said. No 
price change is involved. 

Effective February 11, 1946, mail 
order sales of refrigerators and vac- 
uum cleaners will not require invoices 
if the seller was not accustomed before 
the war to including invoices with 
shipments. Consumers presumably 
are in possession of catalogs in which a 
legal selling price is stated so that no 
additional notice is required. 

However, if either item is sold at a 
retail outlet of the mail order house, a 
price tag must be affixed by the seller 
at retail. 

A substantial part of the consumer 
durable goods sold by mail order 
houses is specially manufactured for 
them and sold under brand names 
owned by the mail order houses, OPA 


Ap- 


| BOND BUYING BONUSES are these electric appliances, three of the 26 given 
| away free in a drawing to Lockheed Aircraft Corp. employees who qualified by buying 


ployee” sales. 
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| Victory Bonds. The drive won first place among larger U. S. concerns in "per em- 


said. Manufacturers are unable to affix 
price tags, since they do not know in 
advance which items will be sold from 
mail order catalogs and which will be 
sold in retail stores. Manufacturers in 
this case are therefore excused from 
the obligation of attaching the retail 
price tag before shipment. 


Repair Shop Wege Increases 
No Basis for Price Rise 


Small repair shops for appliances 
cannot automatically increase their 
ceiling prices on account of wage in- 
creases granted their employes, OPA 
announced. 

This action, effective February 9, 
1946, synchronizes OPA price ceil- 
ing provisions for these shops with 
the Government’s wage-price policy 
established in August 1945. 

Since 1943 and until last August 
those shops with not more than eight 
employes, have had authority to in- 
crease their ceiling prices to compen- 
sate for wage increases to employes. 
A report of such action merely had to 
be filed with the local price board. 

Since August 1945 wage increases 
could not be considered as a basis for 
increasing price ceilings for these re- 
pair shops. This action merely brings 
the price ceiling provisions in line 
with this change. 


Gas and Oil Fired Furnaces 
Given 1212 Percent Increase 


An increase of 124 percent over 
manufacturers’ October 1, 1941 prices 
for gas-fired and liquefied petroleum- 
fired furnaces and unit heaters has been 
announced by the Office of Price 
Administration. 

Re-sellers are permitted to add to 
their maximum prices any increase in 
their present acquisition cost resulting 
from the price advance granted manu- 
facturers. These price advances be- 
came effective January 14, 1946. 

The increase in manufacurers’ prices 
represents the amount necessary under 
OPA’s reconversion program to per- 
mit the industry to realize its average 
normal peacetime earning rate after 
effect has been given to increases in 
material prices, and basic factory wage 
rates which the industry has experi- 
enced since 1941. Re-sellers’ margins 
are not adequate to permit absorption 
of the manufacturers’ increase, OPA 
said. 
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WIDE OR NARROW NECK 


DE LUXE GLASS 


HE war is won!... now... 

product by product, White 
Cross Electric Table Appliances 
are marching back, greater than 
ever. Now available are the 
smart, convenient, gas or electric, 
wide or narrow neck Coffee- Vac 
models shown above. 

These efficient and luxurious 
coffee-makers come to you in 
eight cup size only... with 
platinum banding ...wide-neck 
models complete with hinged 


COFFEE VAC 


HAND DECORATED 


decanter cover and double-purpose top cover with funnel 
holder of attractive, durable bakelite . . . Specially designed 
features insure tight seal and perfect vacuum. Full-flavor, 
full-strength every time. Clean, easy, fast filtration... 


THESE ARE NOW AVAILABLE! 


NOTE: Narrow-neck models are similar to 
those illustrated above—but less decanter cover. 


WHITE CROSS Preview 


As materials and facilities become available, White Cross will offer an 
all-star production including our best “performers”’! 


THE AUTOMATIC POP-UP TOASTER 
HIGH SPEED HOT-PLATES 
1000-W LIGHT-WEIGHT AUTOMATIC IRON 
WAFFLE IRONS—SANDWICH TOASTERS 


... And many brand new products for greater convenience, service and 


freedom for America’s homemakers. 


* 


White Cross Delivers the Trend of Tomorrow . .. Today! 
LEADING JOBBERS EVERYWHERE 


NATIONAL STAMPING & ELECTRIC WORKS 


3214 WEST LAKE STREET ° 
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CHICAGO 24, ILLINOIS 


FROM BATTLES TO BROADCASTS: Looking neat and dapper despite his ex- 
periences as a Marine combat fighter pilot, Tyrone Power chats with E. R. Godfrey, 
general manager of Frigidaire, left, and L. A. Clark, assistant general sales manager, 
before the movie star's first broadcast on Frigidaire's “Hollywood Star Time” with 
Jeanne Crain, also a 20th Century-Fox star. The program is broadcast over the 
coast-to-coast CBS system each Sunday at 2:30 P. M., EST. 


RCA to Boost Video Market with 
Low-cost Receivers, Elliott Says 


Enumerates Advances in 
Television Society Speech 


To develop the largest possible tele- 
vision audience in the shortest time, 
the first RCA Victor receivers will be 
low cost table models, Joseph B. Elli- 
ott, vice-president in charge of RCA 
Victor’s home instrument activities, 
told members of the American Televis- 
ion Society in a recent meeting in New 
York. 

Mr. Elliott disclosed that his firm 
plans to produce in addition a de luxe 
radio-television-victrola combination. 
The first low cost table model tele- 
vision receiver will retail for about 
$200, he said. 

Brighter, clearer pictures on home 
receivers will be made possible by a 
recent RCA development of improved 
antennas and a new roof-to-living room 
transmission line, Mr. Elliott declared. 


To Reach Market in 1946 


“The first RCA Victor television re- 
ceivers, we expect, will be made avail- 
able for sale during 1946 in metro- 
politan New York, Albany-Schenec- 
tady, Chicago, Philadelphia and Los 
Angeles, and later in Washington, Cin- 
cinnati and Fort Wayne,” he continued. 
“By mid-1947, about 24% of the na- 
tion’s population in 9,086,000 wired 
homes will be within the effective serv- 
ice range of television, according to 
conservative estimates.” 

Declaring that it is the responsibility 
of television manufacturers to install 
and service their own instruments, Mr. 
Elliott disclosed that his company 
plans to establish its own service shop 
facilities in all of the initial video 
market areas. 

Transmission Line Improved 


The new type transmission line, im- 
proved over the old by the use of poly- 
ethylene plastic insulating material be- 
tween the wires, will prove its value in 
areas on the fringe of television sta- 


tions’ coverage areas, he said. In 
addition, he continued, the new trans- 
mission line, in combination with the 
improved antenna and improved cir- 
cuits, makes it possible to receive pro- 
grams from any of the television chan- 
nels without readjusting the antenna. 

“Customers can be shown that tele- 
vision is ready for their enjoyment,” 
he said. “After July 1, when program 
service is increased to 28 hours a week, 
they are assured of many hours of 
high calibre programs for all the fam- 
ily. They can also be assured that a 
television receiver with radio will cost 
only slightly more than a good radio- 
phonograph combination.” He added 
that NBC is planning to improve and 
enlarge its television service in the 
New York area. 


Bendix to Establish 
Foreign Distributorships 


As a result of more than 1,550 en- 
quiries from foreign countries, Harlow 
K. Lyons, director of distribution for 
Bendix Home Appliances, Inc., has an- 
nounced that the company will have 
representatives in South and Central 
America and Europe to screen appli- 
cants for distributorships. 

Sample machines are expected to be 
delivered to foreign countries at least 
by mid-1946, Mr. Lyons said. An 
estimate of the marketing potential in 
Argentina calls for 500 to 1,000 auto- 
matic washers during the first year of 
distribution. In following years the 
market is expected to range from 3, 
to 4,000 machines annually. 

A report from Honolulu to Mr. 
Lyons said, “We can handle a carload 
a month for two or three years.” Dis- 
tributorships under the same requiré- 
ments as prevailing in the U. S. will 
be established throughout continental 
Europe, South and Central America 
and a substantial scattering of coun- 
tries in other parts of the globe, Mr. 
Lyons said. 
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Stoker Selling Made Easy by 
New, Unique Demonstration Which 


Stoker dealers and salesmen can now go 
right into the homes and offices of pros- 
pects with this new demonstration which 
proves the amazing efficiency of Combus- 
tioneer’s exclusive Automatic Respirator. 

Immediately the prospect sees that Com- 
bustioneer’s Automatic Respirator is utterly 
different than the air control of any other 
stoker on the market. 

He sees how the Automatic Respirator 
detects instantly, by static pressure, the pre- 
cise volume of air needed by the condition 
of the fifé-bed for complete combustion. 
He watches the Automatic Respirator 
slowly open or close, as it measures exactly 
the correct volume of ait which the fan 


ATIC 


FOR HOMES, APARTMENTS AND FACTORIES 


MERCHANDISING—MARCH 


must produce for the fire-bed so that com- 
bustion is complete—continuously, 


Here is a selling tool that really sells. But 
that is not all. The prospect becomes still 
more enthusiastic when he hears the ad- 
vantages of Combustioneer’s exclusive 
“Pulsating” Transmission. This transmis- 
sion feeds coal by “impulses”—each im- 
pulse “‘pokes-up”’ the fire, keeping it 
“loose,” free-burning, so that air com- 
pletely surrounds each particle of coal. 
Thus the fire-bed actually “BREATHES” 
extracting extra beat-energy from every 
pound of coal. The prospect then knows 
that Combustioneer means maximum fuel 
economy—maximum heating efficiency. 

Hundreds of stoker dealers have dis- 
covered that Combustioneer’s Automatic 


1, 1946 


Respirator and “Pulsating” Transmission 
make stoker selling infinitely easier. They 
are “cashing in” NOW and will reap a 
harvest of important money in 1946. 
Dealerships are still open in some areas. 
Write or wire today for complete details. 


The Steel Products Engineering Company 
1248 W. Columbia St., Springfield, Ohio 


Designers, Engineers and Manufacturers 
of Precision Products Equipment 
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Remember: It’s Good 
Business to select 


; Your biggest business 
\% asset is a satisfied cus- 
tomer. You're protect- 
. ing him when you select DAYTON Water 
Systems. And because they’re profitable to 
handle and dependable in use, you're 

protecting yourself on every installation. 
Remember: It’s business to choose 
Dayton Water Systems! 


THE DAYTON PUMP & MFG. CO. 
Dayton, Ohio 
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ASSEMBLY LINE SYMPHONY: Not trusting the average ear, officials of the Mag- 
navox Co. invited Hans Schwieger, Fort Wayne Philharmonic conductor, to test the 
first radio-phonograph off the production line. Mr. Schwieger tested the instrument 
on both short and standard bands and then played some records. Mr. Schwieger 
is in the center. J. S. Sturgeon, Magnavox comptroller, left, and L. E. Quinnell, 
factory manager, reflect his satisfaction. 


N.E.W.A. Plans Scientific 


Job Hiring Program 


Committee Prepares Detailed 
Procedure For Distributors 
and Dealers 


A new high in personnel efficiency 
in all job categories throughout the 
entire field of electrical distribution 
will be realized as a result of the 
operation of a scientific hiring program 
to be conducted through the National 
Electrical Wholesalers Association. 
This is the prediction of Charles C. 
Pyle, managing director. 

The N.E.W.A. will soon establish 
complete hiring procedures, including 
aptitude testing, for both member com- 
panies and their dealers, with a view 
to helping them obtain the right people 
for the right jobs. In some instances, 
methods will be provided for reassign- 
ment of present employees in order 
to take greater advantage of their 
abilities and aptitudes. It is pointed 
out that once scientific personnel selec- 
tion has been achieved, and is a contin- 
uing procedure, substantial savings in 
turnover and in training costs are 
automatically effected. 


Planning Committee 


The national plan was developed 
under the direction of the N.E.W.A. 
Publicity, Sales Promotion and Sales 
Training Committee. The Association 


‘has retained the Personnel Institute, 


Chicago, to prepare the program ma- 
terial. Grading of the selector tests 
can be handled within 24 hours be- 
cause of the location of that company’s 
offices at New York, Chicago and Los 
Angeles. 

The national program, Mr. Pyle 
states, will comprise two complete hir- 
ing procedures—one for electrical 
wholesalers, the other for retailers. 
For members of N.E.W.A. the hiring 
procedure will consist of the following : 


1. A printed manual which will cover 
completely all of the various steps in 
scientific selection. It will deal with typi- 


cal job description, typical man specifi- 
cation, recruiting methods, use of the 
preliminary interview, interpretation of 
personal histories, reference checking, ad- 
ministering and interpreting tests, and 
methods of improving and developing 
the present sales organization. 

2. Fifty preliminary interview forms, for 
the specific purpose of screening out all 
applicants who do not meet the minimum 
qualifications. They are weighted and 
instructions for their use will be included 
in the manual. 

3. Thirty-five personal history inventories. 
4. Twenty diagnostic interviews—for use 
on the second interview, with instructions 
and helps in the manual. 

5. Five comprehensive batteries, each 
containing a registration sheet, tests on 
mental ability, sales aptitude, personality 
and social intelligence. 


The complete hiring procedure for 
retailers is similar, but on a smaller 
scale. Besides the manual, it will con- 
tain 25 preliminary interview forms, 
20 personal history inventories, 10 
diagnostic interviews and two special 
selector retail batteries. The last 
named will include a registration sheet, 
a mental ability test, a personality 
test and a test on sales aptitude. 


Members of Committees 


Robert C. Hill, director of the Appli- 
ance Division of N.E.W.A., assisted 
the Committee in the development 0! 
the general plan for a hiring program 
and supervised the organization 0! 
materials and procedures. ; 

George F. Kindley, Edgar Morris 
Sales Co., is chairman of the 
N.E.W.A. Publicity, Sales Promotion 
and Sales Training Committee, and 
L. P. Kefgen, Northern Supply ©o., 
is chairman of a sub-committee 4p- 
pointed to deal specifically with the hir- 
ing program activity. Members 0! 
Mr. Kefgen’s sub-committee are: | 

K. B. Hopkins, Graybar Electric 
Co., Inc.; P. D. Karsten, Plymouth 
Electric Co.; C. E. Mason, Novelty 
Electric Co.; H. D. Roseth, Co-Op 
Electric Supply Co.; and H. O. Smith, 
Hardware Supply Co. 
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<==” Quality claims for CGQrfex Washers and 
Ironers are backed by guarantee. An exclusive 15-year 

-_ Rebuild Policy and Guarantee goes with every 

CQnlex Washer and Ironer. policy 

re for helps create sales. It is a dealer’s aid unique with 

pe Conlon. No other manufacturer offers it. It is only 

forms, one of the many features that makes 

ad P Products easy-to-sell, profit items for you. Exclusive 


e = ‘patented advantages assure superior operation of 
| sheet, 


onality Culex Washers and Ironers in the home. Addi- 

le. tional reasons why (Qx4ox has maintained 
undisputed leadership for more than a quarter of a 

century. Feature your store for your 


ent of profit and your customers’ service. Satisfied customers 
omfg build invaluable good will and increased sales for you. 
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Conlon Corporation - 1824 So. 52nd Ave. + Chicago 50, “ 
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Here we report the results of just 2 of the 420 Journal 


surveys in all kinds of retail stores. Complete details 
available upon request... . Ladies’ Home Journal, 
Independence Square, Philadelphia 5, Pa. 
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Whether your town is large or small, most of 
your good customers read Ladies’ Home Journal. 


» Surveys among 42,575 women shoppers show that 


OVER AMERICA 


customers come in when the Journal comes out 


\ 
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CHICAGO, ILL. 


Population 3,352,100 


of the women shoppers at the 
0 Beverly Appliance Co. read the JOURNAL. 
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of the women shoppers 
at the W. C. Carter Co. 


read the JOURNAL. 
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IS A STOKER AN 


APPLIANCE 


Whether a Whiting Stoker is an electrical appliance may 
be a matter for argument—but there’s no argument about 
the fact that most appliance dealers can sell Whiting 
Stokers profitably. That’s what counts. 


To equal the dollar gross on one Whiting installation, 
you’d have to sell a good many toasters or waffle irons, 
several washing machines or vacuum cleaners, or at least 
two pretty fancy radios or refrigerators. Despite war-time 
shortages, saturation on such items makes the relatively 
untouched stoker market look like a vacuum in comparison. 


Not “just another stoker,”’ Whiting gives you exclusive 
features of design and proved performance that provide 
real sales material. Send for a copy of our book ““How To 
Choose A Stoker’”’ and see just how much Whiting gives 
you to talk about. Here’s extra profit that’s not too hard 
to win—why not investigate, now? 


WHITING STOKERS, Suite 2505, 11 S. LaSalle St., Chicago 3, Ill. 


oT 


Mil 


WHITING 


AUTHORIZED WHOLESALERS 
IN ALL MARKETS 


PRODUCTION PROBABLE: When International Harvester's new refrigeration plant 
gets into production at Evansville, Ind., this 10 cu. ft. home freezer probably will be 
the first unit on the assembly lines. Miss Ruth Whiting, left, director of the firm's 
home economics laboratory, Chicago, discusses the nutritional values of home freezing 
with some interested—and interesting—visitors. 


Harvester Buys 
Refrigerator Plant 


The high bid of the International 
Harvester Corp. for the Republic 
Aviation plant near Evansville, Ind., 
was accepted in January by the Recon- 
struction Finance Corp. and, subject to 
the approval of the War Dept. and the 
Dept. of Justice, the $5,648,000 pur- 
chase will be used for the manufacture 
of refrigeration products. The Repub- 
lic plant is the second large govern- 
ment war plant to be purchased by 
Harvester for its expanded post-war 
manufacturing program. First pur- 
chase was the Melrose Park, IIl., plant 
of the Buick Motor Car Co. 


Will Employ 3,500 


E. F. Schneider, general manager of 
Harvester’s refrigeration division, said 
that 3,500 men and women will be 
employed when the plant reaches full 
production. Initial production is ex- 
pected to start sometime in late sum- 
mer, following rehabilitation of the 

ilities. 

The entire managerial personnel of 
the refrigeration division will move 
to Evansville to develop and control 
the full line of refrigeration products, 
including home freezers, home refrig- 
erators, milk coolers, and motor truck 
refrigeration equipment. 

The total area of all the buildings 
comprising the plant is approximately 
934,000 square feet. The main manu- 
facturing building contains about 480,- 
000 square feet. 

Mr. Schneider announced that Mark 
V. Keeler will be works manager. 
Other executives making their head- 
quarters in Evansville will be W. F. 
Bogerd, manager of engineering; C. 
A. Olson, divisional comptroller; C. 
D. Harris, manufacturing manager; 
and Richard Siegel, industrial rela- 
tions manager. 


Orders for Meck Radios 
Total Ten Million Dollars 


A backlog of $10,000,000 in orders 
for radios and radio-phonographs has 
been revealed by John Meck, president 
of the John Meck Industries, Ply- 
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mouth, Ind. Production on Meck sets 
attained a figure of more than 1,000 for 
the month of January and is still climb- 
ing. Mr. Meck said that the Trail 
Blazer, the firm’s first post-war table 
model, will continue to be the major 
production item. 


Mail Order Catalogs 
Again List Appliances 


Electrical appliances have again 
made their appearance in the semi- 
annual catalogs of America’s four big 
mail order houses—Sears Roebuck, 
Montgomery Ward, Alden (Chicago 
Mail Order Co.), and Spiegel. 

Ordinarily the mail order catalogs 
are a reliable forecast of six month 
trends, but recent industrial convul- 
sions caused by strikes and recon- 
version difficulties have created fear in. 
some quarters that the firms will not 
be able to deliver on schedule or that 
the OPA will boost prices beyond 
those stipulated in the catalogs, re- 
sulting in expensive refunds and loss 
of profit margins. 

In Sears’ 1,380 page book are elec- 
tric alarm clocks, electrical appliances, 
heating supplies, radios, vacuum clean- 
ers, and steel kitchen cabinets. In 
addition, Sears has introduced a new 
home freezer with prices ranging from 
$167 for the 6-cu. ft. model to $297 for 
the 18-cu. ft. size, a decided drop from 
pre-war prices. Notably absent still 
are washing machines, electric ranges 
and refrigerators. 

Offered in Ward’s catalog are small 
appliances, vacuum cleaners, washing 
machines, and two electric ranges. 

Alden’s expansion from women’s 
clothing to furniture and hard lines is 
reflected in its catalog by the inclusion 
of a tank type vacuum cleaner, radios, 
a toaster, and an electric iron, forerun- 
ners of a complete line of appliances 
which will include refrigerators, wash- 
ing machines, and a home freezer. 

Spiegel’s book has new offerings 
which include a home freezer, more 
washing machines, vacuum cleaners, 
and radios. 
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 WHIRL-MATIC 
1900 WHIRLPOOL WHIRL- 


dial setting. Speedy agitator 
rinsing . . damp-drying cycle 
extracts more water than — 
wringer. Big WHIRL-MATIC 
16-gallon tub has 8 pound 
load capacity: Rust-proofed 
_ throughout . . . streamlined’ 


. dry equipment manufacture assures 


WHIRL-MATIC 
DRYER 


1900 “Baby” WHIRLPOOL is ideal for apartment use . 
for families with babies, small children. Light in knee control . . . self-feeding lip to guide 
& ection. Holds 22 diapers or one sheet and ‘heat .. . 


pillow case in single load. Six-gallon water capacity. durable chromed steel which maintains 
‘ Wringer detaches for storage in small closets or for travelling. parallel position to me... lock-tight casters . . . tuck- 


Height, 20 inches; diameter, 13. handles are a away shelves . . . lap shelf . . . skirted legs . . . 
part of base. Finish is bonderized. 


NINETEEN HUNDRED 
LL OIL 


ST. JOSEPH MICHIGAN U.S.A. 
ENGINEERS MANUFACTURERS DISTRIBUTORS — 


“WORLD'S LARGEST MANUFACTURER OF HOME LAUNDRY 
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Heres profitable 


package 


Here's a summertime profit-package for cool headed 
dealers —a logical step-by-step sales plan* that 
produces extra profit from the fan business. 


There's a big market for fans. In stores, shops 
and restaurants, cool customers mean leisurely shop- 


ping, repeat visits, more sales. 


In offices, clubs, public rooms, stores and shops, | ‘i 
cool employees mean efficient performance and 


service — customer satisfaction. 


There's a Victron model for every fan market. For example, Victron 
Circulators—sleek, modern design; cool, clean colors; capable time-tested 


Victron motor, an efficient installation for larger areas. 


Investigate the Victron Circulator line today. Get ready to offer your 
customers a summer season of quiet, trouble-free coolness with Victron Fans 


—a better way to comfort—an easy way to sales. Write today for details, 


*The “Spot Sales” Plan is ready. 
Your free copy will be sent on request. 


MANUFACTURER OF VICTRON DESK AND PEDESTAL 
FANS ~VICTRON VENTILATING FANS~VICTRON 


FANS —VICTRON AIR CIRCULATORS —VICTRON EXHAUST 
PORTABLE IRONERS—VICTRON F H MOTORS 


ELECTRIC 


INCORPORATED 


Cincinnati 9, Ohio 


MARCH 


Video Carries Lincoln 
Day Program to N. Y. 


When the Chief of Staff, Genera} 
Dwight D. Eisenhower, bent to place 
a wreath at the feet of the statute of 
Abraham Lincoln in ceremonies honor- 
ing the great emancipator in Wash. 
ington, Feb. 12, the scene was carried 
by television to citizens in New York, 
thus marking the first television 
broadcast between the two cities. A 
225 mile co-axial cable operated by 
the Bell System provided a means of 
transmission. 

DuMont television stations WABD 
in New York and W3XWT in Wash- 
ington carried the NBC broadcast. 


Congressmen Participate 


Participating in the Capitol exer- 
cises were members of Congress and 
Paul A. Porter, chairman of the Fed- 
eral Communications Commission. Mr, 
Porter said that communications, in- 
cluding television, would become a 
six billion dollar industry, would 
create many new jobs, and would 
carry “a great reconversion load in 
the next few years.” To make tele- 
vision truly competitive, he said, it 
would have to operate in the neigh- 
borhood of the 400 megacycle range. 

Additional comments about tele- 
vision were made by Speaker of the 
House Sam Rayburn, Senator Burton 
K. Wheeler, and Senator Wallace H. 
White, Jr. Mr. Rayburn said that 
Congress was ready to permit a tele- 
cast from the floor the next time a 
joint session was held to hear the 
President. Senator White expressed 
the opinion that the future would see 
television as the most important com- 
munications medium for political cam- 
paigns. Senator Wheeler, chairman 
of the Interstate Commerce Commis- 
sion, warned that many legal, social 
and economic problems remained to 
be solved before television can come 
into general use. 

Receiving screens in New York 
reproduced the ceremonies with a fair 
degree of clarity, marred only by oc- 
casional distortionse and intensity 
changes. 


IT'S COLD TURKEY: The features of 
Westinghouse's upright home freezer are 
explained at the Chicago Furniture Mert 
to Gary H. Vandever, center, vice-presi- 
dent of the Vandever Dry Goods Co.. 
Tulsa, and his associate, R. L. Pickett, 
right, by G. H. Meilinger, manager of 
household refrigeration for the Westing- 
house electric appliance division. 
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You bet it’s a joke... especially right now when dealers are trying 
— to learn the “know how” of modern appliance and radio selling. 
cam- 
a : What they need—and want—once you supply them with merchandise, is 
7. : schooling on what to do and how to do it. 
come 
° 
eos e Use Electrical Merchandising to do a year-round job of dealer education! Your 
- : sales organization can make use of the printed sales lessons you run in its 
nsity 
° pages. And the magazine will make the calls month in and month out whether 
pa or not your men are able to do so. 
e 
° Ask Electrical Merchandising for help. We'll gladly assist you in presenting the 
e 
° news of your product, your selling methods, your policies. 
e @ Electrical Merchandising circulation 
. of 35,000 blankets every desirable 
outlet from coast to coast. Secondary 


coverage assures your reaching the 


relations job. 


ELECTRICAL MERCHANDISING 


"Phe dealers’ chotee year after year 


= A McGraw-Hill Publication + 330 West 42nd Street « New York 18 


ING ELECTRICAL MERCHANDISING—MARCH 1, 1946 


PAGE 117 


— 
e e dealers’ salesmen as well. Mid- — 
month News issue now enables 
MC “Merch” to do an even better dealer- 
j 
Merchants New 

are 
Aart 
resi- 
Co., 
ett, 
r of 
ing- 


Impartial 


fas 


/ 


No. | Value in low-priced radios—has the famous ‘‘Golden 


Throat’’—distinctly modern in appearance and perform- ae 
ance. No aerial or ground required. ‘‘Easy-to-read’’ re- \ 
cessed straight-line dial, Cabinet molded of rich walnut 56X39 f. 
plastic (RCA VICTOR 56X) or antique ivory enamel (RCA = 
VICTOR 56X2) OPA list price incl. Fed. tax—56X Baa, he 


$24.10—56X2—$25.95, 


Classic Modern Design in Walnut Finish. It's simple—beautiful! No 
aerial or ground required. Recessed-angle, Spread-Vision Dial across the 
front of the cabinet. Hes the ‘'Golden Throat.’’ Operates on AC or DC 
current. RCA VICTOR 56X3. OPA list price incl. Fed. tax— $32.25. 


There are more outstanding models in the new line of RCA VICTOR 
radios and Victrola* radio-phonographs —all with the RCA VICTOR 
“‘Golden Throat.’’ For further information see your distributor, or write: 
RCA VICTOR Division, Radio Corporation of America, Camden, N. J. 
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Tone Superiority 


RCA VICTOR’S ‘‘Golden Throat’’ 
is an outstanding achievement of 
RCA engineering ‘‘know-how’’ and 
of Victor’s 47-year leadership in 
musical reproduction. Years of study 
and thousands of laboratory tests by 
RCA engineers have resulted in the 
exact co-ordination of electronic am- 
plification, loud-speaker and cabinet 
—which is the ‘‘Golden Throat.”’ 


BUT—RCA VICTOR’S engineers 
were not content with only scientific 
measurements. They also conducted 
a series of impartial listenership 
**Curtain Tests’’—in which hundreds 
of men and women participated. 


Here’s how the ‘‘Curtain Tests’’ 
were made: Identical music was played 
behind a curtain on RCA VICTOR 
and competitive instruments. Results 
proved that the ‘‘Golden Throat’’ was 
overwhelmingly preferred over all 
competitive makes tested. 


Proved superiority of RCA 
VICTOR’S ‘‘Golden Throat’’ feature 
—plus a huge advertising campaign, 
in leading national magazines, the 
New RCA VICTOR Show (NBC Sun- 
day 4:30—5:00 p.m. EST) and other 
media—mean easier sales —more 
profit for you! 


ONLY RCA VICTOR MAKES THE VICTROLA* 


Victrola* T.M. Reg. 
U.S. Pat. Off. 


RCA 
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This is how the famous ‘‘Curtain Tests’’ were made—all chances of partiality were eliminated! 
\ 
RADIO CORPORATION OF AMERICA 


Gladiron Distributors 
Get Three-Day Training 


Distributors of Thor “Auto: nagic 
Gladirons recently spent three half. 
days at the Chicago plant of H irley 
Machine Division, Electric Household 
Utilities Corp., learning the actual use 
of the ironer and demonstration tech. 
niques. Each session was attende d by 
20 to 30 distributors who will ulti- 
mately, according to the company plan, 
pass along their knowledge to some 
10,000 distributors, dealers, and sales 
people. 


TOR! AL REVIEW 


‘We are pleased to announce that 


with the issue of 


tat 


APRIL 7, 1946 


the 
BOSTON SUNDAY ADVERTISER 


Onl 


GLADIRON DISTRIBUTORS learn how 
it's done at the Hurley plant in Chicago. 
In the front row are Owen G. Nugent, 
Hurley; F. C. Jones, Treasure State Gas 
and Electric, Great Falls, Mont.; William 
Broadbent, Hurley. In the second row 
are J. J. Kirby, Treasurer State Gas and 
Electric, Butte, Mont.; Mrs. L. A. Palmer, 
Albany Garage and Appliance Distribu- 
tors, Albany, N. Y. Third row trainees 
are W. A. Hadley, Roycroft Co., Min- 
neapolis, Minn.; Harold Weishaar, Hur- 
ley. Fourth row, W. B. McKenzie. 
Powers City Radio Co., Sioux Falls, S. D. 
Last row, Mrs. E. F. Wainwright, Ham- 
burg Bros., Pittsburgh, Pa. 


will join the 
PICTORIAL REVIEW GROUP 


and will carry the same Pictorial Review now distributed 
through nine Hearst Sunday Newspapers. 


Space in the Boston Sunday Advertiser Pictorial Review 
will be sold as part of the Eastern and Coast-to-Coast 
runs of Pictorial Review, or in the Boston Sunday 
Advertiser individually. 


“More than 60 distributors are now 
thoroughly prepared to demonstrate 
the Gladiron and to train approxi- 
mately the same number of dealers 
from their own territories. Each dealer 
in turn will provide the same train- 
ing for his sales people,” declared John 
R. Hurley, president and director of 
the training program. 

“Over a period of several months 
we have developed well-tested tech- 
niques and methods for demonstrating 
and selling this new ironer,” he con- 
tinued. “The next step was to pro- 
vide a practical basis for training deal- 
ers and distributors without sacrificing 
individual instruction. With a single 
basic group of distributors we have 
touched off a gigantic training pro- 
gram which will eventually spread to 
some 10,000 dealers and sales people. 
We believe that this program sets 4 
new pattern for dealer demonstration 
and sales training.” 


With the Boston Sunday Advertiser, Pictorial Review 
adds the largest circulation in New England — more 
than 600,000. 


ava 


SUNDAY PICTORIAL REVIEW 


Major Influence in 10 Major Markets 


Tray 


Distributed regularly through the Sunday issues of 


New York Journal American Chicago Herald American Los Angeles Examiner 

Baltimore American Boston Advertiser San Francisco Examiner 

Pittsburgh Sun-Telegraph Detroit Times Seattle Post Intelligencer 
*Milwaukee Sentinel 


Climax to Make Roto Beam 


Climax Engineering, Clinton, Iowa, 
has announced the acquisition of ex- 
clusive manufacturing selling 
rights for Roto Beam radiant air cir- 
culators. The firm purchased all pat- 
terns, jigs, fixtures, machines, equip- 
ment, and inventory of the Roto Beam 
Co., Chicago. Roto Beam air cir- 
culators are described as designed for 
a wide variety of domestic and com- 
mercial uses. 


(*Represented individually by Paul Block & Associates) 


Represented nationally by Hearst Advertising Service 
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NOW THE TRADE KNOWS IT WAS 


WISE TO WATCH 


.-. for Only Bendix Dealers can Talk and Sell 
these Brilliant Radio “Firsts” 


st 


pace-saving 
ette with full 
performance ! 


st 


closed table 
m with conceal- 
dles. 


There’s bound to be sales- 
closing pune h to ‘your demonstrations of these exclusive 
Bendix features, for each of them was developed to 
meet a definite public demand. Backed by the tremen- 
dous Bendix national advertising campaign—your 
customers will be largely pre-sold on these features 
when they enter your store. 


BUILD BEST WITH BENDIX - -- FOR PRESTIGE - - - PROFIT - - - PERMANENCE ! 


Bendix Radio Division, Bendix Aviation Corporation, Baltimore 4, Maryland 


sational Invisi- 
With The 


OFF! 
A Sheraton 
end-table 


The Real 


Remember! —these “firsts” are exclusive with 
Bendix—advantages you have that no one else has. 
We present them to you in fulfillment of our promise 
that Bendix dealers would have the best chance of all 
at pent-up consumer demand—that a Bendix Radio 
franchise is truly The Franchise With a Future! 


PRODUCT 


vipment 


AVIATION CORPORATION 
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A FRESH VIEWPOINT: Distributors of the Winpower Manufacturing Co's, 
Fresh home freeze units get a good look at the newest product at a recent meeting at 
the factory in St. Cloud, Minn. Pictured are, front row, J. Ricardo Planas, Havana, 
Cuba; O. C. Jessup, Portland, Ore. Standing are, left to right, M. S. Ellsworth; W. L. 
Hancock, Conn.; W. R. Ude, Fresno, Calif.; J. C. M. Chapman, Fla.; and Clark 
Rathke, Seattle, Wash. 


Ever 


Survey Shows Dealers Want 
Simplified Accounting Controls 


Landers, Frary and Clark 
Questionnaire Reveals 
Dealer Preferences 


A survey of 20,000 electrical appli- 
ance and housewares dealers was re- 
vealed recently to be the basis of the 
Landers, Frary and Clark Systemeer- 
ing program. Chief need as reported 
in the 8,690 replies to the questionnaire 
was a simplified control, particularly 
of the accounting function. Retailers 
were questioned as to their businesses ; 
the type of office equipment and forms 
used; the problems they had to face; 
and the retail operations in which they 
would like to have simplified controls. 


Need Simplified Control 


Fifty-two precent of those replying 
felt that there was a need for simpli- 
fied control in the accounting function. 
Selling, tax records, and the buying 
function followed in that order. 

In a breakdown of the questionnaire, 
3245 dealers stated they grossed up to 
$50,000 annually in normal times and 
3800 reported that they grossed from 
$50,000 to $250,000. 


Majority Use Machines 


A survey on the recording of sales 
showed the cash register to be the most 
common tool used, followed by the 
sales book and sales register. Retail- 
ers tend to rely on machines to record 
sales. Adding machines, cash regis- 
ters, filing and index equipment were 
found to be most commonly used, fol- 
lowed by sales registers, bookkeeping 
machines, accounting machines, and 
billing machines. 

Over six thousand of the dealers 
attempted to controi their inventories 
by visual means, ledger sheets, cards 
and other devices. Posting of inven- 
tories is done by hand by most of the 


retailers, only 300 using machinery. 
Loose forms are used by the majority; 
book forms, continuous, fanfold and 
snap out forms are reported to be less 
used. 

Dealers felt that the greatest problem 
affecting the retail operation was in- 
adequate inventory and stock records, 
with bookkeeping and tax records run- 
ning a close second. Customer control, 
proper filing and indexing, insufficient 
sales records and inadequate profit and 
loss figures ranked third to sixth as 
the control problems. 

The Universal Systemeering pro- 
gram, designed to help dealers simplify 
their control operations and save 
profits, was a result of the survey. The 
50-page brochure has already been dis- 
tributed to some 30,000 dealers. 


Recapitulation of the Survey 


TOTAL REPLIES RECEIVED TO 
20,000 QUESTIONNAIRES. .... 8,690 


Questions Replies 
Gross between $50,000 and 
$250,000 annually ............ 3,800 
Gross up to $50,000............ 3,245 
Do control inventories.......... 6,025 
Do not control inventories...... .1,760 


IS YOUR MAJOR PROBLEM: 
Inadequate inventory and stock 
Bookkeeping and tax records. . .3,040 
Customer and credit control... .2,470 
Proper filing and index....... 1,825 
Insufficient sales records. ..... . 1,620 
Inadequate profit and loss 
figures 


New Agency For Silex 


The Albert Woodley Co. of New 
York became the official advertising 
agency for the Silex Co. of Hartfor:, 
Conn., manufacturers of coffee make: 
Duolectric steam irons and other app':- 
ances, on January 1, 1946. 
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Curious Gadget...” 


But very important if you happen to be a calf! 
Because the infant calf exposed to bulk milk, gulps too 
much too fast, gets tummyaches and doesn’t grow 
up to be good weiner schnitzel, gives the farmer a lot 
of grief. But when confronted with the simulated 
maternal teat—a piece of tubing in a core 
of wood resting on a float—the calf catches 
on, intakes elegantly and doesn’t upset itself. 


This improved calf 
feeding gadget is the 

brain child of Carl 

Persun of Trout Run, 


Pennsylvania. With the power 
posthole pitter, the chain that saws, the bug 
bomber, the poultry de-beaker, spinning sterilizer 
for seed potatoes, radiant rubber mat for brooding 
hens . . . it is one of the more than fifty devices and 
machines that help work, save time, or improve 

living on the farm . . . all described or illustrated in 
the February issue of SuccEssFUL FARMING... . will give 
appliance men a clearer understanding of farming as an 
industry and a better appreciation of the business paper 
that means the most to a million of the country’s best 
and best-earning farmers. 


Talkee without walkee. 
~~ The Schram farm at Baraboo, Wis. is 
wired for sound; a talk box in the kitchen connects with the barn, yard 
other parts of the farm... ranks with running water and electricity as a labor saver... 
Farmer Talks Back’’, page 46. 


Buzzing business... the cornbelt has 1,800,000 bee colonies, in °46 
wants 200,000 more . . . not for honey or wax, but because pollination by bees ups 
production of 50 crops. . . FarmeOutlook’’, page 42. 


Appliance Men will find the SF February issue bulging 
with brain stimulants... many new ideas on distribution, marketing, 


technical advances which are making today’s best farmers the 


= 


=) nation’s best business men... and booming prospects for electrical 


appliances and equipment. The marvelous million plus circulation 
oncentrated among the country’s top farmers with biggest yields, largest cash 
Siticomes, top savings... makes SF your top of the list appliance advertising medium 
== in the farm field. Ask for all facts! SuccessruL FarminG, Des Moines, New York, 


Chicago, Atlanta, San Francisco, Los Angeles. 
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the exclusive feature 
that DOUBLES 


refrigerator conveniences 


LL REFRIGERATOR USAGE takes place through its door. 

The Shelvador* doubles the front-shelf space for 

food and so doubles the ease-and speed of getting food 
out of or into the refrigerator. 


Women recognize this many-times-a-day advantage the 
instant they see the Shelvador”. 


...and DOUBLES saleability 


This is a Crosley sales feature anyone can see—and any- 
one can demonstrgte. Added to all the other Crosley im- 
provements, the Shelvador® is a plus that clinches sales 
and makes every owner an active booster. 


ZU,704.685 saresmen in PRINT 


Every Crosley advertisement a sales demonstration— 
and there are more than 200,000,000 of them for 1946. 
‘They are reaching and pre-selling your best prospects. 


This for salesmen 


NEW POWERFUL 
SALES APPROACH 
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says Goonbye/to needle-noise— 


nent announcer ) 


squawk -hiss-chatter 


These familiar wreckers of pleasurable listening 
are banished by the exclusive Crosley development 
—Floating Jewel* Tone System. 

It is a feature that will earn the enthusiastic 
approval of every lover of recorded music. 


@ powerful and 
exclusive selling 


The enormous and growing popularity of recorded 
music makes this remarkable Crosley development 
a truly stand-out sales clincher. 

Anyone can hear the difference—and any sales- 
man can demonstrate the Floating Jewel* Tone 
System. 


* Radio- _Phonographs 


Radios 
FM * Television 


Home of WLW—'"'The Natio 
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Production well under way on 


the new CAMFIELD ster 


On your mark: for the New 
Camfield Automatic Toaster—the pace- 
setting toaster that will soon take a 
prominent place on dealers’ counters 
all over America. 


Get set with the right toaster—one that 
will sell, and sell more of its own 
brand—the New Camfield. The com- 
pletely new toaster built by a team of 
“know how” men long individually 
successful in the toaster and small 
appliance field. 


Go chead in ‘46 with a new, more 
profitable brand of toaster, backed by 
(Gj strong merchandising helps, promo- 
tion and advertising in national 
~ magazines and trade publications. 
with CAMFIELD 

Automatic Toaster and its exclusive 
“Equa-Therm”* you'll be handling a fast 
number. Don’t be left at the barrier of 
customer-demands. See it—and sell 


it. When your customers see the New 
Camfield, they'll want no other! 


*EQUA-THERM, Camfield’s exclusive guard against current 

drag, overload or fluctuations. Provides constant, 

“toast-right” heat right from the start for uniformity of brown- y 
ness, slice after slice, day after day. 


CAMFIELD MANUFACTURING COMPANY * GRAND HAVEN, MICHIGAN 
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POSITIONS 


Kellogg Switchboard and 
Supply Co. 


James H. Kellogg, vice-president, 
secretary and works manager of Kel- 
logg Switchboard and Supply Co., 
Chicago, was recently elected president 
to succeed his father, James G. Kel- 
logg, who was elected chairman of the 
board, Other new officers of the com- 
pany include Harry C. McCluskey, 
executive vice-president and treasurer ; 
Claude D. Manning, vice-president and 
secretary; Harvey O. Edson, assistant 


JAMES H. KELLOGG 


secretary and assistant treasurer. The 
firm’s new president began his career 
as an order clerk in 1936 and prog- 
ressed to works manager in 1943. 

R. H. Carlson has been appointed 
sales promotion manager of Kellogeg’s 
rapidly expanding Koiled Kord Di- 
vision. He will work with manager 
R. C. Kreuger on plans for aiding dis- 
tributors and jobbers in national mer- 
chandising of the new appliance cord 
sets. He was formerly employed by 
the Wheel Trueing Co. and the Hinck- 
ley Schmitt Co. 

William A. McCracken, former 
Philco employee and Kellogg assistant 
works manager has been upped to the 
position of works manager. 


Apex Electrical Manufacturing Co. 

Mark L. Thomson, former Sears 
Roebuck sales executive, has been ap- 
pointed manager of contract sales for 


M. L. THOMSON 


the Apex Electrical Manufacturing Co., 
it was announced recently by A. C. 
Scott, vice-president in charge of sales. 
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Aireon Manufacturing Corp, 


R. C. Walker, president of { 
Aireon Manufacturing Corp, 
cently announced the election 
Arthur E. Welch to the new posit 
of vice-president in charge of sa} 
and the appointment of Walter 
Bowers as treasurer. Mr. We 
allied himself with the Kansas firm ; 
1944 as controller for the Kansas Cj 
division and he rose rapidly to be yic 
president and treasurer. At one tin 
he was assistant treasurer of 


W. A. BOWERS 


Brewster Aeronautical Corp. an 
comptroller of the Frigidaire Sal 
Corp. Mr. Bowers came to Aire 
from the Lawrence Aeronautical Cor 
where he vice-president a 
treasurer. 


Lear, Inc. 


Appointment of Captain Al G. Ham 
schumaker as sales engineer was at 
nounced by Richard M. Mock, vic 
president of Lear, Inc. Mr. Han 
schumaker will cover portions < 
Ohio, western Pennsylvania, Kentuck 
and Indiana. 


Camfield Manufacturing Co. 


E. A. Rood, Jr., has been appointe 
advertising manager of the Camfiel 
Manufacturing Co. Grand Haver 
Mich., makers of the new Camfiel 
automatic electric toaster. Mr. Roo 
formerly with the Knape and Vo 


E. A. ROOD, JR. 


Mfg. Co., will have charge ot exten 
sive trade and consumer advertising 
campaigns. 
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In this amazing flood of inquiries is clear 
proof of the overwhelming preference for the 
finest, by women in all walks of life, when the 
finest is merchandised within their reach. 


We invite a comparison of American 
Kitchens on any basis—beauty, quality, ad- 


vanced features, ease of perfect* installation. 


* Regardless of size or shape of kitchen. 
Then let us tell you how this sensational line 
is being marketed—enabling you to interest a 
maximum of prospects (new homes or re- 
modeling) to suit any purse or income. 


American Central Manufacturing ind. 


ELECTRICAL MERCHANDISING—MARCH 
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Quick deliveries from 79 strategically lo- 
cated distributor warehouses. 

Heightened profit from fast turnover— 
lower inventory. 
Write—American Central Manufacturing 
Corporation, Connersville, Indiana. 


* Dishwasher 
* Disposal 

* Sinks 

* Cabinets 

* Home Freezer 
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Easily demonstrated advantages 


of FIBERGLAS insulation 


Because insulation can play a big part in 
prolonging the useful life of a refrigerator 
—or range—or home freezer—in fact, of 
many home appliances, we suggest you “talk 
up”’ Fiberglas* to your customers. You'll find 
it an unusually effective selling feature. 

| Fiberglas is not only extremely high in 


insulating efficiency and immune to both 


time and decay, but it doesn’t settle or pack DID YOU KNOW... 

In refrigerated freight cars and motor 
down. Yes, Fiberglas retains its insulating 
effectiveness indefinitely and, in doing so, Fiberglas is the “first choice” insulating 

material. Reason: It stands up under the 
helps appliances do a better job—at lower severest vibration and retains its high 


insulating efficiency indefinitely. 


cost—for a longer period of time. Watch 


folks react to that selling story! 


FIBERGLAS 


*T. M. Reg. U. S. Pat. Off. 


THERMAL INSULATION 
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NEW POSITIONS 


Frigidaire Division 
General Motors Corp. 


After three years in the army J. k 
Kay has returned to Frigidaire qiy;, 
sion of General Motors as manager ¢ 
organization promotions. Associate/ 
with Frigidaire since 1937, Mr. Ka 
was a member of the firm’s advertising 
and sales planning department. H, 
joined the armed forces in 1942 a; , 
captain and returned as a liecutenay 
colonel. Prior to allying himself wi 
Frigidaire, Mr. Kay was an appliance 
salesman for the Elin Co. of New Jer. 
sey and later advertising manager fo 
the home laundry department of Gen. 
eral Electric. 


Electronic Laboratories, Inc. 


F. Theodore Hegeman has bee 
named sales manager of the distributor 
division of Electronic Laboratorie: 
Inc., Indianapolis, it was announced 
recently by William W. Garstang 


F. H. HEGEMAN 


president. Before joining and organiz- 
ing the jobbers sales department oi 
Electronic Laboratories in 1945, Mr 
Hegeman was with Packard Motor 
and Indiana Oxygen Co. 


Edwards and Co, 


Gordon Lamb has joined Edwards 
and Co., door chime manufacturers in 
Norwalk, Conn., as a merchandise 


G. LAMB 


specialist. He was formerly in the 
furniture section of the OPA and prior 
to that was affiliated with Filenes °! 
Boston. 
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ELECTRONIC 
TECHNICIANS 


THIS RADIO REPAIR SHOP IS BONDED, BY 
WESTERN NATIONAL INDEMNITY CO., TO: 


] Guarantee all radio repair work for 90 days. 


2 Use only parts of recognized quality. 5 
3 Charge not over established prices for parts. a 


4 Test customers’ tubes as accurately as possible. 
5 Keep labor charges at a reasonable level. 
6 Perform only such work as is necessary. 

7 Maintain the highest quality service. <S 


8 Maintain proper equipment 
for good repair work. ee 


...to KEEP CUSTOMERS COMING! 


Bringing radio repairing right out in the open for ail 


your customers, this Raytheon Bonded Electronic Tech- 
nician display tells them exactly how you operate in 
their interest. And that means profitable repeat business. 


This is only one of many ways your prospects and patrons 
will learn to identify your shop with fair prices, quality 
work and guaranteed reliability. Find 
out how you can qualify to become 
a Bonded Electronic Technician. 
Bonded service means better cus- 


RADIO RECEIVING TUBE DIVISION 
NEWTON, MASS. « NEW YORK « CHICAGO 


tomer relations. For full details, see 
your Raytheon distributor today. 


ANOTHER REASON WHY IT PAYS TO QUALIFY AS A RAYTHEON BONDED ELECTRONIC TECHNICIAN 
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NEW POSITIONS 


‘DOMINION’S | 
“PAT HAND 


rid-A-Bouts, Table 
s, Heater 


DOMINION ELECTRICAL MFG., INC. 
MANSFIELD, OHIO 
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Garod Electronics Corp. 


Joseph G. DeVico has been appointed 
advertising manager of the Garod 
Electronics Corp., Brooklyn, N. Y., 
according to an announcement from 
Louis Silver, sales manager. « Recently 
released to inactive duty in the Supply 
Corps, U. S. Naval Reserve, DeVico 
was formerly in the radio industry, 
serving as an advertising counsellor. 


Zenith Radio Corp. 


The appointment of E. R. Taylor to 
director of advertising for the Zenith 
Radio Corp. has been announced by 
J. J. Nance, vice president. Mr. Tay- 
lor first joined Zenith in 1943, taking 
charge of sales promotion for the Ra- 
donic hearing aid. He was at one time 
affiliated with General Motors in sales 
promotion capacities. 


District Managers Named 


H. C. Bonfig, vice-president of the 
Zenith Radio Corp., has announced 
the appointments of the following dis- 
trict sales managers: Ray L. Hoefler, 
for Philadelphia, Baltimore, Washing- 
ton, and Norfolk; Edgar F. Lindgren, 
principal cities in Georgia, S. C., N. C., 
Florida, Virginia, and Tennessee; 
Robert I. MacClellan—Cleveland, 
Columbus, Toledo, Pittsburgh; James 
H. McKee, for Alabama, Arkansas, 
Louisiana, Tennessee, and Texas; 
Clarence J. Pagel—the west coast; 
Herbert H. Sheldon, Hartford, New 
Haven, Portland, Boston, Providence, 
Burlington; William A. Shirk, Denver, 
Billings, Portland, Salt Lake City, 
Seattle, and Spokane. 


Zenith District Managers 


E. F. LINDGREN 


J. H. McKEE 
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Faries Mfg. Co. 


The lamp and fixture producing 
Faries Manufacturing Co., Decaty; 
Ill., recently elected the following of, 
cers: W. J. Grady, chairman of ti, 
board; W. W. Ellison, presiden: 
W. F. Masterson, vice-president ;, 
charge of sales; C. Hansen, vice. 
president in charge of production: F 
W. Kelly, secretary; C. A. Laystrom, 
treasurer; Paul Ellis, assistant treas. 
urer; J. V. Everard, assistant general 
sales manager; E. V. Horrigan, ad 
vertising manger. The firm has signe; 
contracts for 115,000 square feet 
factory floor space in a new building 


Eureka Williams Corp. 


O. E. Nesmith has been nam 
director of engineering for the Eureka 
Vacuum Cleaner Co., it was announced 
by H. W. Burritt, president. Nesmit 
was previously chief engineer of th 
Williams Oil-O-Matic Heating Corp 

Burritt also announced appointments 
of Ralph C. Osborn as chief engineer 
of the Eureka division of the company 
and R. R. Potter, as assistant chic 
engineer to Osborn. F. L. Pierce wi 
serve the company as a consulting 
engineer. 


American Home Magazine 


Miss Edith Ramsay became House- 
hold Equipment Editor of the Ameri- 
can Home Magazine on January 2 
She was formerly coordinator i 
housewares and appliances at L. Bam 
berger and Co. in Newark, N. J. Prior 
service included buying for Hahne 
and Co., Newark. 


H. H, SHELDON 
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Modern 


You’ll have a MOTOROLA RADIO to fill the bill! 


Young Mrs. Conservative has furnished her home in sedate period styling. Mrs. Modern, on the 
other hand, goes for strictly functional design. You'll sell to both of them when you feature 
Motorola Radio, because Motorola’s complete line of lovely-to-look-at, thrilling-to-hear radios 
assures you that you will have a set to suit the taste and purse of every single one of your customers. 


MRS. CONSERVATIVE’S CHOICE is Motorola Auto- 
matic Radio-Phonograph Model 95F32—a gor- 
geous period cabinet in fine, mellow-grained 
woods. Like every Motorola Radio, its tone is 
radiant and life-like—its extreme sensitivity and 
selectivity is an electronic achievement. 


THEY BOTH GO FOR THESE 
EXCLUSIVE MOTOROLA 
FEATURES 


ROLL-O-MATIC RECORD CHANGER 
— just press a button—the door 
swings open, and the wonder- 
ful Motorola automatic record 
changer glides silently out into 
position for a full half-hour of 
uninterrupted musical enter- 
tainment. TOP-VUE TUNING— 
jyst press a button and the 
full-vision panel swings down 
for easy, chair-side dialing. 
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MRS. MODERN’S CHOICE is Motorola Automatic 
Radio-Phonograph Model 95F31B — a smooth, 
graceful cabinet in the,trend of tomorrow. Be- 
cause it’s a Motorola, its beauty is more than 
skin deep, and it gives the kind of performance 
that turns prospects into SALES. To hear 
Motorola is to buy Motorola! 
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There’s Only ONE 
Permaglas 


For the thousands of new homes being 
built... for every present home that will 
be improved and modernized . . . here is 
the one water heater that meets in every 
way the new demand for greater con- 
venience, better performance, longer- 
lasting service. 

SMITHway Water Heaters, lined with 
Permaglas—the sparkling blue, mirror- 
smooth glass-fused-to-steel— resist all 
tank rusting and corroding under any 
water conditions. Permaglas CANNOT 
rust or corrode! 


Send today for the whole story in the 
booklet, “The Inside Story of Perma- 
gilas.” Find out now the facts on 


Permaglas...a Great Aid to Sales 


With SMITHway Permaglas Water 
Heaters you have the most powerful new 
sales story in the home-appliance busi- 
ness... 


The monotriad glass-lined heater tank. 
Sanitary as a sparkling drinking glass. 
No tank-corrosion in the bath...no“‘tank- 
spots” on clean laundry. Sparkling clean 
hot water as pure as the source itself! 


INTERNA 
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SMITHway 
Permaglas 
Water Heaters deliver hot 
water as sparkling clean 

as the source itself! 


DIVIS 


ja INGLIS CO, LIMITED 


NEW POSITIONS 


Ten New Electromaster Appointees 


J. A. WATTS W. A. ROBERTS W. L. LEAVIS 


Electromaster, Inc. of R. Russell Brown as director of 
distribution and the addition of nine 
district managers. Mr. Brown has 
been a district manager for the past 
eleven years. 

The nine new district managers 
are as follows: E. G. Kramer 
Iowa and Nebraska; W. Alex 
Keuhlthau, Washington, Idaho and 
Montana; B. G. Sanderson, California 
D. L. Kirk, Missouri; E. R. Sigler 
Pennsylvania and Ohio; W. L. Leavis 
New England; F. E. Drouillard, 
Michigan; W. A. Roberts, Texas, 
Louisiana, Tennessee, and Arkansas; 


J. A. Watts, New York. 


In Detroit, Mich., Gerald Hulett, 
vice-president of Electromaster, Inc., 


Clark Supply Co. 


The Clark Supply Co., distributors 
and manufacturers of electrical and 
mechanical equipment in Milwaukee, 
has announced the appointment of L. E. 
Froling as sales promotion and ad- 
vertising manager. 


R. R. BROWN 


range and water heater manufacturing 
firm, has announced the appointment 


8. G. SANDERSON 


E. G. KRAMER 


W. A. KEUHLTHAU E. R. SIGLER 
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“CONTOUR-—FRONT” 


End View of Mor- 
ton Units Showing 


This profile of 
the Pantryette and 
floor units shows 
the flowing, grace- 
ful lines that give 
the housewife un- 
usual access to all 
sections. 

The sloping front 
of the Pantryette— 
which can be hung 
at any desired 

height—allows 
7 her to lean for- 
ward without 
dodging sharp 
corners. Sliding 
glass doors pre- 
vent bumped 
heads. Clean 
plane surfaces are 
not marred by 
open doors. Re- 
cessed front on 
floor cabinets 
gives ample knee- 

and toe-room. 


The installation of Morton units shown 
below was photographed in the Nash- 
Kelvinator exhibit at the Housewares and 
Appliances Show, Furniture Mart, Chicago, 
in January. 
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MORTON DESIGN IS MODERN DESIGN 


Your customers are improvement-minded. They have their hearts set on a 
post war type of appliances. They expect to see advanced styling—new ideas— 
progress in functional design. They are attracted to the new and disappointed 
in the old. That’s why you will be enthusiastic about the Morton Line... 
because it will please your customers. 


Fashions change in kitchen equipment, just as they do in automobiles or 
apparel. This creates sales for you, IF you keep pace with the change. Your 
reputation for quality and up-to-dateness is now building. You can enhance 
it with the Morton Line, for Morton quality is de luxe and Morton design is 
modern design. 


Write on your business stationery for name of Morton distributor nearest you. 
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CHROMY SAYS: | 


® 


= 


Chromalox Triangular 
Electric Range Units 


are Easier to Sell 


You'll say it’s so every time—when you stock CHROMALOX 
Triangulars. Housewives praise the advanced features . . . and 
you'll like the faster turnover and profits which are yours with 
CHROMALOX. 

CHROMALOX Triangulars are easier to service and install 
too. For with only two unit sizes and a supply of low-cost 
Adaptor Rings you service a// electric ranges. 

Here is your opportunity to capture the range unit replace- 
ment market. Write to the address below for folders CF-145 
and L-1023 giving replacement data on all electric ranges. 


CHROMALOX 
gives maximum cooking surface! 


Cross Section of INCONEL shecthed coil shows } 
excdusive CHROMALOX ITrienguler design 
which gives @ flatter, wide top eres. i 


EDWIN L. WIEGAND COMPANY 


7525 THOMAS BOULEVARD PITTSBURGH 8, PA. 


on new ranges and for replacements 
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NEW POSITIONS 


National Stamping and 
Electric Works 
Since 1920 Fred Stocker was sares 


and advertising manager of the Na- 
tional Stamping and Electric Works, 


FRED STOCKER 


then treasurer, then vice-president, 
Recently he climaxed his rise with 
election to the presidency of the Chi- 
cago concern. 


Majestic Radio and 
Television Corp. 
At a recent meeting of the board 


of directors of Majestic Radio and 
Television Corp., Illinois, Parker H. 


P. H. ERICKSEN 


Ericksen, director of sales, was ap- 
pointed a vice-president of the com- 
pany, it was announced by E. A. 
Tracey, president. Mr. Tracey said 
that Mr. Ericksen has been associated 
with the radio and appliance industries 
for almost 20 years. 


Airtemp Division, 
Chrysler Corp. 


Andrew F. Ward has been appointed 
director of packaged cooling sales by 
the Airtemp Division of Chrysler 
Corp. He has been associated with 
Chrysler since 1940, when he started 
as a district representative. In 1942 
he was transferred to factory sales. 

Clarence A. Rundall has been ap- 
pointed assistant director of heating 
sales by W. B. Shirley, sales director. 
He will specialize on stokers, the re- 
sult of 19 years in the stoker indus- 
try. 
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Sylvania Electric Products, Inc. 


After three years of Naval service 
Lt. Henry C. Johnson has returned 
to Sylvania Electric Products, Inc., 
as advertising manager of the radio 


H. C. JOHNSON 


division and in addition will assume 
the duties of directing the advertising 
and sales promotion of the Industrial 
Electronics and International divi- 
sions. 

H. Ward Zimmer, Sylvania’s vice- 
president in charge of radio tube di- 
vision, has announced the appointment 
of Bernard J. Erskine as manager of 
parts sales, with headquarters in Em- 
porium, Pa. Except for three years in 
the Navy, Mr. Erskine has been with 


B. J. ERSKINE 


Sylvania since 1934, holding positions 
as district tube sales manager in Pitts- 
burgh and as assistant to vice-president 
M. F. Balcom. 


Simmons Co. 


The electronic blanket division of 
the Simmons Co. has announced the 
appointment of three regional repre- 
sentatives who will develop the elec- 
tronic blanket program with electric 
utilities. They are Renwick S. Tweedy, 
serving the Atlantic division; E. A. 
Thom, Central division; and Frank T. 
Wolfe, Jr., Pacific division. Tweedy 
has recently returned from four years 
of naval service, prior to which he had 
been a Simmons employee since his 
graduation from Yale in 1936. Thom, 
a major in the-AAF, originally joined 
the company in 1933. Wolfe has been 
with Simmons for many years. 
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L. anticipation of a big upswing in 
appliance sales, we have been getting our plans 
ssume 
organized, particularly the financing we will want. 
divi- | 
“If I needed any that Commercial Credit 
ero | | gives both me and my customers more for the | | 
with money, your new set-up would certainly do the job. 
“We are appreciative of your fine service during 
our past eighteen years and are sure that ‘when 
are _ offered’, they will come from 
Commercial Credit.” 


tions Felevision Co. 


ident 
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You'll sell more 


because folks 
See more in the... 


TOASTMASTER 


TOASTER! 
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They know it best. 


It’s the one toaster they ask for by name because 
“Toastmaster” toaster advertising has always done 
the biggest, most consistent, best selling job—/for you. 
It’s doing that now with millions of messages monthly 
in Life, Post, Collier's, Good Housekeeping, True Story, 


Parents’ and Bride's Magazine. 


They want it most. 


It’s the original—made by the originators of auto- 
matic toasting—the ove brand of automatic toaster 
that more people own than all other makes com- 
bined! More quality toasters at the price that quality 
earns add up to more profit. You will sell more be- 


cause folks see more in the ““Toastmaster’’* toaster! 


TOASTMASTER 


**TOasSTMASTER™ is a registered trademark of McGraw Electric Company. Copr. 1946, 
TOASTMASTER Propucts Division, McGraw Electric Company, Elgin, Ill. 


NEW POSITIOXS. 


Berger Mfg. Division, 
Republic Steel Corp. 


Appointment of Gregory S. Palmer 
as assistant manager of kitchen cabj- 
net sales for the Berger Manufactur- 
ing division of Republic Steel Corp, 
Was announced recently by R. W. 
Helms, general manager of sal 

Mr. Palmer has been selling 2. 
kitchen cabinets in Virginia, Maryland 
and the District of Columbia si 
joined the firm in 1939, Previous to 
joining Berger, he did sales work for 
the American Radiator and Standard 
Sanitary Corp. of Pittsburgh and the 
Steel Kitchen Corp. of Chicago 


Worcester County Electric Co. 


John T. Healey has been appointed 
merchandising manager for the 
Worcester ( Mass.) division, Worces- 
ter County Electric Co. - Mr. Healey 
is a graduate of Fordham University. 
In 1940 he entered the utility’s employ 
in the industrial sales department. 


West Penn Power Co. 


Thomas G. Allan has taken over 
the position of manager of the dealer 
section of the West Penn Power Co. 
to fill the vacancy caused by W. D. 
Peters’ transfer to General Mills, Inc. 
Mr. Allan was formerly assistant 
manager; he started with the com- 
pany in 1931 as a salesman and later 
became senior dealer representative. 


J. H, MULLEN 


J. H. Mullen, general supervisor of 
the dealer section, was promoted to +5- 
sistant manager. He has been with '1¢ 
concern for 21 years as salesman, 5*'°5 
supervisor, dealer supervisor, and g¢"- 
eral supervisor of the dealer secti 
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ANOTHER 


STOKER 
EXCLUSIVE 


DESIGNED TO INCREASE YOUR VOLUME AND PROFITS 


ted 
Healey 
~ 
— 
‘ 
1 Over 
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@ At first glance you see the superior 
styling, the greater eye appeal that is 
skillfully engineered into the SMITH- 
way Stoker. Here at last is true func- 
tional stoker beauty that captures customer interest, wins 


buyer approval. 


Smart appearance lifts “America’s Outstanding Stoker" 


out of the class of clumsy basement equipment. It ac- 


silent tually adds to the appearance of the furnace room. 
Nor is SMITHway Stoker beauty “skin deep.” Be- 
trolled it Crew cot neath its smooth flowing lines lie the results of vast 
cing in new engineering strides. Consider, for example, the 
reuse n effict poe of fu Packaged Unit-Drive, which combines the motor, fan and 
from the me : , transmission in a single unit that is quickly and easily 
cial P g-in Mol elimi ot he joP replaced in less than four minutes. And Packaged Unit- 
simplifies servicin’ ‘ak ge-witing © Drive is just one of the 24 exclusive SMITHway Stoker 


features developed by the engineering staff of the world- 


famed A. O. Smith Corporation. 


B SMITH Corporation, Dept. E-3-46 
Milwaukee 1, Wisconsin 
Yes, I want further information on the SMITHway Stoker and its 
24 exclusive features. No obligation, of course. 
sor 
i¢ 
ING 
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Your community’s buying 
questions are answered here ae 


When the people in your community 
want to buy a product or service 
what’s more natural than to turn to 
the easy-to-find information in the 
Classified section of the Telephone 
Directory? 

The questions above are typical of 
thousands answered daily by the 
Classified. 

People everywhere use this popular 
guide to solve many daily household 
problems. It is of great help 
in bringing you and your 


prospects together. 
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POSITIONS 


Two high-ranking ex-soldiers hay. 
received important posts with iraybar 
Electric Co. New central district 
merchandising manager, as announce 
by G. J. Cossman, district manager, js 

| Lester W. Shaw. He combines 2 
| years of electrical experience with 4 
tour of duty as a lieutenant-colonel jp 
the Army Air Forces. C. S. Powel] 
Graybar vice-president, has announced 
that V. A. Elmblad has been desig. 
nated merchandising manager in the 
southwestern district. He will super- 
vise the sale of Hotpoint major appli- 
ances and Royal vacuum cleaners. He 
began his Graybar career in 192), 


| Graybar Electric Co. 
| 


aiter service in the first world wa: 
and took time out for the seco 34 
major in the air corps. 


Correction 


In our November 15 issue it was 
erroneously reported that L. J. 
Olivier had been appointed manager 
of the New Orleans office of the 
Graybar Electric Co. The 
should have read, “merchandising 
manager”. A. J. McCall is l 
manager of Graybar’s New O: 
branch. 


Philco Corp. 


Armin E. Allen, former pu 
for Philco and more recently a -\av4 
procurement officer, has rejome te 
firm as a product manager in t! 
division, according to L. F. ! 
vice-president in charge of th lio 
division of the Philco Corp. 
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Never before has any electric table range offered 
such a combination of flexibility, speed and econ- 
omy as the revolutionary new Samson TEMPO- 
FLEX. Unlike preceding types, it provides any heat 
. . « in hair-line graduations from 200 to 600 
degrees .. . and holds it steadily at the temperature 
selected by means of a dependable, enclosed ther- 
~~ mostatic ‘“pot-watcher” which automatically and 
a constantly checks the cooking surface. And because 
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any 


AUTOMATICALLY MAINTAINED 


SAMSON 


REVOLUTIONARY! 
SAMSON Jompo - Flex 


TABLE RANGES 


the full high wattage is used in attaining any 
temperature, the grids heat up extremely fast. 

One glance at the sleek, flowing lines of these 
modern Samson TEMPO-FLEX Table Ranges will 
tell you they are as far advanced in appearance 
as they are in performance. Add to these advan- 
tages their popular price, and you can readily 
appreciate what a broad new sales market they 
are bound to open up for you. 


HALLMARKS OF QUALITY: Unique Degree-Dial Temperature Control « Steel- 
Rock Heat Unit, quick heating, long-lasting « Enclosed Thermostat « One-piece 
Steel Body with baked-on white enamel finish « Black Plastic Feet and Dials « 
Polished Grids, with 1000-Watt High Speed Burner on RIGHT, 650-Watt Medium 
Speed Burner on LEFT « Approved Cord and Plug « 110-120 Volts, A.C. 
2-burner Deluxe Model features stainless steel body with white fittings. 


SAMSON UNITED CORPORATION, ROCHESTER 10, N.Y. 


SAMSON UNITED OF CANADA, LIMITED, TORONTO 
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community’s buying 
questions are answered here 


When the people in your community 
want to buy a product or service 
what’s more natural than to turn to 
the easy-to-find information in the 
Classified section of the Telephone 
Directory? 

The questions above are typical of 
thousands answered daily by the 
Classified. 

People everywhere use this popular 
guide to solve many daily household 
problems. It is of great help 
in bringing you and your 
prospects together. 


NEW POSITIONS 


Graybar Electric Co. 


Two high-ranking ex-soldiers hay, 
received important posts with Graybar 
Electric Co. New central district 
merchandising manager, as announced 
by G. J. Cossman, district manager, js 
Lester W. Shaw. He combines 4 
years of electrical experience with a 
tour of duty as a lieutenant-colonel jp 
the Army Air Forces. C. S. Powell, 
Graybar vice-president, has announced 
that V. A. Elmblad has been desig. 
nated merchandising manager in the 
southwestern district. He will super- 
vise the sale of Hotpoint major appli- 
ances and Royal vacuum cleaners, He 
began his Graybar career in 192), 


V. A. ELMBLAD 


after service in the first world war, 
and took time out for the second as a 
major in the air corps. 


Correction 


In our November 15 issue it was 
erroneously reported that L. J. 
Olivier had been appointed manager 
of the New Orleans office of the 
Graybar Electric Co. The item 
should have read, “merchandising 
manager”. A. J. McCall is still 
manager of Graybar’s New Orleans 
branch. 


Philco Corp. 


Armin E. Allen, former purchaser 
for Philco and more recently a Naval 
procurement officer, has rejoined the 
firm as a product manager in the radio 
division, according to L. F. Hardy, 
vice-president in charge of the radio 
division of the Philco Corp. 
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Never before has any electric table range offered 
such a combination of flexibility, speed and econ- 
omy as the revolutionary new Samson TEMPO- 
FLEX. Unlike preceding types, it provides any heat 
» in hair-line graduations from 200 to 600 
degrees .. . and holds it steadily at the temperature 
selected by means of a dependable, enclosed ther- 
mostatic “pot-watcher” which automatically and 
constantly checks the cooking surface. And because 
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ANY DEGREE OF HEAT... 


AUTOMATICALLY MAINTAINED 


SAMSON 


REVOLUTIONARY! 


SAMSON Jompo-flex 


TABLE RANGES 


| DIAL, set te 
degree of heat desirec 


the full high wattage is used in attaining any 
temperature, the grids heat up extremely fast. 

One glance at the sleek, flowing lines of these 
modern Samson TEMPO-FLEX Table Ranges will 
tell you they are as far advanced in appearance 
as they are in performance. Add to these advan- 
tages their popular price, and you can readily 
appreciate what a broad new sales market they 
are bound to open up for you. 


HALLMARKS OF QUALITY: Unique Degree-Dial Temperature Control « Steel- 
Rock Heat Unit, quick heating, long-lasting « Enclosed Thermostat « One-piece 
Steel Body with baked-on white enamel finish « Black Plastic Feet and Dials « 
Polished Grids, with 1000-Watt High Speed Burner on RIGHT, 650-Watt Medium 
Speed Burner on LEFT « Approved Cord and Plug « 110-120 Volts, A.C. 
2-burner Deluxe Model features stainless steel body with white fittings. 


SAMSON UNITED CORPORATION, ROCHESTER 10, N.Y. 


SAMSON UNITED OF CANADA, LIMITED, TORONTO 
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LANDERS, FRARY & CLARK ¢ NEW BRITAIN, CONN. 
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NIVERSAL dealers will enjoy a bright business future . . . For 

Universal features a diversified group of appliances and house- 
wares that answer every need. Each is outstanding in eye appeal and 
performance ... priced to assure rapid turnover. Every line reflects 
the latest design, the finest quality craftsmanship. 


4 Big Points of leadership! 


* First Among Fine Appliances 

* Scientific Business Building Plans 

* Hard-Hitting Point-of-Sale Promotions 

* Extensive Full-Page Color National Advertising 


Universal Electrical Appliances Distributed in Canada Exclusively by Northern Electric Company, Ltd. 
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FOR TODAY AND THE FUTURE... 


PINCOR POWER MOWER .. unequalled for smooth 
operation, dependability! You'll be proud to point out 
these features: extra power; 
lightweight, all-steel, welded 
construction; cutting height 
adjusted from !/2" to 2!/2" 
by a simple turn of a knob; @ble., precision 
built in every de- 
l-piece cutting unit, remov- 
able and exchangeable; 
sealed-in lubrication; built-in 
sharpener. 


HAND MODELS, TOO 
Tops in easy operation, quiet per- 
formance. They're 
all steel, light- 
weight, depend- 


Point for point, Pincor is 
far ahead of any mower on 


the market! PINCOR HEDGE TRIMMER 


Don't miss out on Pincor! i ; 
Pincor is going up, ‘way up! Get in on ~ ° 
a electric trimmer, built for 


the ground floor. Representatives are in 
the field right now with samples. Write or 


wire for catalog giving complete details. PINCOR POWER PLANTS 


500 te 10,000 watts. AC or DC Famous 
for dependability 


Pioneer Gen-E-Motor Corporation 


5841 Dickens Ave., Dept. EM-346, Chicaqo 39, Ill. 
Export Office: 25 Warren St., New York 7, U.S.A. Cable: Simontrice, U. S. A. 


LAWN MOWERS + HEDGE TRIMMERS + POWER PLANTS + WATER SYSTEMS 
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NEW POSITIONS 


Electronics Dept. 
General Electric Co. 


J. M. Lang, manager of the tube di- 
vision of G-E’s Electronics Dept., has 
announced the appointment of L. K. 
Alexander as manager of the Ken-Rad 
Division. He will be in charge of the 
operations of G-E Ken-Rad plants in 
Kentucky and Indiana and for the 


L. K. ALEXANDER 


management government owned plants 
in the same states. He has been a 
G-E accounting employee since 1933. 


Hill-Shaw Co. 


Milton K. Grey has been named 
executive vice-president of Hill-Shaw 
Co., makers of Vaculator glass coffee 
makers, according to an announce- 
ment by Henry Perlman, president. 
Mr. Grey joined Hill-Shaw in 1937 
from his own advertising firm in Chi- 
cago, in 1939 was appointed director 
of sales, and in 1941 became general 
sales manager. 


Galvin Manufacturing Corp. 


William LuJan has been named sales 
representative in the Rocky Mountain 
area for the Galvin Manufacturing 
Corp., makers of Motorola radios. Mr. 
Lujan is new to the Galvin organiza- 
tion. From 1935 to 1938 he was em- 
ployed by Western Auto Supply, where 
he supervised radio sales in their retail 


W. L, LUJAN 


stores in five states. More recently 
he was sales manager of the radio de- 
partment of the Central Supply Co, 
Denver. 


Borg-Warner Corp. 


Sales for the Detroit Vapor Stove 
Division of Borg-Warner Corp. have 
been placed under the direction of 
W. M. Davis, manager of gas range 
sales for the firm’s Norge division. 
Mr. Davis will continue to head the 
sales force for Norge gas ranges, 
meanwhile directing merchandising of 
the D.V.S. White Star line. He will 


M. K. GREY 


Joe E. Fishelson, former captain in 
the ETO, has stepped into the job of 
general sales manager. The post of 
assistant general sales manager is 
filled by Jon Zitz, recently central divi- 
sion sales manager. 

In line with the company’s increased 
promotional budget, J. C. Callahan, 
who recently resigned after eight years 
as copy chief and public relations 
director of Burton Browne Advertis- 
ing Agency, Chicago, has been ap- 
pointed director of advertising and 
public relations. 

Mr. Callahan's staff is being 
increased to handle the creation and 
production of new dealer helps, point- 
of-sale material, and a new public 
relations department. 


MARCH I, 


W. M. DAVIS 


be assisted by P. W. Blew, J. S. 
Plunkett, and C. H. Scheuerman. 


Stewart-Warner Corp. 


Leo G. Pambrun has joined the ad- 
vertising department of Stewart- 
Warner Corp. as assistant advertising 
manager in charge of the radio di- 
vision, it was announced recently by 
Fred R. Cross, advertising manager. 
Mr. Pambrun was released from the 
Marine Corps in November after 
three and a half years. Prior to mili- 
tary service he was assistant advertis- 
ing manager of the Crosley Radio 
Corp. 
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CORY brings better, easier coffee-making 
‘| for your customers—more profit for you! 
e FILTERS coffee only through coffee! 
¢ STEPS UP coffee flavor per cup! 
MAKE SALES e COFFEE touches nothing but taste-free glass. 
WN CORT There are no cloth, paper or metal filter parts. 
THE SALES LEADER! VICK RINSE and it's clean! 
! - ee 
PROFIT WITH THE Q eye-catching dis- 
MONEY-MAKING eA PATENTED Cory feature! play card before your 
Cory All-Glass e FITS ALL standard el ff k customers’ eyes—and 
Coffee Brewer and standard glass collee makers. pg _ we 
the patented Cory MILLIONS now in use! 
Gi Filter Rod. ‘ f d holds 12 ks 
magazines and newspapers: maker to work no 
from your Cory 
CORY ROD 
FILTER 
4- CORY GLASS COFFEE BREWER COMPANY 
rt- 
- 221 N. La Salle Street ° Chicago 1, Illinois 
by SALES AND DISPLAY OFFICES ... NEW YORK, LOS ANGELES, CAL. TORONTO, ONT., CANADA 
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four at a time! 


that build multiple sales. 


and other Arvins. 


slightly higher in far west. 


MODEL 544A isa typical 
Arvin Top Flight value. With its 


many features, at a price so low, 


customers will be buying three and 


It’s a fine chair-side companion 
in the living room, essential equip- 
ment to keep the cook in the kit- 
chen, and a basic necessity in every 


bedroom... good buying reasons 


To see it is to want it. To hear 
it is to buy it... for every room 
and everyone in the family. You'll 
write high-dollar sales tickets on this 


*Model 544—in wainut finish lists at only 
$15.40. All prices include federal tax— 


‘ The Complete ARVIN Line Includes 19 Models 


At Prices Your Customers Can Afford 


THE TINIEST ARVIN—one of 
seven table radios in a variety of | UNUSUAL radio record player in 
styles and sizes including two bat- small, distinctive, durable, easy- 
tery models—with top flight value —_to-carry case. There'll be a big de- 
in every price bracket. mand for this combination, 


ONE OF A GROUP of beautiful 
table combinations with many new 
radio, record-player and automatic 
record-changer 


FROM THE 10 THE “A 


THE FINEST ARVIN with FM-AM, 
automatic record-changer, and all the 
newest radio- phonograph features. Also 
three other floor models. 


ARVIN is the Name on Many Fine Products of NOBLITT-SPARKS INDUSTRIES, INC., Columbus, Ind. 


Radios + Electric Heaters, Electric Irons and Appliances « Outdoor Metal Furniture + Metal Chrome Dinette Sets * Laundry Tubs + Car Heaters 
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WESTINGHOUSE Cleaners 


Westinghouse Electric Corp., 
Mansfield, O. 


Models: Companion floor and hand 
cleaner. 

Selling Features: Two new features 
have been added to the prewar floor 
cleaner—‘“stepped wheels” which au- 
tomatically adjust the distance from 
rug nap to cleaner nozzle at the most 
eficient setting—this also adjusts the 
‘penetrator’ brush to correct posi- 
tion, which digs deeply into thick 
nap, relaying embedded dirt to noz- 
zle; new models incorporate a ‘bi- 
furcated’ handle—2 metal tubes at- 
tached to cleaner’s sides and joined 
near top to form the grip; a plastic 
motor housing is also used for lighter 
weight; upright cleaner has brown 
bag and 20 ft. cord; motor requires 
no oiling for life of cleaner; color 
matched attachments and companion 
hand vacuum cleaner are available 
for use with cleaner. 


Electrical Merchandising, March 1, 
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COMFORT-AIR Humidifier 


Hil-Lor Mfg. Co., 1431-1433 East 67th St., 
Chicago, 


Model: No 600 humidifier for homes, 
apartments and offices. 


Selling Features: Filters, moistens, 
grea and circulates air 24 hrs. 

a day on onlf about 1 kilowatt; 
aluminum fan blade ; galvanized steel 
reservoir; brass nuts, bolts and 
rods; wood fibre filter; 50 watt 
shaded pole a.c. motor makes 1550 
tpm’s; air delivery approximately 
12,000 cu. ft. per hr, evaporation 
} to 2 pts per hr.; reservoir capa- 
city approximately 3 gal.; baked 
enamel wrinkle finish in tobacco 
brown. 


Electrical Merchandising, March 1, 
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WALDORF Liqui-Mixer 


Vidrio Products Co., 134 W. 54th St., 
Chicago, 


Device: Waldorf 2-speed Liqui-Mixer 
No. 100. 

Selling Features: Liquifies, grinds, 
chops, blends, beats, whips, churns 
mixes; heavy, tapered, crystal 
clear, patented shape glass container 
holds 36 oz.; creates swirling vortex 
action free from “dead spots”; cut- 
ting unit made of stainless steel 1- 
piece, 4-blade knife; molded rubber 
collar inside metal ring holds glass 
container in place; heavy die cast, 


non-creep base is chrome plated; 
built-in motor supports insure rig- 
idity ; modern streamline design; 2- 
speeds, high for grinding solids and 
mixing heavy loads; low for blend- 
ing light liquids; motor rated 2.6 
amps; operates on 110-220 volts a.c. 
or d.c.; cutting knife turns at 20,000 
r.p.m. in high speed. 

Electrical Merchandising, March 1, 
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KITCHENAID Coffee Mill 
The Hobart Mfg. Co., Troy, Ohio 


Model; “A-10” 


Selling Features: Coffee mill for 
household, small commercial and in- 
stitutional use; complete unit in 
white Dulux plugs into any con- 
venient outlet; transparent coffee 
container holds 14 Ibs. bean coffee; 
grind regulator can easily be set 
for any of 17 grinds, and has mark- 
ings for regular, percolator, drip 
and vacuum pot; 2 or 3 lbs. may 


be ground continuously at the rate 
of 1 lb. in from 1 to 3 minutes, de- 
pending on grade of grind; gradu- 
ated receiving glass measures coffee 
as ground; 1.6 amps. motor for a.c. 


or d.c.; 13 in. high; 5 in. base diam. ; 
weighs 7 lbs. 
Electrical Merchandising, March 1, 
46. 
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MAGIC-FLO Coffee Brewer 


General Consumer Products Inc., 
4619 N. Western Ave., Chicago, Ill. 


Model: Lyric. 
Selling Features: Wide neck for easy 


cleaning; black plastic double-duty 
cover for upper bowl measures cof- 
fee and protects against bubbling 
over; added height of upper bowl 
also protects against boiling over; 
heat-resistant glass bowls trimmed 
with Palladium bands; black plastic 
handles; improved Multiple Filter 
made of statite and glass. 


Electrical Merchandising, March 1, 


1946. 


ROYAL Cleaners 
The P. A. Geier Co., Cleveland, Ohio 


Models: No. 177 and 210. 

Selling Features: Royal Super Grand 
No. 177 floor model is equipped with 
Adjustorite—automatic signal device 
which indicates when nozzle is 
properly adjusted to rugs; wide 
opening bag for easy emptying, re- 
inforced for extra durability; nozzle 
scientifically designed airflow type 
distributes suction evenly through 
entire width; heavy rubber nozzle 
bumper; dirt trap at bag inlet pre- 
vents dust from falling on floor 
when bag is being removed for 
emptying; scientifically designed 
headlight; high-speed Black & 
Decker motor; rubber handle grip; 


trigger switch at finger tips; tilt- 
lock handle; revolving brush has 
triple adjustment, mounted in dust 
sealed bearings automatically lubri- 
cated. 

Royal Cylinder model 210 has su- 
per efficient power unit with automa- 
tically lubricated motor bearings; 
new type dust and germ filter; easy- 
to-empty dust receptacle; swivel 
nozzle with patented sweep action 
brush; soft, flexible hose with per- 
manently connected, curved exten- 
sion tube; 2-piece wand; air-tight 
connections on hose and wands ; full 
equipment of tools for “above- floor” 
cleaning ; moth proofing sprayer. 


Electrical Merchandising, March 1, 
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FARADAY Broilmaster 
Faraday Electric Corp., Adrian, Mich. 
boils, 


Device: Broilmaster broils, 


toasts and fries. 

Selling Features: Broils eng in 
any frying pan—simply plug Broil- 
master into regular 110 volt cur- 
rent, place over frying pan and when 
pan is hot drop in steak, which is 
broiled in 5 to 7 min.; easy to clean; 
extra base supplied for boiling and 
frying operations. 

Electrical Merchandising, March 1, 
1946. 


HYDRO-AIRE Heater 


Hydro-Aire Appliance Division, 626 N. 
Robertson Bivd., Los Angeles, Calif. 


Device: Hy-Temp heater. 

Selling Features: Industrially designed 
and engineered for a competitive 
market both city and farm; reflector 
type, designed to give maximum heat- 
ing and minimum economy ; no con- 
vection; heat is radiated in all di- 
rections ; over-all dimensions 12 in. 
high, 17 in. long, 10 in. deep; 1320 


watts, 110-120 volts, a.c. or d.c. 
Electrical Merchandising, March 1, 
1946 
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OUTSTANDING ADVANTAGES 


1 


Trigger Operated Automatic 
Feed—a touch of the trigger dis- 
penses the solder! 


. Micrometer Control of Amount 


of Solder Ejected—from 1/16” to 
3/8” lengths! 


. Anti-Fatigue Balance —Light 


Weight —can be used for hours 
without tiring the operator! 


_ Retracting Feature—Automatic in 


action prevents melting of excess 
solder on tip! 

Cooling Vanes—dissipate unused 
heat, keep iron at proper work- 
ing temperature. 


. Non-Corrosive Tip—covered with 


@ new, non-corroding alloy— 
needs no filing! 

Safety Utility Base—provides 
resting place for iron, protects 
operator and bench from burns. 
One-Hand Operation—leaves one 
hand always free to hold work! 
Cool Handle— made of molded 
non-conducting bakelite. 

Easy Loading — sliding cover pro- 
vides quick access to loading 
chamber! 

Easy to Clean—tip never needs 
filing. Wipe clean with flux paste. 
Modern Design, Sturdy Construc- 
tion—stainless steel used liberal- 
ly throughout. 


Each -Molic comes 
Shipping wt. per carton of 12 units approx, 42 Eis, 


NATIONAL SALES REPRESENTATIVE 
MARTIN CARLSTEIN & ASSOCIATES 
1150 BROADWAY, NEW YORE 1, N. WH 


FOR 


FURTHER DETAILS 


MARTIN CARLSTEIN & ASSOCIATES 


1150 BROADWAY, NEW YORK 1, N.Y. 


MAIL THIS COUPON TO 


NAME...... 
COMPANY...... 


ADDRESS.... 


ELEC APPLIANCE 


NEW RADIO PRODUCTS 


ELECTRONX Radio-Communi- 
cator 


Lectradio Corp., 4 St. Francis St., 
Newark, N. J. 


Device: Combination radio receiver 
and wireless intercommunicating 
system. 


Selling Features: In addition to radio 
receiver features, Electronx carries 
the voice from point to point with- 
out special interconnecting wires— 
by simply plugging into nearest 
light socket you can talk instantly 
to another person who has a similar 
instrument in another room, office 
or on another floor; fully automatic 
—if radio program is turned on it 
automatically cuts out when radio 
unit is called by another unit; com- 
munication can be effected even 
when radio receiver is turned off. 

Electrical Merchandising, March 1, 
1946 
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CAVALCADE Phonographs 


Cavalcade Industries Inc., 39 S. La Salle 
St., Chicago, Ill. 


Models: Automatic record player and 
portable electric phonograph. 

Selling Features: Automatic record 
player plays twelve 10- or 12-in. 
records; 110 volts ac. all electric 
tube amplifier; 5 in. p. m. speaker; 
produces rich, deep tone reproduc- 
tion of high fidelity and volume; 
maroon with matching plastic tone 
arm and knobs, 144x144x11 in. Port- 
able phonograph plays 10 or 12 in. 
records; high fidelity reproduction, 
110 volts ac.; 30 tube amplifier; 
14 oz. crystal pickup; 5 in. p. m. 
speaker; in blue, brown, maroon or 
antique whitc leatherette case with 
plastic handle, easily removable top. 

Electrical Merchandising, March 1, 
1946. 
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| PAT. APP, FOR 
easu the solder—ejects the 
—— 


SOME DAY YOU MAY HAVE TO DIG FOR SALES National advertising starts this month. So see 
. . . THEN YOU’LL BE GLAD YOU BUILT TRADE 


your distributor or wholesaler today . . . start to 
ON A GOOD SOUND NAME LIKE SESSIONS! 


build an assured future sales volume with a gen- 


Just a little bit of horse sense will tell you that ‘TU’ P rofit margin with Sessions: 


dollars won’t always be growing on trees for your 


customers — or you either. HERE TODAY! 
So if you’re wise you'll use today’s opportunities WALL CLOCK 386W. Plastic 
to establish a sound line of clocks that will help to cose, white, 7 x 778 . Dependable, 
quiet, Sub-Synchronous Motor, 
' bolster your business when the easy dollars ease off. Convenient bottom set. 
™ The soundest line we know of today is Sessions 
nd Self-starting Electric Clocks, featuring an alarm 


. 2%”, Silent, Sub-Synchronous 
clock second to none in post-war features. New, Gabon: vis 
in. : : bility dial. Handy adjustment o 
vic separate, adjustable alarm mechanism operates 
! 
- from a soft tone to a roar! A clean beauty as a oxuse moens to conn 


feature item! 


essions (locks 


FORRESTVILLE, CONNECTICUT » MERCHANDISE MART, CH/CAGO 
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Order Today for 


Immediate Delivery 


TWO BURNER ELECTRIC TABLE STOVE 
Complete Range of 6 Cooking Heats 
©. P. A. Approved. Retail $17.60 


From simmering low to keep foo 


for pan broiling and frying. Sold only in standard packages of 12—Each 
Net 


ONE BURNER STOVE 


Three Heat Burner 
O. P. A. Approved. Retail $4.95 

® High, Med. and Low heats. Two 
switches, complete with cord attached. 
A smartly styled, highly efficient unit 
that combines the pace es capacities 
of commercial ranges with domestic re- 
quirements. Handsomely finished in black and white enamel. Constructed 
with the best available material for excellent performance. 

Sold only in standard packages of 12—Each Net 


* 
ELECTRIC HEATER 


O. P. A. Approved. Retail $6.95 
© For home or industrial use. Constructed of 
heavy gauge steel, stainless steel reflector, 
streamlined design, finished in Brown Baked 
enamel. Sold only in standard packages of 6. 


$4.66 


ELECTRIC COFFEE MAKER SET 


©. Appreved. List $9.98 


© Consists of a beautiful Electric Coffee Maker Stove, 8 cup Glass Coffee 
Maker, attachment for Grilling, also attachment for Making Toast. Sold 
only in standard carton of 12 sets—Each Net.................. $6.12 


©@ Prices on above items F.O.B. Chicago. Terms 2% dis- 
count check with order or C.O.D. Railway Express. Net. 


INTERSTATE ELECTRIC SUPPLY CO. 


4754 W. CLARK STREET CHICAGO 40, ILLINOIS 


ELECT 


INTERSTATE APPLIANCES 


©.P.A. Prices Include Tax 


© Range of 6 cooking heats. High Med. and Low heats on both burners. 
a at serving temperatures, to excess high 
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APPLIANCE 


NEW PRODUCTS 


rection to each other—the forward 
stroke of one blade being balanced 
by return stroke of other blade; wil] 
not stall when cutting heavy stalks: 
duo-position cutting head may be 
locked in 2 different positions; Uni- 
versal type motor for a.c. or dc.; 
has 104 in. cut; weights approxi- 
mately 5 lbs.; can be supplied with 
74 in. blades for continuous heavy- 
duty trimming. 

Electrical Merchandising, March 1, 
1946. 


COLDAIRE Home Freezer 


Distributed by Coldaire Corp., 56 E. 
Walton Place, Chicago, Iil., and manu- 
factured by Kellett Aircraft Corp., 
Philadelphia, Pa. 


Device: Coldaire Food Chest—storage- 
freezer cabinet 3-cu. ft. capacity for 
average urban family. 

Selling Features: Flush counter bal- 
ance lid, table-top height and re- 
cessed base; holds 120 lbs. frozen 
foods; extraneous “hardware” and 
useless extras have been omitted, ac- 
cording to the manufacturers, to en- 
hance the beauty and simplicity of 
the cabinet. 

Availability: “Production starts in 
February, reaching full-scale deliv- 
eries in March or April.” 

Electrical Merchandising, March 1, 
1946. 


G-E Refrigerator Lamp 


Lamp Dept., General Electric Co., 
Nela Park, Cleveland, O. 


Device: 40-watt lamp specially de- 
signed for use in mechanical re- 
frigerators. 

Vv Selling Features: Smaller in size than 
G-E 40-watt general service lamp— 
saves refrigerator space and reduces 
cost of lamp shield, also produces 
more light than bulbs of compar- 
able size and lower wattage; inside 
frosted, has medium screw base, de- 
signed for 120 volts and has rated 
life of 1000 hrs. 

Electrical Merchandising, March 1, 
1946. 


PLUGMASTER Cord Set 


Faraday Electric Corp., Adrian, Mich. 


Device: Plugmaster cord set that will 
fit toaster, iron, coffee maker, grill 
waffle iron regardless of whether the 
terminals are round or flat, whether 
they are 4 in. apart or 14 in. apart. 

Selling Features: Self-adjusting jaws 
plug in as though plug was made es- 
pecially for that particular appli- 
ance; modern design, sturdily built 
and comes complete with high qual- 
ity 6-ft. cord. 

Electrical Merchandising, March 1, 


1946. HANKSCRAFT Bottle Warmer 
The Hankscratt Co., Madison, Wis. 


Device: Automatic baby _ bottle 
warmer with vaporizer attachment 
No. 1013A. 

Selling Features: Water is poured in- 
to base and turns to steam warm- 
ing milk, when water is gone milk 
is at correct temperature and current 
shuts off automatically ; as a vapor- 


izer cotton or gauze dipped in 
te Hedge medicant is placed in vaporizer 


container—steam passes through 

Kautman Mtg. Co., Manit Wis. container and carries medicant 
e 

Device: Hedge trimmer. 


through nozzle for inhalation; a.c., 
Selling Features: Double action blades — Merchandising, March 1, 


ivory finish. 
—both blades move in opposite di- 
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Several Miracle Appliances are al- 
most ready for delivery, and others 
will follow in rapid succession. 
The complete line of Miracle 
Traffic Builders includes: 


® Automatic Coffee-Makers 
® Automatic Roasters 

® Steam Irons 

® Fore-N-Aft Pointed lrons 
® Vacuum Cleaners 

® Carpet Sweepers 

® Lightweight Irons 

® Room Heaters 

® Portable Food Mixers 

® Automatic Hot Plates 

® Waffle Irons 

® Toasters 

® 9-Burner Grills 

® Flour Sifters 

® Vibrator Massagers 


ALLOCATION BASIS 


DELIVERIES TO BE ON 


‘want See... 


COMPACT SHELF HEIGHT Compact... 


BOWL SPINNING 
ON TURNTABLE 


POSITIVE MIXING ACTION 


ELECTRICAL MERCHANDISING—MARCH 1946 


ELECTRIC COMPANY 


@ Jump on the bandwagon now! You'll head for volume sales 
and tremendous profits with this exciting, marvelous, revolutionary new 
Miracle Mixer that doesn’t have a feature that isn’t NEW. Look at them... 


v Power-driven turntable that spins mixing bowl. 
¥v Positive mixing . . . bowl revolves from center to side, from side to center 
in direction opposite beater action. 
12 speeds, with governor control. 
only 8 inches high. 
Hinged Swinging Arm for mixing drinks. 
vy Built-in power unit for meat-grinder and other attachments. 


And many others. It’s a housewife’s dream come alive, an always-ready-to- 
use, all-purpose, easy-to-clean, handy-to-store mixer... a dream, made to 
last a lifetime... of baked white enamel with black plastic fittings and 
polished aluminum arm. QUEEN OF ALL MIXERS, destined for stardom 
in every American kitchen, and like all Miracle Traffic Builders... it will 
be in your store in the near future. 
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and dust off counter space 
for Kitchen Aid! 


Do you know your KitchenAid dis- 
tributor? 
Yes? Then you're sitting pretty. 
No? Then you're missing the best 
bet in the field, Write us a letter to- 
day, and we'll send you his name and 
address by return mail. You'll want 


quick action to cash in right now on 


The Hobart Manvfacturing Co., KitchenAid Division, Troy, Ohio 
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the pentup demand for these top- 
quality mixers and unique kitchen 
coffee mills—and we'll be glad to give 
it to you. 

Remember, KitchenAid pioneered 
the home mixer field—has led in qual- 
ity and performance ever since. Better 
write today. 


ELECTR 
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NEW PRODUCTS 


3-PURPOSE Grill 


Madden Siegnious & Co., 122 E. 42nd St., 
New York City 

Device: 3-Purpose electric grill. 

Selling Features: Toasts, grills, fries 
and broils; for use in small apart- 
ments, camps, over-night cabins, 
etc.; heavy aluminum frying pan 
fits over cooking unit for frying 
makes attractive “sizzling platter” 
for table use; patented detachable 
handle fits easily on crumb tray 
or frying-pan and can be removed 
during cooking; for broiling fry- 
ing-pan is removed and meat is 
placed directly on stainless steel 
rods of cooking unit; heating ele- 
ment gives high heat on 900 watts. 

Electrical Merchandising, March 1, 
1946. 


RACINE Razor 
Racine Universal Motor Co., 1637 Goold 


St., Racine, Wis. 

Device: Deluxe Esquire 
razor. 

Selling Features: Combines sanitary 
wet shaving plus an invigorating 
face massage in one operation; 
chrome-nickel head, mahogany col- 
ored plastic body; 6-ft. approved 
cord; uses any Gillette type double 
edge blade for use on 110-115 volt 
a.c.; 7,200 cutting strokes per min. 

Electrical Merchandising, March 1, 
1946, 


electric 


ELECTRA-SERVE Bottle 


Warmer 
Electrical Industries, 42 Summer Ave., 
Newark, N. J. 
Device: Electra-Serve baby bottle 
warmer and vaporizer 
MARCH I, 


Selling Features: Sanitary white 
porcelain with rounded corners; 
long-life element with automatic 


shut-off, a.c. only; for use as q 
bottle warmer add 1-tablespoon of 
water and plug in—a full bottle will 
heat in 3 min.; automatic control 
shuts off power after elapse of 
proper heating time—shut-off pre- 
vents overheating of milk and pre- 
vents bottle breakage, for use as a 
vaporizef—a separate receptical re- 
ceives inhalent, prevents staining of 
warmer unit; an exclusive uni-vent 
feature permits direction of vapor to 
exact location in a concentrated, 
effective mist. 

—— Merchandising, March 1, 
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KELLOGG Koiled Kords 


Kellogg Switchboard & Supply Co., 
6650 S. Cicero Ave., Chicago, III. 


Device: Self-retracting Koiled Kord 
for use with appliances such as flat 
irons, roasters, toasters, grills, hot- 
plates, heaters, etc. 

Selling Features: For ironing Koiled 
Kord should be attached to an out- 
let about 12 in. above level of iron- 
ing board—if wall outlet is too low 
mount on ordinary hook or fasten 
small plastic plug-in connection to 
wall where it will be properly lo- 
cated for permanent use. 

Electrical Merchandising, 
1946. 


March 1, 


ZEPHYR Heater 


Zephyr Distributing Co., 317 Monroe St., 
Passaic, N. J. 


Device: Zephyr portable heater. 

Selling Features: Sealed-in element 
has 34 aluminum fins and a patented 
cast aluminum core; 1320 watts, 110 
volts, a.c.-d.c.; weighs only 6% Ibs. ; 
14 in. wide, 9 in. high, 5 in. deep; 
walnut finish; suggested for use in 
summer homes; sick rooms; bath 
rooms; offices; poultry houses, etc. 

Electrical Merchandising, March 1, 
1946, 
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He Will Give You The Angles On Los Angeles. 


T= the motion picture industry — take 
15,000 oil wells, a large share of the nation’s 
natural gas supply and a sea teeming with fish 
—take the world’s finest climate, the country’s 
richest agricultural region and a $200,000,000 
tourist industry — and what do you have? 
Southern California? 


No — not yet. For on this basic 


out parallel in the nation. And here is a market 
which calls for intimate, searching, day-by-day 
examination of area and people—the kind of ex- 
amination that is second nature to amewspaperman. 


Selling facts of such a nature are what the Hearst 
Advertising Service is prepared to lay before you 
today—not only on Los Angeles and Southern 

California but on nine other key 


economy of Southern California— CALL THE H-A-S MAN markets of America. The H-A-Sman 


on this broad bulwark of natural 


has behind him a storehouse of in- 


wealth — you must place an indus- 
trial economy which was already 
fifth in production and first in diver- 
sification among all U.S. industrial 
areas in 1939. In Southern Cali- 
fornia the war only accelerated an 
industrial economy which was 
already expanding. 


Just drop us a note formation drawn from constant 
saying, “I’m inter- 

ested in your market COMtact with sales and advertising 
information on (nam executives and from important 


your type of product).”’ 
research sources. 


Hearst ADVERTISING SERVICE 


HERBERT W. BEYEA, Manager 
959—8th Ave., New York 19, N. Y.—Offices in principal cities 


Many sales and advertising execu- 
tives throughout the country are 
profiting by this information. 
Why not call in the H-A-S man 


Here is a sales setup virtually with- today? 


Representing: 
New York Journal-American «+ Pittsburgh Sun-Telegraph + Chicago Herald-American 
Baltimore News-Post-American * Boston Record-American-Advertiser * Detroit Times + Albany Times-Union 
San Francisco Examiner + Los Angeles Examiner «+ Seattle Post-Intelligencer 
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THEY'LL 
MARVEL AT 
THESE 
JEWELED 
FEATURES 


— 


"STAGGERED" COOKING TOP 
"SIMMER-SPEED" BURNERS 

LARGE "3-in-1" OVEN 

“GLO” BROILER 

"SCIENTIFIC" COOKING CHARTS 
“INSTA-FLAME" TOP LIGHTER 
"INSTA-MATIC" CLOCK CONTROL 
"SEAL-TIGHT" DOORS 
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NEW BIRTMAN DISTRIBUTOR— J. H. Joseph, who has been in the vacuum cleaner 
business since Heck was a pup so high, is now distributor for four states for Birtman 
vacuum cleaners. Headquarters are in Chicago, and his firm, the Sheridan Vacuum 
Cleaner Co. He is announcing the news to R. C. Werth of Electrical Merchandising. 


DISTRIBUTOR NEWS 


COLORADO 


The former General Sales Co. of 
Denver has undergone a change of 
name to the Marcus Brothers General 
Sales Co. The firm has announced 
that it will distribute the following 
lines: Apex, Fada, Sperti, Waverly, 
Dormeyer, Merit-Made, Samson 
United, and Swartzbaugh. 


DELAWARE 


New sales manager of the appliance 
division of the Wilmington Jobbing 
and Distributing Co. is Howard Gibb, 
formerly with Nesco. 


INDIANA 


Russell Davis is the new manager of 
the Budlock Refrigerator Supply Co., 
Inc., Boonville. 


1OWA 


At a series of meetings held in 
January in the showrooms of the 
A. A. Schneiderhahn Co., Inc., Des 
Moines, dealers had an opportunity to 
view the new Zenith 30th anniversary 
line of radios and radio phonographs. 
Three meetings were held each day 
during the period of January 14-20. 
R. E. McCarthy, president of the dis- 
tributing firm, welcomed the dealers 
and presented sales manager G. E. 
Keeton, who described the 26 models. 
The Zenith factory was represented by 
James Henry, mid-west divisional sales 
manager, and F. T. Sterritt. assistant 
advertising manager. 


MICHIGAN 


Five major appliance lines will be 
distributed by the newly incorporated 
Welker Supply Co., 846 W. McNichols 
Rd., Detroit. E. H. Welker is presi- 
dent; Judge Ernest P. LaJoie is vice- 
president; and Mr. Frank J. Brady is 
secretary-treasurer and general man- 
ager. The firm expects to open 
branches in Grand Rapids and in To- 
ledo (Ohio). 


A one-story building has been pur- 
chased at 2700 Locust St., St. Louis, 
by the Roehr Distributing Co. The 
firm will use the building, following 
remodeling, as offices and distribution 
headquarters. 


NEBRASKA 


The Mid-West Distributing Co. has 
been established at 1502-12 Capitol 
Ave., Omaha, by D. R. Hoberman and 
B. C. Hoberman. The firm has a 
franchise for distribution of Automatic 
Radios and also carries heating and 
ventilating appliances. 


NEW JERSEY 


Emerson-New Jersey, Inc., distribu- 
tors of Emerson radios in 14 counties, 
has announced that it has entered fair 
trade agreements in the state. During 
December the firm was able to release 
sample radios to its dealers. 

The Howard Ribnik Agency, which 
commenced operations on February 15 
in Newark at 216 Market St., plans 
to distribute electrical appliances as 
well as stationery and office equipment. 
Howard Ribnik is proprietor and man- 


ager. 


NEW YORK 


J. Carl Clinkenbeard is the new sales 
manager of the appliance division of 
the Tri-State Distributing Corp., 8th 
St. and Broadway, according to an 
announcement by president A. A. 
Wenstrup. Mr. Clinkenbeard has been 
active in the radio and appliance in- 
dustry for 20 years, first as manager 
of a retail department store in Missourt 
and later as a sales manager for dis- 
tributors in St. Louis and Kansas City 

The Chapin-Owen Co’s showings 
of the Zenith radio line in the Hotel! 
Seneca, Rochester, were attended by 
150 appliance dealers. ; 

The Rochester Radio Supply Co. 
formally opened its new headquarters 
at 114-118 St. Paul St. early in Feb-_ 
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Learn the extra extra advantages 
ICEBERG Frozen Food 


And read how 
ICEBERG leads 


: © Comfort to the Consumer 
© (ost and ease of Installation 
| © Efficiency of Operation 
© Exclusive Features 
© Construction 


L. YOU ARE interested in becoming a Distributor 
| for Iceberg Refrigerated Locker Systems’. . . if you 
are a dealer who would welcome an extra profit 
line...if you are looking around for a brand new, 
money-making industry in which to invest your 


capital and your time... then Iceberg Lockers give 


you mighty important facts to consider. Send for 
your copy of Fact-full Booklet today to Iceberg 
' Refrigerated Locker Systems, Inc., Empire State 


Building, New York City. *Reg. U. S. Pat. Office 
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ICEBERG REFRIGERATED LOCKER SYSTEMS: INC. 


EMPIRE STATE BUILDING, NEW YORK CITY 
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PANEL FANS 


ATTIC FANS 


ings ready for in- 
stallation. 24”, 30”, 
36”, 42”, 48” sizes. 


Wholesalers and their dealers, who ordered FAN- 
PAC units before 1946 production was sold ouf, 
will be repaid well for their foresight. Aside from 
profits, they will earn large measures of customer 
good-will that will accrue from all these features 
and advantages of the FAN-PAC line: 


y Non-Overloading Power 6 Enclosed Motors of Recog- 
Characteristic. nized Make. 
@ Certified Wind Tunnel Nationally Advertised. 
Capacities. Dealer Sales Helps. 
"3 Square Panel Mounted for 8 Sold Through Regular Trade 
| Easy Installation. Channels. 
| 4 Scientifically Correct 
Air Inlet. 
5 Cushioned Motor Mountings. 


Quiet. 


FAN-PAC ...A DeBothezat Product 


For more than 20 years, DeBothezat Fans have been 
widely used throughout industry. The scientific knowl- 
edge gained in their exacting applications is directly 
reflected in the design, construction and efficiency of 
the new "FAN-PAC” Attic and Panel Fans. 


PACKAGED VENTILATION 


DeBothezat Fans Division, American Machine and Metals, inc. © East Moline, Illinois 
District Sales and Engineering Offices in Principal Cities 
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ruary with an electronics show. In- 
cluded were television and frequency 
modulation equipment, a display of the 
manufacture of microphones, communi- 
cations equipment, special purpose and 
industrial tubes, laboratory and in- 
dustrial instruments. 

The National Sales Co., a subsidiary 
of the National Paper Co., 365 North 
St., Rochester, has added the whole- 
saling of radios and appliances to its 
established activities. 

Major appliances and radios devei- 
oped by the Allied Purchasing Corp. 
and Gimbel Brothers will be distrib- 
uted exclusively on a nationwide basis 
by the Ambassador Distributors Co. 

Bruno-New York, Inc., has an- 
nounced the acquisition of a franchise 
to distribute Presto Pressure Cookers 
and Canners. The firm has leased a 
total of three floors in the building at 
460 West 34th St. and is making alter- 
ations which are expected to result in 
“the most modern distributing plant in 
the country.” 


NORTH CAROLINA 


Caroline Appliance Distributors, 
Inc., Raleigh, have been named distrib- 
utors for Bee-Vac washers and vacuum 
cleaners in western North Carolina. 
Sample shipments of cleaners are ex- 
pected to be on their way to dealers in 
the near future, according to L. A. 
Wiggins, president. 

Victor Shaw, Inc., Charlotte, con- 
ducted a dealer meeting: at the Hotel 
Charlotte on February 12 at which the 
new Olympic radios were presented by 
H. D. Murray, sales manager of the 
Olympic Radio and Television Corp. 
J. F. Crossin, Olympic sales super- 
visor, discussed policies, plans and pro- 
duction. 


DISTRIBUTOR'S DAY: David Levinson, 
who distributes Crosley products in Te! 
Aviv, Palestine—when he can get them— 
took drastic action to hurry shipments 
of radios and refrigerators. Objects of 
his wrath are John W. DeLind, center, 
Crosley export director, and Tye M. 
Lett, assistant export director. Mr. Levin- 
son said that snow was unknown in 
Palestine but demonstrated that it hed 
its advantages. 
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r WOMAN’S HOME COMPANION 


250 PARK AVENUE, NEW YORK 
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A-h-h! Those extra dollars we sensible 
retailers will get out of this picture. And 
so easy. We just (1) Check these advertised 
products. (2) Display them in the window, 
on counters this month with a copy of | 
the Companion... or service pages from 
it. (3) Then cash in. Because products ad- 
vertised in the Companion 


move even faster when you 
display them with current 
copies of the Companion. 
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A MASTERPIECE OF PRODUCTION 


ano a oe0t-Seller roo: 


The enviable reputation of Electresteem 
is based on years of trouble-free performance. 
Thousands upon thousands of folks 
enjoy “steam heat from a wall plug” 
. without any service worries. You 
can sell Electresteem — the original 


portable steam radiator — with con- 


fidence. There’s nothing “just like it!” ach 
Electresteem is Nationally Advertised! 


GET ON THE 


PROFIT BEAM 


with Slectresteem / 


DETROIT 8, MICHIGAN 


evaporates. 
‘Longlife’’ 


washed with 


PORTABLE STEAM RADIATOR | 


ECTRIC STEAM RADIATOR 


Another Slectresteem Best Seller 


WARMS baby’s bottles 
BOILS eg9 or potato 
HEATS baby’s food 
VAPORIZES for colds 


Easy to use; shuts off 2 
avtomatically when water 
Exclusive 
heating ele- 
ment. Sanitary, con be 


the dishes. 


IMITATIONS are very flattering 
but there’s only one ORIGINAL! 


Late 


‘CORP. 


DISTRIBUTOR NEWS 


OHIO 


Chambers Electronic Supply Co., 
1104 Broadway, Cincinnati, expects to 
further its expansion program with 
the addition of a new building sched- 
uled for erection in the early future. 
The firm, currently distributor of the 
Garod radio, plans to deal in items 
used in radio and industrial appliances. 

Hutchinson Bros., 31 W. Mound St., 
Columbus, has announced several pro- 
motions in preparation for an expanded 
merchandising program. Jack Ballan- 
tyne, sales manager for the past six 
years, has been upped to assistant gen- 
eral manager. Andrew Fela has been 
named appliance manager while L. C. 
Clark has been named plant manager 
of the Hutchinson Bros. Mfg. Co., a 
separate division, The retail division 
of the firm, in addition to its distrib- 
uting and manufacturing sections, is 
also planning expansion to a complete 
line of furniture, kitchen equipment 
and appliances. 

With Albert M. Kahn as president 
and David Eggenberger as vice-presi- 
dent and general manager, Home Prod- 
ucts, Inc., organized in January, will 
take over the business of the Estate 
Heatrola Appliance Co., 8th and Race 
Sts., Cincinnati. Also interested in 
the venture are Felix L., Elizabeth S., 
and David S. Kahn. The firm will 
distribute Heatrola products and will 
add radios and refrigerators at a later 
date. 

Bruce R. Fulwider has been ap- 
pointed regional manager for the Rod- 
ney Young Co., 228 West Seventh St., 
Cincinnati, appliance distributing firm. 
During the war Mr. Fulwider was 
technical administrator at Wright 
Field. He first entered the appli- 
ance business at Mattoon and Paris, 
Ill., and later became regional manager 
for a leading washing machine manu- 
facturer. 

Julius N. Zeckhauser, president of 
Frank and Seder of Philadelphia, has 
announced his resignation, effective 
March 15, to take over control of the 
Brown, Eager and Hull Co., Toledo, 
Ohio, one of the oldest distributing 
firms in the Middle West. Additional 
offices will be opened in Philadelphia. 
Mr. Seder is replaced at Frank and 
Seder by MacWilson, former manager 
of the downstairs store of Joseph 
Horne and Co., Pittsburgh. 


Automatic Laundry Distributors, 
Inc., in cooperation with Westinghouse. 
have 32 Laundromats in full operation 
in Mansfield, Ohio, where a woman 
can do her laundry for 25 cents per 
nine pounds. Evans Products Co. engi- 
neers installed nine Evans oil-burning 
water heaters, and without special 
equipment furnished more than enough 
hot water to fulfill the requirements of 
the 32 Laundromats in operation. A 
lounge is provided for the customer- 
washers where they may relax and 
read while the machines do the work. 
Lloyd C. Strite, president of Auto- 
matic, plans expansion of the service 
to various cities. Additional features 
will be introduced, including clothes 
dryers, electric ironers, sunlamps, 
Sterilamps, air conditioners, and the 
Precipitron air cleaner. 


PENNSYLVANIA 


E. H. Scholif and Co., Inc., Allen- 
town, is adding a full line of electrical 
appliances to its wholesaling activities. 

Philadelphia Electronics, Inc., which 
recently entered the appliance whole- 
sale field, has announced the opening 
of a showroom and sales offices at 2013 
Walnut St., Philadelphia. The firm 
has been appointed distributor for 
Bendix radio, Wilcox-Gay, Domestic 
Sewing machines, Crown ranges, 
Lonergan oil heaters, McAllister and 
Bee-Vac vacuum cleaners, and Merit- 
Made toasters. Frank Hogan was re- 
cently appointed vice-president of the 
concern. 

George S. Grossman, district rep- 
resentative for the Rumsey Electric 
Co., Philadelphia, has been appointed 
commercial vice-president of the firm. 
He has been associated with the com- 
pany for the past 25 years. 

The J. A. Williams Co., wholesale 
hardware and appliance distributors of 
Pittsburgh, was host to over 2,000 
dealers during February for presenta- 
tion of products manufactured by 
Zenith, Mullins Mfg. Corp., Eureka 
Williams Corp., Grand Home Appli- 
ance Co., Electromaster, Inc., Altorfer 
Bros., the Coolerator Co., and the 
Hamilton Mfg. Co. 


PUERTO RICO 


Martinez and Martinez, Inc., San 
Juan, will handle export distribution 


NEW BENDIX PLANT—The Radio Division of Bendix Aviation Corp. has completed 
plans to purchase its Towson plant from the Defense Plant Corp. for $1,700,000, and 
has started improvements which will cost $500,000. 
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49 LATEST 


HOME WASHER MODEL 


features 


AN 
ALL-PLASTIC 


FOREMOST American Home Washer Manufacturers agree 
that the permanent advantages of ECLIPSE All-Plastic Agita- 
tors merit their use as standard equipment in their foremost 
washer models. Every Eclipse Agitator is specially engineered 
to improve the service and operation of the Home Washer for 
which it is designed. And specialists at Eclipse are constantly 
seeking new designs and materials for all-plastic agitators that 
will keep pace with the development of the washer models of 
tomorrow. 


ECLIPSE MOULDED PRODUCTS CO. 


Plastics Division of General American Transportation Corp. 
5162 NORTH 32nd STREET, MILWAUKEE 9, WISCONSIN 


MANUFACTURERS OF '‘SAN-DURO" BRAND PLASTIC PRODUCTS AND PRODUCERS OF PLASTIC ITEMS CUSTOM-MOULDED 
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AGITATOR ~~ 


FOR SMOOTHER, 
EASIER PERFORMANCI 


FOR SAFER HAND 
CLOTHES (No rough DLING 0 


Me most delicate fabrics.) 
/ FOR EASIER MAINTENANC 
(An Eclipse Plastic Agitator ae: 


"FREEDOM. ng 
rust stains CorRosio 


Agitator. ) 


FOR LONG SERVICE LIFE 
(Plastic surfaces of an Eclipse 


ECLIPSE PLASTIC AGITATORS 
HAVE BEEN STANDARD EQUIPMENT ON 
THESE FAMOUS MAKES OF HOME WASHERS: 


FAULTLESS BARTON MAYTAG 
GENERAL ELECTRIC APEX ZENITH 
BEAM BLACKSTONE CONLON 
NORGE EASY 
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Every step down 
Main Street leads 


“Main Street’ is that familiar sales territory you cover. 


Why not size up your present customers and approach 
those who are not users of “Teletalk’’? They'll thank 
you for showing them how to save so much of their 
wasted time through the convenience of this timesaver. 


“Teletalk’’ prospects are everywhere. Factories, banks, 
garages, offices, hospitals, institutions, stores are all 
looking for new ways to get more work done. 


Now is the time for you to profit by showing them the 
advantages of ‘‘Teletalk’’ intercommunication systems 
for keeping in touch with all departments of their busi- 
ness it saves steps, avoids delays, speeds up busi- 
ness and saves costly waste of time. 


lele 


REG US PAT OFFICE 


ERCOMMUNICATION SYSTEMS 


If you are not selling ‘Teletalk,’’ now is the time to 
get started and make sure that YOU will get your 
share of this profitable business. 


“Teletalk”’ is nationally advertised and widely known. 
Prospects everywhere are receptive to ‘Teletalk.” 
Getting orders is a matter of making contacts. It is 
moderate in price, easy to install and costs little or 
nothing to maintain. 

Often the sale of ‘Teletalk’’ leads to the sale of other 
items in your line. You can secure a share of this busi- 
ness by calling ‘Teletalk’”’ to the attention of your 
customers on every call you make for the next thirty 
days. Why not try it? 


Licensed under U.S. Patents of Western Electric Company, Incorporated, 
and American Telephone and Telegraph Company 


WEBSTER 


RACINE 


ELECTRIC 


WISCONSIN 


Established 1909 
Export Dept. 13 E. 40th Street, New York (16), N. Y. Cable Address “ARLAB” New York City 


Quality is a 
160 


Responsibility and Fair 


DISTRIBUTOR 
NEWS 


of products of the Crosley Corp. in 
Puerto Rico. The firm has been ep. 
gaged in the industrial refrigeration 
and air-conditioning business ging. 
1928. Mr. Martinez said that he be. 
lieved 10,000 refrigerators a year could 
be sold on the island. 


SOUTH CAROLINA 


Wallace Martin has Leen appointed 
sales representative for Reamer Ice & 
Fuel Co. and Reamer Industries 
Columbia, S. C. Reamer is distributor 
for Westinghouse and Carrier. 


TENNESSEE 


‘Over 150 dealers attended the show- 
ings of the Zenith radio line on Feb. 
ruary 1 at the Peabody Hotel, 
Memphis, which was conducted by 
Tennessee Valley Appliances, Inc. 
Officials present included A. W. Gard- 
ner, president of the distributing firm, 
C. E. Richardson, regional sales man- 
ager for Olympic, and Zenith sales 
manager Don Murray. 

Al Deal has been assigned to travel 
the Middle South as a representative 
of Shobe, Inc., Memphis, Tenn. He 
first entered the appliance field as an 
employee of the Memphis Power and 
Light Co., later transferring to the 
Electric Bond and Share Co. of Miami 
Beach, Fla. He was also employed in 
the radio sales division of the Carolina 
Light and Power Co. 


VENEZUELA 


In Caracas, the products of the Cros- 
ley Corp. will be distributed by 
Riquezes and Vis. 

MacGregor and Co. will handle 
Crosley products in Maracaibo. Joa- 
quin MacGregor heads the firm and is 
assisted by his two nephews, Jose and 
Juan Garcia MacGregor. 


WASHINGTON 


Plans for the construction of a $35,- 
000 two-story building at 2614 Fourth 
Ave. have been announced by the Auto- 
matic Refrigeration Co., according to 
the owner, J. H. Lessard. The build- 
ing will be devoted to the sales and 
service of refrigeration equipment. The 
firm is a wholesale and retail distrib- 
utor of Westinghouse refrigeration and 
air conditioning equipment. 

The Herb E. Zobrist Co., 2121 West- 
lake Ave., Seattle, has been named 
distributor of Gilfinna radios, refrig- 
erators, and television receivers. 


WISCONSIN 


The M-E-‘V Distributing Corp. has 
been formed in Milwaukee with ten 
shares of stock at $100 each. The 
company will deal in electrical appli- 
ances, machinery and other electrical 
supplies. Incorporators are Robert S. 
Miller, Clarence H. Eggert and Earl 
H. Waterman. 

The Spoentgen Supply Co., Madison, 
has been organized with a capital ot 
$10,000 to distribute electrical appli- 
ances, electronic materials, etc. R. ©. 
Spoentgen is president, R. C. Suther- 
land, vice-president, and Mrs. R. C. 
Spoentgen, secretary. The firm plans 
to open branch offices in Chicago and 
Milwaukee. 
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NEW SERVICE TO READERS 
NEW VALUE TO ADVERTISERS 


Miss Edith Ramsay 


becomes Household Equipment Editor 
of The American Home 


inted 
ice & 
tries, 
butor 


tative 
He By 
as an 
r and 
0 the 
fami The more than 2,300,000 homemaker readers directly from L. Bamberger and Company of 


rolina 


of The American Home want advice because Newark, N. J., where she successfully served 


they are ready to buy. They have the desire. as Coordinator in Housewares and Appliances. 


Cros- 
{ Pe They have the money. They're in the market She is an active member of the Electrical 
andle 

Joa- 
and is 
e and 


NOW. Women’s Round Table. 
Our new editor is exceptionally well qualified This new editorial division still further makes 


to give the proper guidance. this big magazine a must on the list of every 
$35,- 


fourth 
Auto- 
ng to 
build- 
s and 
. The 
istrib- 
yn and 


Miss Ramsay comes to The American Home _ electrical product entering the home. 


West- 
named 
-efrig- 


A GREAT 


p. has 
th ten 
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ADVERTISING MEDIUM 


FOR ELECTRICAL 


APPLIANCES 
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with SIMPLEX 


YOU REACH 


INCOME 


6 


THE SIMPLEX COMPLETE LINE 
gives you an ironer model to appeal 
to every income group .. . the port- 
able lIronette . . . the sensational 
“Space Saver” which retails under 
$50... the popular priced “Special” 
and the top bracket Royal 
Deluxe! Even for estates, institu- 
tions, etc., you have the 48” Super. 


WRITE FOR 
FRANCHISE 
PARTICULARS 


Portable 


IRONETTE SPACE SAVER SPECIAL 


» 


ROYAL DELUXE 
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PAPER DOES THE TRICK: This first model of the Brush Development Co's. new 


recorder-reproducer utilizes magnetized paper wound on 8-mm movie reels to catch 


sound, 
erase the whole recording. 


If you don't like what you get you can cut it out with a pair of scissors or 
It will be on the market in a few months. 


Paper Tape Recording Introduced 
At Brush Development Co. Showing 


High Fidelity, Low Purchase, Operating Costs Claimed 


Now you can record your favorite 
radio program and by the simple 
manipulation of a pair of scissors cut 
out all the blurbs about the sponsor's 
product. It’s done on paper, the two- 
year old prodigy of the Brush Develop- 
ment Co. of Cleveland which was un- 
wrapped at a press showing at the 
Hotel Astor, New York, on January 
22. 

The company has perfected a process 
whereby paper or other non-metallic 
material can be converted into a mag- 
netic medium to reproduce a recorded 
signal with high fidelity. 


Lower Cost 


According to Dr. S. J. Begun, di- 
rector of the research, the significance 
of the development is that it brings 
magnetic recording within the prac- 
tical economic reach of every con- 
sumer. He said that a complete paper 
tape recorder will probably cost about 
$150 and that individual paper reels 
will sell for approximately $1.25. “It 
might eventually become as popular 
as the phonograph is today,” Dr. Be- 
gun said, but declined to make any 
positive predictions. 

In addition to its cheapness, the 
paper tape offers the advantage of 
“editability”; any undesired sections 
can be cut out with scissors and the 
remaining sections spliced together 
with Scotch tape. 

Magnetic sound recording on stain- 
less steel or electro-plated wire has 
been an accomplished fact since 1905, 
when the Viennese physicist Paulsen 
first discovered the method, but, the 
Brush Co. claims, the use of paper 
tane brings operating costs down for 
the first ime to a point where magnetic 
recording wiii readily be accepted by 
the general public. 


1,000 Plays Per Reel 


The paper tape, wound on 8-mm 
movie reels, comes in lengths long 
enough for half an hour of continuous 


recording or play-back. According to 
Dr. Begun, each reel of paper should 
last for at least, 1,000 plays. Similar 
to the wire recorders in present use, 
the paper tape can be erased and new 
material recorded merely by passing it 
through the magnetic head. 


Recorder Differences 


Because of the seven-inch diameter 
of the reels the sound recorder differs 
slightly in engineering from other 
Brush units using the conventional 
wire. The new device holds two reels, 
one unreeling and one receiving the 
tape, which are in a horizontal position, 
instead of vertical as in the wire re- 
corder. The “head” through which the 
tape is either magnetized or demagne- 
tized is larger than on the wire 
recorder. 

Dr. Begun predicted that the new 
recorder would be available within 90 
days if the steel strike ends quickly. 
Otherwise, he said, it would be impos- 
sible to set a date. The first model is 
very similar to table-top radio set and 
can be placed either on top of a home 
radio or on a table adjacent to it 
Once hooked up, recordings of any 
programs coming over the air can be 
made simply by pushing the “record” 
button. Upon completion of a record- 
ing the rewind button is pushed and 
within a few seconds the recording 1s 
ready for a play-back. A microphone 
is contained in the unit for the purpose 
of making original recordings. 


No Licenses Issued 


Brush has announced that it will not 
issue manufacturing licenses for any 
part of the paper tape recorder-repro- 
ducer, but has its own plans well ad- 
vanced for the manufacture of both 
wire and tape type machines. Present 
plans call for the marketing of portable 
models through distributors and for 
direct dealing with radio manufactur- 
ers concerning units which will be 
built into radios. 
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— ... and sold her the toaster with the “sense of touch” 


tion, 

the ELEME,, 

gne- What's so different about a Proctor toaster, Both sides get an even break in the Proctor. 

= she wants to know. Plenty I tell her. Take You know how, in ordinary toasters — only 

—_ an ordinary toaster — makes toast by re- the outer sides get thoroughly toasted—that | 

n 90 mote-control clock- work. What happens ? won't happen with a Proctor. Dual-Element 

ckly. Fresh bread gets too little time—dry bread Heating unit in the center gives you toast 

npos- gets too much time — you get underdone toast that’s fully toasted on both sides. Ae 

“on or toast that’s burnt to a crisp. EATING 

home 

- - Toast is made by touch in the Proctor. A “Don’t look now, but you've made a sale,” says the lady. “You've got 
any eRMAL Toy 

a be 4X Cn thermostat actually touches the bread. Reg- the tops in toasters,” I tell her as I reach for the wrapping paper, 

cord” ik ulates the toasting time by the condition of “and no wonder. Proctor has had sixty years experience with heat 

cord- the bread itself. When the bread reaches the engineering. They've been using that knowledge to make finer, more 
4 temperature corresponding to the Browner efficient appliances—like this one.” 

re setting—off goes the heat—up pops the toast “And that’s a fact,” I said to myself as I rang up another Proctor sale. 


just the way you want it. Not overdone— 
not underdone. Just right. 


NEWSMAKER 
IN APPLIANCE 
MERCHANDISING 


PROCTOR ELECTRIC COMPANY, PHILADELPHIA 40, PENNSYLVANIA 
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DeLind Reports on 
S. American Markets 


. . American manufacturers of 
finished products who wish to main- 
tain a prominent position in the Argen- 
tine market may be forced to consider 
fabrication of their products either 
wholly or in part in the Argentine,” 
said John W. DeLind, Jr., director of 
exports for the Crosley Corp., who re- 
cently returned from a three months 
trip to South America. 

While in South America Mr. DeLindg 
concluded tentative arrangements in 
Argentina for the manufacture and 
assembly of Crosley products there. 
In addition, he prepared a survey of 
the entire South American market for 
radio and other household appliances, 


Argentinians Resourceful 


Continuing his report, Mr. DeLind 
said, “The fact that Argentina was not 
in the World War... has given that 
country the impetus to develop a re- 
sourcefulness in manufacturing not 
previously suspected.” In one plant 
Mr. DeLind said he found Argentin- 
ians building radio tubes with equip- 
ment which would be considered obso- 
lete in the United States. He stated 
that during the war one prominent 
Argentinian manufacturer produced 
complete electric household refrigera- 
tors—including cabinets and mechani- 
cal units. The firm plans now to im- 
port the units from America and to 
assemble them into locally made cabi- 
nets—an economical procedure. 

Peace, according to Mr. DeLind, will 
probably not interrupt the semi-manu- 
facture and assembly of radio sets in 
South America and in addition he said 
that American manufacturers can ex- 
pect considerable European competi- 
tion. 

He placed a conservative estimate of 
the potential refrigeration and radio 
market in Argentina for the next few 
years at 20,000 refrigerators a year and 
100,000 home radios a year. 

“Chile’s position,” he continued, 
“while fairly good, is not comparable 
to that of other South American na- 
tions. Cessation of hostilities has 
greatly diminished exportation of its 
two principal commodities—copper 
nitrates.” 


Farmers Indicate 
Refrigerator Needs 


Surveys conducted recently by farm 
papers in the Pacific Northwest in- 
dicate that farmers in that region 
will pay up to $500 to get an elec- 
tric refrigerator to meet their needs, 
but $200 is the average payment ¢x- 
pected. A capacity of 8 cubic feet: 
is the most popular size. 

An earlier survey showed that 27.4% 
of all Washington, Idaho and Ore- 
gon farmers intend to buy electric 
refrigerators when available, with an 
estimated potential demand for 51,836 
units during the next year. 

Other conclusions resulting from 
the more recent survey are: in most 
cases, the wife will have the say as to 
the type and brand of refrigerator 
bought; most farmers expect to buy 
their units in electric appliance 
stores, with hardware stores second 
choice and department stores third; 
and style is a far less important fea- 
ture to the farmer than such consid- 
erations as controlled temperature, 
durability, easy defrosting and extra 
space for frozen foods. 
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Register can’t slip. 


Pin-wheel feed means extra speed, 


exact carbons, perfect ; 


Locked-in copies provide extra 
protection, positive control. 


EE WHAT IT MEANS in dollars-and cents’ savings to 
have a Standard Form Flow Register System in 
your business. Learn how you can achieve an entirely 
new and higher standard of control and protection of 
all business transactions. 
POSITIVE PIN-WHEEL FEED 
and marginally punched 
forms give hairline accuracy 
on all copies. Continuous 
strip locked-in copy on most 
models. Only one major 
moving part. Nothing to get 
out of adjustment. Warranty without time limit. 


For all the facts, including full information on Form- 
craft Design that simplifies forms and makes them eas- 
ier, faster to write, mail.the coupon today to the Stand- 
ard Register Company. 

The Standard Register Company is the originator of the dis- 
tinctive marginal punching of business forms for all record 
writing machines; autographic registers, tabulating machines, 
typewriters, addressing and business machines. This feature 
guarantees positive jamproof, form-feeding action. 


THE 
STANDARD REGISTER 
COMPANY 


Manufacturer of Registers and Forms for all Business and Industry 
DAYTON 1, OHIO 


Counter Model. All-steel construction. Locked-in copy pro- 
tection. Choice of 12 sizes of forms. 


Light in weight. Easy to handle. Ejects all copies. 


Choice Choice of 1 12 sizes of forms. 


Cash Drawer Model. Handles all transactions. Full size 
cash drawer. Com ye gota for all coins, bills and paper, 
Forces a: record o 


Information Division 
THE STANDARD REGISTER COMPANY 


wer? 99 


Pacific Coast: Sunset McKee-Standard Register Sales Co., Oakland, California. Canada: R. L. Crain Limited, Ottawa. London: W. H. Smith & Son, Lid, 
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The glow of an electric heater is warm, cheery and 
friendly. Before it, even cats and dogs become warm 


friends! 


Chromel is the heating element, first made by 
Hoskins almost 40 years ago. 


i 
DEALERS: Because it lasts like Methuselah, HOSKINS 
Chromel is the heating element in millions of devices. CHROMEL 


ELECTRICAL HEATING ELEMENT 


WIRE 


For a full color reproduction of the Cat and Dog, 
suitable for framing, ask for a copy on your letter 


head, and enclose ten cents to cover mailing cost. 


HOSKINS MANUFACTURING COMPANY, DETROIT 8, MICHIGAN 
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Coldaire Corp. New 
Firm in Freezer Field 


With the announcement of a ney 
cu. ft. home freezer designed for 4, 
average urban family, a new firm ; 
entering the frozen food field. It is yi, 
Coldaire Corp., which will have exe. 
cutive offices at 56 East Walton Plac 
Chicago 11, Ill. 

Formation of the Coldaire Corp, ap; 
its first cabinet have been annoynces 
simultaneously by Charles W. Sti. 
man, executive vice-president of thy 
new corporation. Stillman also direc: 
frozen food activities of the Bo 
White Organization, food industry cop. 
sultants, Chicago, and prior to joining 
Bob White, he was international sale 
manager for Carrier Corp. 

Coldaire cabinets will be manufa. 
tured by Kellett Aircraft Corp., Phi. 
adelphia, Pa. The White organizatio 
has been working with Kellett in ¢&. 
veloping frozen food cabinets anj 
equipment for Kellett to manufactur 
as a part of its peace-time productio: 
and the Coldaire Corp. has been ¢:. 
tablished to sell, merchandise and dis. 
tribute the cabinets and equipment 

Production of these cabinets started 
in February, reaching full-scale de. 
liveries in March, or April, accord- 
ing to Stillman. A complete line o 
home, farm and retail store display 
storage-freezer cabinets is contem- 
plated. 

Present plans, reports Stillman, cal! 
for the production of 100,000 Coldaire 
units in 1946. Other models will be 
announced in the near future. 


Noma Acquires Doll 
Manufacturing Firms 


Henri Sadacca, president of Noma 
Electric Corp., has announced that the 
firm has made its third big step in 
expansion by the recent purchase oi 
Fleischaker and Baum, Inc., and its 
affiliate, Effanbee, Inc., manufacturers 
of dolls. 

The acquisition, which follows re- 
cent purchases of the Refrigeration 
Corp. of America and the Estate Stove 
Co., cost Noma over one million dol- 
lars, and involves all assets, trade- 
marks, patents, and properties of the 
doll companies. 
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WALK-IN COOLER DEMO— 
Chancellor of the University of Chicago. 
R. M. Hutchins, whose attention has 
been wrapped up until recently in the 
atom bomb, which brought so much 
prestige to his school, found time the 
other day to purchase a walk-in cooler 
for his country home. At the January 
market Miss Hedy Koepke demonstrated 
just how you got out of this walk-in 
Amana freezer cooler when you hav? 
your arms full of meat. 
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Pp AGE AFTER PAGE, from cover to cover, Sunday 62% to 91% of both men and women readers — 


Pictorial Review is a packed-and-jammed thor- every page ad stopping from 58% to 79%. 
oughfare of consistently intense reader interest. 

As the new Daniel Starch study attests, whether That's the kind of sales-making readership your 
it's Pictorialized News or Humor or Cartoons or advertising gets when you make it part of the 
News of Stage & Screen or a black-and-white or consistently irresistible content of P. R. — the sup- 
four-color ad—the same intensity of interest plement that was built from the beginning to win 


marches right on through every page. 


record reading — the supplement that record read- 
ership has built in a year and a half into one of 


Think of it—every editorial feature attracting from | America’s most potent media. 


through the Sunday Issues of: 


New York Journal-American Detroit Times 
Baltimore American Chicago Herald-American 


Pittsburgh Sun-Telegraph *Milwaukee Sentinel 
+Boston Advertiser 


Represented nationally by HEARST ADVERTISING SERVICE 
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Call Hearst Advertising Service today for the 
whole story of this revealing new study. 


covering 5% million families in 10 major markets 


Los Angeles Examiner 
San Francisco Examiner 
Seattle Post-Intelligencer 


(*Milwaukee Sentinel represented individually by Paul Block & Associates) 


+Starting April 7, 1946 
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A completely packaged line that com- 
bines quick and easy installation with 
“custom-built beauty.” 


Beautiful layouts for practically any size 
and type of kitchen from minimum stocks. 


Steel Kitchen Cabinet Institute approved 
finish of snowy white baked enamel over 
bonderized metal. 


Planned enthusiastic support of Lyon’s 
nation-wide organization in setting up 
and capitalizing on this fast selling line. 


APPROVED BY 


QUALITY 
TESTED 


KITCHEN CABINET 


Tap-O-Matic doors swing open at a touch. 


All doors and drawer fronts fully sound 
insulated. 


Sleek rounded corners harmonize with 
modern kitchen appliances. 


Shelves in all the Lyon Cabinets are 
instantly adjustable on 2-inch centers 
through the use of two simple quick-snap 
adjusters. 


Rigidly constructed drawers glide in and 
out easily on roller bearings. 


LYON METAL PRODUCTS, INCORPORATED 
General Offices: 321 Monroe Avenue, Aurora, Illinois 
Branches and Dealers in All Principal Cities 


INSTITUTE 


Opens and closes in one 


Yew easy motion. Combines 


unusual strength and 


LYON rigidity with light 


weight. Attractive ap- 


“able pearance of distinctive 


leg structure makes a hit 
with housewives. 
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Television to Change 
Farm Life, Says Gerl 


Rural life in America will no longer 
remain rural when television brings 
news, drama, advertising, sports, and 
all the other aspects of cosmopolitan 
life into the farmer’s living room 
Joseph Gerl, president of Sonora Ra. 
dio and Television Corp., pointed oy 
to members of the Knoxville (Tenn) 
Kiwanis Club in an address on Feb. 
ruary 7. 

“In the past,” said Mr. Gerl, “ang 
in the present, too, the rural life has 
been held up by youth as a ‘dull ex. 
istence’, far from the glamor of big 
city lights and fashions. Country folks 
have had to travel to the large cep. 
ters of their region to see the metro. 
politan sights and shows. Television, 
however, will bring such realities into 
the farm home, right into the living 
room. 


Cities in the Farms 


“Picture, if you will,” he continued, 
“television shows of the latest theatri- 
cals on New York and Chicago stages, 
or tours, via television, of the leading 
art and natural history museums. Pic- 
ture also, telecasts emanating from 
the Department of Agriculture . . . 
showing the latest methods in home 
canning, or how to deal with soil ero- 
sion, and you can understand what 
television can bring to the rural fam- 
ilies of America.” 

Mr. Gerl described television as a 
forceful medium for bringing person- 
alities before the public and for in- 
troducing the latest in merchandise. 

“All this, of course, should have a 
tremendous effect on rural life and 
the sales of consumer products in farm 
areas,” he said. “It would not sur- 
prise me, in the not too far distant 
future, to find farmers opening up 
charge accounts in the leading depart- 
ment stores of the East, the Middle 
West and the West Coast, and order- 
ing merchandise by mail which they 
have seen displayed over television . . .” 


Horton Starts 75th Year 
In Washer Industry 


It’s been 75 years now that Dr. Hor- 
ton, in jogging over the rough rutty 
roads around Fort Wayne, Indiana, 
hit upon a simple device to help 4 
woman patient wash clothes without 
the fatigue that hand rubbing caused. 

This year the Horton Manufacturing 
Company is holding its diamond jubi- 
lee in celebration of 75 years of con- 
tinuous manufacture of washing 
machines. 

Nobody around the factory at 31 
Osage Street, Fort Wayne, of course 
has any personal recollections of the 
beginning. But not so long ago a tear- 
down of a building revealed a lot of the 
original advertising literature between 
the walls and this showed that the 
old Dr. Horton advocated the use of 
his hand washer as a baby’s bathtub in 
its spare moments. This picture was 
printed in Electrical Merchandising 
history of the washing machine in- 
dustry a few years back, in 1941. 

At the Furniture Mart January 
show, Horton simply displayed a big 
diamond ring, and when customers 
asked what on earth that stood for, 
the men present told them that it rep- 
resented the 75th anniversary, 0 
diamond jubilee. 
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Courtesy Noblitt-Sparks Industries, Inc, 
Manufacturers of Arvin Products 
Columbus, Indiana 


HEARTH 


OF THE FAMED 


ARVIN 


ELECTRIC PORTABLE FIREPLACE 


CERAMICS 


The hearth of the beautiful Arvin Electric Heater is the ALSIMAG pris creas mel 
threaded core forming the basis of a long-life heater element. 

Leading appliance manufacturers use ALSIMAG Steatite Ce- “———" 
ramics because, in addition to ideal electrical properties, they are 
impervious to red hot temperatures; resist thermal shock and are ee aoe 
permanently strong and rigid. Uniformity contributes to ease of Giticheratien 
assembly. 

ALSIMAG Steatite Ceramic parts are custom-made to your re- 
quirements. Put our specialized knowledge, gained from 43 years 
experience, to work for you. 


AMERICAN LAVA CORPORATION 
CHATTANOOGA 5, TENNESSEE 


YEAR OCF CERAMIC LEADERS HEP 


Original Award July 27,1942 
Second Award February 13,1949 
Third Award September 25,1943 
Fourth Award May 27,1944 

Fifth Award December 2, 1944 
4 
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get 
glad-hand 


when this new Thor advertisement 


appears in America’s foremost 


OVER 15 MILLION PEOPLE 
| WILL SEE IT!!! 
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‘a Touch ONE lever with your knee 
youre GLADIRONing ! 


Your new Thor Gladiron is automagic . . . operates with a 
single knee lever...irons so easily and sweetly you'll 
wonder why you ever slaved over an ironing board. 


You'll si# and ire 
with your knee- 
single lever to op 
and close, sia 


Oh happy day, Gladirons 
are back... more of a blessing 

than ever. You iron sitting 
down AND you iron automagically 
. just by touching a single, cleverly : ) 
placed lever with your knee. Instead . 


io wings 
of wearing yourself out pushing a 


shirt in 4% minutes. 
The Gladiron roll 
the Gladiron. Trickiest pieces come out looking simply slips inside sleeves, 


ed ladi makes ironing shirts 
elegant the Gladiron roll was made to fit (end all kinds of 
tricky pieces!) 
amazingly easy. 


heavy iron back and forth, you only guide clothes through 


inside sleeves, making ironing of shirts 
unbelievably easy and quick. 


See ~ Thor Automagic Gladiron at your dealer’s now It’s bye-bye Gladiron 


it irons, how it folds and tucks away 


You'll sit and iron 
wherever it’s coolest 
or sunniest... 

then FOLD your 
Gladiron and wheel 
it away. It’s closet 
size when folded 


se closet, how rapid it wheels wherever 


That Unbetievabdi« 
Thor Aviemagic Washer. 


eves will pop 
whet you se 
aly this arreamtioed 
can 1 
chagged trom 
h 
2 
wether with 
imple thenge o 
mba Don’: miss ic 


yet always 
close at hand. 


HURLEY MACHINE DIVISION 
Electric Household Utilities Corporation 
Chicago 60, Minois 
Thor-Canadian Company, Ltd., Toronto, Canada 


—easy to tuck away 
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WHERE 


EVERHOT 
PRODUCTS 


Ever since 1884 the Swartzbaugh people have been 
developing new ideas and turning them into tangible 
things. It was that way through three wars, between 
wars, and is that way right now. 


A well balanced staff of engineers and research men 
are hard at it every day. An idea gets a real work- 
out between the “Let’s-do-it” lads and the “It-can’'t- 
work” graybeards. Out of a tangle of odd pieces of 
metal, wire, plastic and glass, friendly disputes, 
mock-ups and drawings, a better—or new—EVER- 
HOT PRODUCT emerges. 


Then the production people look it over and say, 
“We can make that.” Of course they can. They 
have everything from hydraulic presses, big as a 
house, to full grown machines no bigger than toys. 
And if they haven't got it, they make it. 


Whatever metal is best for the job in hand can be 
worked. The only question asked is —"Is it the right 
stuff?” 


Of course the Swartzbaugh factory is big, stream- 
lined and modernly mechanized. It is a fact that 
about twice as many people can make five times as 
many things as was possible prewar, And not work 
as long or as hard, either. 


r—— WHERE DOES THE DEALER COME IN?— 


1—He ties up with a concern that has sixty-two years of experience—and no 
moss growing anywhere. 


2—He gets sound, reliable merchandise that will make and keep satisfied 
customers. 


3—He gets in on the new stuff — frequently years ahead. 


The Swartzbaugh Mfg. Company, Toledo 6, Ohio 
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MAYORAL HALLICRAFTER: Mayor William Hartsfield of Atlanta, Georgia, is 
presented with the first Hallicrafters peacetime radio receiver to be delivered in the 
Southeast by Edward Berliant, left, general manager of the Concord Radio Corp, of 
Atlanta, a Hallicrafter distributor. The set pictured is a Sky Rider, Jr., capable of 
receiving both standard and short-wave broadcasts. 


Hallicrafters in Production 
On New FM Converter 


Simultaneously with the Federal 
Communication Commission’s final set- 
tlement of the controversy over FM 
broadcasting channels, the Hallicraft- 
ers Co. has placed in volume produc- 
tion a new low-priced converter which 
can be used to adapt pre-war FM sets 
to the new band of 88 to 108 mega- 
cycles. 

The decision of the FCC was to 
deny petitions to augment the new 88 
to 108 megacycle band by retaining the 
old band of 44 to 50 megacycles now 
allocated as an additional television 
band. While the controversy was in 
progress, Hallicrafters continued de- 
velopment of the converter at the re- 
quest of the FCC. 

Using a single tube small enough to 
fit inside practically any FM set cab- 
inet, the converter is designed to pre- 
vent obsolesence of pre-war FM re- 
ceivers, estimated to number as many 
as 500,000. Priced to sell at $15 retail, 
it makes possible the operation of any 
FM receiver with a tuning range of 42 
to 50 megacycles in the new 88-108 
channel. Installation is easily accom- 
plished according to the firm. 

Although initial production of the 
converter will be shipped to Hallicraft- 
ers distributors, because of widespread 
demand company officials announce 
that sales will probably be expanded 
to the entire radio field. 


Rodgers New President 
of Sewing Machine Assoc. 


New chief executive of the Sewing 
Machine Trade Association is Albert 
S. Rodgers, president of the White 
Sewing Machine Co., who was elected 
to his new position at a recent meeting 
in New York. 

The association is made up of nearly 
100 sewing machine manufacturers, 
parts and accessory manufacturers and 
suppliers. 

Mr. Rodgers has been president of 
the White Co. since 1923. 
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Detroit Edison Supplies 
Free Bulbs and Repairs 


The 1945 report to stockholders of 
the Detroit Edison Co. reveals that for 
50 years the utility and its predecessors 
have been furnishing lamp bulbs and 
certain appliance repair services to 
customers without charge. The com- 
pany claims that this is a service which 
goes with electricity and declares 
further that it is good business to keep 
all appliances in use. As evidence of 
its activity the company revealed that 
during 1945 it has replaced eight mil- 
lion burned out lamp bulbs without 
extra charge and that its servicemen 
had repaired an average of 1,600 appli- 
ances per day—580,000 for the year. 
In Detroit alone the firm averaged 
over 2,000 telephone requests for serv- 
ice per day. Seventy-seven men were 
kept on repair duty and 85% of the 
service calls were answered in less 
than one hour. 


THIRSTY—This is a perfectly proper 
thirst for Byron Wagner, assistant gen- 
eral sales manager of the American Cen- 
tral Manufacturing Corporation, to be 
shown quenching. It's Coca Cola and 
gives an idea of what is kept back in 
the recesses of American Central com- 
plete kitchens, especially those on dis- 
play. 
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Research Keeps 
BENDIX 


Above: K. C. chief chem- 
ist, Coane Se effects of cer- 
tain soaps, an on types 


: of of fabric. A. E. Murphy, laboratory eS 
for assistant, a “a total dissolved 4 
; solids meter, to check soap left in ee 

to View of ing bench. Left to 

. ight, A. E. Murphy, operating a 
_ unter Reflectometer. K. C. Ran- 
lich dolph, inserting measured detergent 
res one of test machines. R. E. py 
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Here at Bendix Home Appliances, Inc., in South Bend, intensive research 
is conducted from both the manufacturer’s and the home owner’s viewpoints. 
From the Engineers’ Viewpoint— Bendix automatic “washers” are operated 
and tested through every conceivable condition under which they will 
be expected to perform. 

From the Housewives’ Viewpoint—The Bendix Home Laundry Institute staff 
observes and checks results from machines operated under typical home 
conditions, with various kinds of fabrics and clothes soiled in use—and 


while using different soaps, detergents, softeners and other cleansing agents. 
Both such research activities are directly resultful in improving the 
qualities of design and manufacture, and raising the efficiency of Bendix 


performance in the home. 
De Luxe Model 
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Smart appearance, sound construction, and in fact an 
actual personality assures customer appeal and gives 
Electromaster ranges design leadership. The name Elec- 
tromaster means a proven range engineered by specialists. 
For today, two models—the Banquet and the Space Saver 
. . » for tomorrow a complete line of brilliant new models 


created by George W. Walker, noted industrial stylist. 
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Cavalcade Industries 
Makes Appliances 


Five of the seven controlled factories 
of the Cavalcade Industries, Inc., Chj- 
cago, plus four outside sources, are 
now in production of radios and phono- 
graphs, electric appliances, housewares, 
juvenile furniture, and toys which are 
scheduled for immediate marketing, 
According to President Yarborough 
all of the products are Cavalcade 
designed. 


Appliances to Be Made 


Early fore-runners of a complete line 
of radios are now on the market in the 
form of three receiving sets and two 
electric phonographs. A portable elec- 
tric phonograph is priced at approxi- 
mately $33, an automatic record player 
sells for $41.95, and two 5-tube table 
model radios in wood and plastic cabi- 
nets retail at $25.97 and $17.59 in 
Zone 1. A yearly volume of five to 
six million dollars is the aim of the 
radio branch of the business. 

Three sizes of home freezers have 
been placed on the market: 8, 16, and 
24 cu. ft. sizes priced at $320, $500, and 
$716, respectively. Washing machines, 
ironers and electric refrigerators are 
included in future plans. 

All products are slated to carry. the 
Cavalcade name and a complete nation- 
wide program of dealer and consumer 
advertising is to be effected when pro- 
duction reaches higher levels. 


Direct Sales 


Sales are made direct through the 
company’s own sales organization. 
States handled direct from the home 
office at 39 S. LaSalle St. include 
Illinois, Indiana, Ohio, Michigan, Wis- 
consin, and Minnesota. Regional man- 
agers appointed include W. R. Rich, 
New York City; A. J. Kroog, Atlanta, 
Ga., Elinore Tudhope, Kansas City; 
Joe W. Marsh, Los Angeles; and 
Lloyd Marsh, Seattle. Erling Ander- 
son is sales and advertising manager. 

Other products all ready or about 
to reach the market include Cavalcade 
Cleaner, a detergent, soap powder, and 
the “Tuddy-Mac” line of toys. 


Heres of YOU 
with BENDIX 


“HERE'S ALL YOU DO,” says Miss Ed- 
wina Nolan, director of the Bendix Home 
Laundry Institute, as she shows Miss 
Lorine Mounce, right, director of the 
American Central Mfg. Corp.'s kitchen 
planning service, how to plan a modern 
home laundry. Miss Mounce was a guest 
student at the 6th and final school for 
distributors’ home service directors held 
in South Bend from Jan. 29 to Feb. 2. 


LING TODAY—AND TOMORROW 
| 
ty 
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BEAUTIFUL in lustrous ivory and - 
chrome trim, the R&M Portable 
Home Cooler has a ready market. 
No belts—no pulleys. Self-oiling 
and rubber-mounted for silence, 
this compact, lightweight cooler is 
easy to sell—and keep sold! Two 
sizes—24 and 30-inch blades. 
Both have exceptional air deliv- 
ery. Yet simple construction keeps 
their prices attractive. 


JUST WHAT so many of your cus- 


tomers have been waiting for— 
an R&M De Luxe Fan! For desk or 
wall mounting in 10, 12 and 16- 
inch sizes, these two-tone beauties 
deliver a whale of a breeze with 
scarcely a whisper. For those in 
your trade who want, and will 
pay for, the finest! 


Keep ALL your Customers 
Cool, Calm...and Collect! 


You can easily satisfy a// your customers if 
you handle the Robbins & Myers line of 
fans. There’s a model for everyone’s cool- 
ing problem—a single room to a whole 
house. Production is in high gear. But so 
is the demand. So list your needs now with 
the nearest R&M Fan Distributor OR mail 
the coupon for his name and address and 
samples of our new fan literature. Act to- 
day and collect when the hot weather starts. 


COMMERCIALLY or in the home, RaM 


Air Circulators suit the needs of still 
others of your customers. Good ventila- 
tion at a fraction of air-conditioning or 
attic-ventilating cost! For floor, bench, 
wall, or ceiling mounting, in 24 and 
30-inch sizes. R&M Air Circulators are 
in for a bigger play and more profit for 
you than ever. 


ROBBINS & MYERS INC. SPRINGFIELD, OHIO 


| 


to sell Banner Fans. Hand- 
; Fe In Canada: Robbins « Myers Co. of Canada, Ltd., Brantford, Ontario some and quiet in 8-inch non- 

oscillating and 10, 12, and 16- 
inch oscillating models. Your cus- 
tomers’ fan dollars can’t go fur- 
ther, can’t buy more anywhere 
else than from you! 

ROBBINS & MYERS, INC., Fan Sales Division, Springfield, Ohio 
Please tell me who my nearest R&M Fan Distributor is and 
send me new consumer sales-promotion literature on the 
R&M products checked ). 
O Home Attic Fans Air Circulators 
* FOR LESS than the cost of a week’s vaca- 
F< .the best in home ventilation can have it Firm Neme 
an RaM Attic Fan. New 4-paddie 
designs in four sizes—30, 36, 42, and Address. WEEE 
48-inch blades cool the whole house, top 
to bottom. Profitable all the way State. esses 


through for you, too! 
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MODEL 160 
Té*cu. Freez-All 
drawer type home food 
freezer. 


The Original Drawer Type Freezer 


REFRIGERATION DIVISION 
DEPT, 


PORTABLE ELEVATOR MFG, CO, 


BLOOMINGTON, ILLINOIS 


PELCO BEVERAGE COOLER 


Chills Enormous Quantities of Bottled Beverages in top and 
Refrigerates foods or Precools Bottles in Side Compart- 
ment 


MODEL 513-CE. Sell Pelco—America’s leading beverage cooler. 
Give yourself every possible advantage in the new competition 
ahead. Put Pelcos name, background and product to work for you. 


.. | SOLD THRU DISTRIBUTORS OF COMMERCIAL REFRIGERATION 
WRITE FOR LITERATURE PORTABLE ELEVATOR MFG. CO., Dept. 11, Bloomington, Il. 
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House Beautiful 
Starts Home Crusade 


Through the medium of a newspaper 
campaign in 16 key cities, the slogan 
“Better your home .. . Better your 
living,” and a special insignia accom. 
panying the slogan, House Beautifyl 
Magazine has initiated a crusade to 
unite the home furnishings and house. 
hold equipment industries into a com- 
mon front to battle for a greater share 
of the consumer’s dollar. 

The magazine is attempting through 
its program to urge manufacturers and 
retailers to make the public more con- 
scious of the role which an attractive 
and well-furnished home can play in 
their lives. 


Urges Cooperative Effort 


To support its assertion that home 
furnishings have never attracted a 
sufficiently substantial proportion of 
the American dollar, the magazine 
cites figures released by the U. S. De- 
partment of Commerce in the “Survey 
of Current Business”, June, 1944, in 
which the average consumer expendi- 
ture for household equipment totals 
only 8 cents out of every dollar. 

The magazine is urging manufactur- 
ers and retailers to employ the slogan 
and the accompanying insignia in their 


' advertisements, radio broadcasts, dis- 


plays, mailing pieces, placards, stream- 
ers, etc. In addition to the series of 
ads which the magazine is running in 
mewspapers it is backing up its pro- 


‘gram in its own editorial columns. 


The real task of the home-supplying 
industries, House Beautiful maintains, 
is to see what they, as a family of in- 
dustries, can jointly undertake which 
will turn the spotlight on the home 
and away from other large sources of 
expenditures. 


G-E Uses Blimp in 
Video Relay Tests 


A rumor about General Electric’s 
participation in high altitude television 
relaying tests which has been circu- 
lating throughout the television indus- 
try was clarified in February with an 
announcement that G-E had been con- 
ducting relay tests by means of a 


supplemental relay equipment. 

Results from the blimp experiments 
were not conclusive, G-E said, but the 
engineers expect to continue relay tests 
when the electrical strike terminates. 

G-E cooperated with Globe Wireless, 
Ltd., in the initial tests which were 
conducted between Schenectady and 
New York City over territory in 
which G-E and Globe will operate an 
experimental radio relay network. 
The network will carry FM radio, 
television, business machine reports, 
and radio photos in a two-way opera- 
tion. The companies already have FCC 
permits to erect ground booster sta- 
tions between Schenectady, Washing- 
ton and New York. 

Early experimental work was car- 
ried on by G-E and the International 
Business Machine Corp. 
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The experiments, G-E engineers 
: program which calls for the investiga- 
tion of all methods of relaying— 
whether by ground or air booster sta- 
tions—to arrive at the most economical 
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BUNDLE FOR BRITAIN: Arthur W. 
Conley, left, vice-president of the Co- 
roarire Heating Corp. of Cleveland 
gives field manager John T. Blossom a 
final briefing before the latter leaves for 
the British Isles with a 300 Ib. Coroaire 
space heater. The firm plans to manu- 
facture heaters in England. 


Master Bilt Buys Factory 


Expansion of the Master Bilt Re- 
frigeration Manufacturing Co., 1825 
Arsenal St., St. Louis, Mo., received 
forward impetus with the concern’s 
recent $50,000 purchase of the factory 
property at 11th and Palm Sts. The 
firm builds commercial refrigeration 
units ranging from milk coolers to 
walk-in boxes and is expanding into 
the field of deep freeze units designed 
for rural homes. 

The newly acquired building is a 
three-story and basement structure 
with 55,000 ft. of floor space. 


DOOR CHIME 


AND WALL BRACKET! 


@The only double-duty door chime of its 
kind! One of eight, new outstanding Edwards 
chimes, the versatile Empress Eugenie model 
serves also as a bracket shelf to hold a plant, 
clock, photograph or bit of bric-a-brac— 
makes possible variety as well as charm in 
entrance hall or living room. Sounds an 
harmonious two-note melody for the front 
entrance, and a single peal for the rear door. 
Operates on any standard quality doorbell 
transformer or battery. The Empress 
Eugenie retails at $7.75. Write today for 
complete catalog. 

EDWARDS and COMPANY 

NORWALK, CONN. 


In Canada: Edwards & Co., of Canada, Ltd. 


follow the 


One powerful cable is the source of a 
million lights. One powerful customer 
can be the source of volume sales. 
That’s why smart advertisers are lining 
up with House & Garden readers. 
Here are customers who are interested 
in every aspect of modern lighting, 
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modern living. They’ve read about 
(and are ready to buy) the newest 
and best for their homes. Here is a 
powerful entering-wedge market 
whose buying habits influence thou- 
sands of others, who can turn the cur- 
rent of active spending your way. 


House Garden 


sells America’s entering-wedge market 
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BY THE 


GOOD PERFORMANCE 


Small series universal 
motor parts specially 
designed for food-mixers 
and sewing machines. 


Compactly designed tur- 
bine... driven by a high- 
speed series motor... 
particularly adaptable to 
cannister type vacuum 
cleaner. 


MOTORS 


| 


Backed by 31 years’ experience, 
Lamb Electric motors have won a 
reputation for trouble-free opera- 
tion and good performance. This is 
one important reason why dealers 
have found that appliances equipped 
with these motors are easier to sell. 


Another advantage that comes with 
handling Lamb Electric motor-driven 
appliances is the customer good will 
resulting from outstanding perform- 
ance of the product itself. (Lamb 
Electric motors assure top product 
performance because they are spe- 
cially designed for each application.) 


Keep in mind these advantages of 
Lamb Electric motors as you con- 
sider the makes of appliances you 
are going to handle. 


THE LAMB ELECTRIC COMPANY 
KENT, OHIO 
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SPECIAL APPLICATION MOTORS 


FRACTIONAL HORSEPOWER 


GLASS BRICK LIGHTS: Sanger's department store in Dallas, Texas, used glass 
brick to add a novel lighting effect in this remodeled kitchen. Placed underneath 
the wall cabinets and over the base counters, the brick permits light to shine through, 


DEPARTMENT STORES 


Stix Baer & Fuller Open 
Appliance Center 


Like an old maid counting some one 
else’s gifts at a wedding, other St. 
Louis dealers visited the recently 
opened appliance center of Stix, Baer 
and Fuller department store in St. 
Louis recently, to check on what mer- 
chandise Ed Cother, manager, was 
able to wrestle up for his opening. 

The downtown corner has a gray 
linoleum block floor, with pastel walls 
and fishnet trim. A red and white 
Hotpoint kitchen was given the place 
of honor and seen about were Hot- 
point ranges, Frigidaires, Blackstone, 
Naxon, Thor, Universal, and Bendix 
washers. A Deep Freeze was present 
and Norge, Universal and Estate gas 
ranges were on the premises. Eureka, 
Hoover and Universal vacuum clean- 
ers stood forth against the white and 
chartreuse walls, and the layout was 
topped with a Clark water heater. 


Jones Doubles Size 
Of Appliance Showroom 


Jones Store, the largest department 
store in Kansas City, Mo., recently 
doubled the size of its appliance show- 
room and is steadily adding to its ap- 
pliance sales staff. Name brands of 
merchandise are headlined in the appli- 
ance section and repair problems are 
handled by a “Service Desk.” Man- 
ager of the appliance department is 
Ralph Lady, who also supervises the 
activities of three branch stores located 
in the greater Kansas City area. 


Gorman's Opens 
New Store 
Gorman’s recently opened a new 


store in Kansas City, Mo., which will 
carry furniture, jewelry, electrical ap- 


pliances, housewares, and _ drapes. 


Jerome Levy is manager. 


BULBSNATCHERS PARADISE: The enlarged lamp section of the Crescent Dept. 
Store, Spokane, Wash., was shifted from the fourth to the third floor where it is now 
in juxtaposition with home furnishings and other related merchandise along the store's 
“Aisle of Ideas." The Crescent plans to open up an entire new floor devoted exclu- 
sively to electric appliances. 
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How to place yourself 
NEXT IN LINE 
for PROMOTION 


Land headed 


for 
future success 


Now, learn how you can doa 
job on yourself, to equip your- 
self for a better job. This 
amazingly practical manual 
gives dozens of personal suc- 
cess pointers and how YOU 
can apply them. Written by 


an authority on personnel 
problems, it is based on the 
experience that all of us who 
work for a living will develop 


more rapidly, merit faster pro- 
motions, if we can first learn 
to operate efficiently. 
Promotable men are urgently 
needed today—and YOUR 
chances for success are con- 
siderable if you think and act 
in terms of merit as explained 
in this book. 


Just Published 


MOVING AHEAD 
ON YOUR JOB 


By RICHARD P. CALHOON 
Personnel Director, Kendall Mills 


295 pages, 5'/2 x 8, $2.75 


If you are ambitious—if you are a returned 
serviceman who wants to make up lost time— 
it you are about to start out in business— 
it you feel you're “in a rut”—then you will 
want to see what this book says about making 
yourself fit for promotion, about understanding 
your needs and shortcomings, making up your 
mind to overcome them, and then doing a job 
on your present work. 


Leads to self-improvement and progress 
in your work — 


Every page of this practical book contributes to 
a detailed break-down of what present-day busi- 
ness requires of you, as an individual, and how 
this can be applied in improving your work and 
your dealings with superiors, associates, or sub- 
ordinates. You are shown how to make good on 
what you do so as to stand out in competition 
with others—to acquire more responsibility 
through capacity for accomplishment. 


48 short, informative chapters explain 
the need and show the methods for: 


b ing adaptable in your work 
—taking criticism 
—becoming a = of the set-up 
= e s's dependence on you 
leveloping sustained drive 
—increasing the number of your accom- 
plishments 
—developing the power of concentration 
—knowing when and how to relax 


—dealing with different of people 
—gathering ideas from fave 


Do you want to earn your spurs by promotion 
from within your company? Do you want to 
change your work habits—and be there when 
the Promotions are handed out? Then send for 
this stimulating and practically helpful book to- 
day; see for yourself how it prepares you to 
capitalize on your merit and win respect and 
Promotion on your job. 


Send for a copy—10 days on approval 


McGraw-Hill Book Co., 330 W.42 St.,N.Y.C.18 


Send me Cathoon’s MOVING AHEAD ON YOUR 
408 for 10 days’ examination on approval. In 
10 days I will send $2.75, plus few cents post- 
age, or return book postpaid. (Postage paid on 
cash orders. ) 


In Canada: Mail to Embassy Book Co., 
12 Bichmond &. E., Toronto, 1 


BEAUTY. . . Handsome crackle 
finish e Chrome heater grille 


e Modern-design fan blades 


e Separate fan guard. 


STABILITY. .. Sturdy all-metal 
construction e 7'/2-inch base 
e Finest materials and work- 


manship. 


UTILITY. . . For summer, noise- 
less 10-inch fan with air dis- 
placement of 540 cu. ft. per 
minute e For winter, 1320- 


watt forced air heater. 


ECONOMY... Heater and fan 


BOTH for one low price. 
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A rush of warm air in wintertime. ..a refreshing 


breeze in summer... you get BOTH with the 


new SURF SEASON-AIR. 


It’s the last word in modern room-conditioning 


efficiency a DOUBLE-DUTY appliance that 


converts from heater to fan in the few seconds 


it takes to remove the heater housing. 


Created for all-year-’round demand . . . priced 


low for volume sales. . . ultra-smart in appearance 


__SEASON-AIR spells PROFITS any way you 


look at it. 


G-M Laboratories inc, 4292 North Knox Avenue, Chicago 41, Illinois 
Gentlemen: Please send me literature on the new SURF SEASON-AIR heater-fan combination. 


My Nome 
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AERMOTOR COMPANY 
AEROVENT FAN COMPANY 
AMERICAN BLOWER CORP. 
AMERICAN MARSH PUMPS INC. 
BEN H. ANDERSON MFG. CO. 
ANDIS CLIPPER COMPANY 
THEO AUDEL & COMPANY 
AURORA PUMP COMPANY 

M. B. AUSTIN COMPANY 
BABSON BROTHERS 

C. S. BELL COMPANY 
BENNETT-IRELAND 

BERKELEY PUMP COMPANY 
GEORGE BEUOY 

THE BLACK & DECKER MFG. CO. 
BLIZZARD MFG. COMPANY 
BROWER MFG. COMPANY 
BRUNO TOOLS DIV. 

CENTURY ELECTRIC COMPANY 
CHICAGO FLEXIBLE SHAFT CO. 
CHORE-BOY MILKING MACHINE 
A. D. COOK INC. 

CRANE COMPANY 

CYCLONE MFG. COMPANY 
DECATUR PUMP COMPANY 

DE LAVAL SEPARATOR CO. 
DELCO APPLIANCE DIV. 

THE DEMING COMPANY 

THE DURO COMPANY 

EAGLE MFG. COMPANY 
EDISON G. E. APPL. CO. INC. 
ELECTRIC SERVICE SYSTEMS 


THESE 90 MANUFACTURERS USE "ELECTRICITY ON THE FARM” TO SELL 
THEIR EQUIPMENT TO 400,000 TOP-INCOME ELECTRIFIED FARMS 


ELECTRO-LINE PRODUCTS CORP. 
ESCO CABINET COMPANY 
FAIRBANKS, MORSE & CO. 
FLINT & WALLING MFG. CO. 
FRIGIDAIRE DIV. GEN. MOTORS 
GENERAL ELECTRIC COMPANY 
(Construction Materials) 
GENERAL ELECTRIC COMPANY 
(Farm Industry Division) 
GENERAL ELECTRIC COMPANY 
(Lamp Department) 
GLENN ROBERTS COMPANY 
GLOBE MILKER INC. 
GOULDS PUMPS INC. 
HAMILTON BEACH COMPANY 
HARTZELL PROPELLER FAN CO. 
HINMAN MILKING MACH. CO. INC. 
H. D. HUDSON MFG. COMPANY 
ILG ELEC. VENTILATING CO. 
INDEPENDENT PNEUMATIC TOOL 
INTERNATIONAL HARVESTER CO. 
THE I-X-L PUMP & MFG. COMPANY 
JACOBSON MFG. COMPANY 
LANDERS FRARY & CLARK 
LINCOLN ELECTRIC CO. 
LYON RURAL ELECTRIC CO. 
C. A. McDADE COMPANY 
ROBERT E. MAES 
MAKOMB STEEL PRODUCTS CO. 
MALLEABLE IRON RANGE CO. 
MILLER ELECTRIC MFG. CO. 
THE F. E. MYERS & BRO. CO. 
MYERS-SHERMAN COMPANY 


NATIONAL IDEAL COMPANY 
NATIONAL MILKER COMPANY 
PARAGON ELECTRIC COMPANY 
PEERLESS ELECTRIC COMPANY 
PEERLESS PUMP DIV. 
PERFECTION MFG. COMPANY 
PIONEER MFG. COMPANY 
PREMIER VACUUM CLEANER DIV. 
PRIME MFG. COMPANY 
RED JACKET MFG. COMPANY 
RITE-WAY PRODUCTS CO. INC. 
SARGENT-ROUNDY CORP. 
THE SCHLUETER COMPANY 
SINGER SEWING MACHINE CO. 
SKILSAW INC. 
SMALLEY MFG. COMPANY 
SPEEDWAY MFG. COMPANY 
STARLINE INC. 
TOASTMASTER PROD. DIV. 
TOKHEIM OIL TANK & PUMP CO. 
TRUMBULL ELEC. MFG. CO. 
U. S. MOTORS CORP. 
VIKING MFG. COMPANY 
JOSEPH A. VOGEL CO. 
WESTINGHOUSE ELECTRIC CORP. 
(Elec. Appliance Division) 
WESTINGHOUSE ELECTRIC CORP. 
(Rural Electric) 
WHITING STOKER SALES CO. 
WILSON REFRIGERATION INC. 
WITTIE MFG. & SALES CO. 
WOODFORD HYDRANT COMPANY 


DEPARTMENT 
STORES 


Sattler's Expansion 
Triples Appliances 


The Buffalo, N. Y. store of Sat- 
tler’s plans to triple the size of its ap- 
pliance department as part of its ex- 
pansion program. 


Plans 


Branch in New Castle 


A new home furnishings store will 
be opened in the Wallace Block in 
New Castle, Pa, by the Strouss- 
Hirshberg Co., Youngstown, Ohio, de- 
partment store. 


Powell New Radio 
Buyer at Adam & Co. 


Reed Powell has been appointed 
buyer and department manager of 
radios at the J. N. Adam and Co. de- 
partment store in Buffalo, N. Y. He 
formerly was assistant buyer of rugs, 


Baltimore Store Names 
Two to Appliance Posts 


Martin J. Kohn, president of Hochs- 
child Kohn and Co., Baltimore, has 
announced the appointments of Sher- 
man Denny and Foster D. Mitchell as 
merchandiser and buyer, respectively, 
of the new appliance department. 


Irwin Heads New 
Appliance Department 


Paul Irwin, former appliance man- 
ager in various Montgomery Ward 
and Co. California stores, has been 
appointed manager of the newly opened 
appliance department of the Sherman 
Clay and Co., Portland, Ore. 


Coakley Assists Zients 
in AMC Appliances 


J. G. Coakley, ex-Army captain, has 
re-joined the Associated Merchandis- 
ing Corp., New York City, as assis- 
tant to B. G. Zients, manager of ra- 
dio appliances. 


THis impressive and well-represented list of advertisers schedule ELECTRICITY ON THE FARM 

for the straightforward reason—pure and simple—that it brings their message to the most recep- 
tive prospects—the farmers who want to buy—and have the money for—electrical equipment for 
industrialized farms and farm homes. 

Electrical dealers and their salesmen find that advertising in ELECTRICITY ON THE FARM 
Magazine helps them, too. It pre-acquaints their best prospects with the merchandise they sell. 
ELECTRICITY ON THE FARM is exclusively edited to assist farmers in the selection and use of 
electrical equipment, and they know that they can rely upon the merchandise recommended and 


advertised in its pages. 
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WRITE FOR SAMPLE COPY OF MAGAZINE 


THE FARM 
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DIAL CLEAN CLOTHES: The 1/900 
Corp's. new Whirlpool Whirlmatic 
washer, on display at the company’s 
booth at the Chicago Furniture Show, 
washes, rinses and damp dries with one 
dial setting. The machine can be stopped 
or started at any point in the washing 
cycle without beginning the cycle anew. 
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Engineer Predicts 
Refrigerator Cooking 


Astounding predictions for the world 
of science almost as incredible as a 
page from a science- -fiction magazine 
were calmly interpreted by Dr. Phillips 
Thomas, research engineer of the 
Westinghouse Electric Corp., in a 
recent address in Buffalo to the Ameri- 
can Industrial X-Ray Society’s western 
N. Y. section, as “definite possibilities.” 

Among the products which Dr. 
Thomas said would one day be as 
commonplace as the toaster were heat- 
less stoves that would cook a roast in 
a refrigerator and home radios that 
would confine their sound to one room. 


Sensational Developments Coming 


Dr. Thomas said new inventions, 
new materials and the know-how de- 
veloped during the war will continue 
to be rapidly developed in peace. Point- 
ing out how radio heating progressed 
during the war for such processes as 
plating tin and treating steel, he 
afirmed that sensational developments 
for home owners are coming. “Elec- 
tronic heating,” he said, “can be used 
for cooking. An electric cookstove 
could heat only the food that lies be- 
tween two vertical plates which set 
up the radio frequency field. Such a 
cookstove could be installed in a 
refrigerator without disturbing the 
cold inside the rest of the refrigerator. 
Food to be cooked could be left in the 
cooking unit and kept cold until a 
switch starting the stove was thrown. 
Then, in a short time, the food could 
be removed from the refrigerator, 
cooked and hot.” 

Dr. Thomas said that electronic 
wall plates could be made to produce 
a radio frequency field in a room that 
would deliver heat only to the bodies 
of the persons in it. Radio programs 
could be amplified in the same way. 

‘Nobody knows what marvels are 
ahead of us,” Dr. Thomas, concluded. 
“The only sure thing is there will be 
more marvels—plenty of them.” 


New Firm for Frozen 
Foods and Cabinets 


The newly organized Frozen Food 
Distributors, Inc., plan to sell both 
frozen foods and the cabinets that keep 
them that way. Activities to date have 
been limited to franchising dealers in 
the East and Midwest, but the firm 
will soon start both retailing and 
wholesaling through franchised dis- 
tributors of the company’s branded 
line of grozen food storage cabinets 
for homes and will set up a home de- 
livery service of frozen foods. 

The central office of the organiza- 
tion, located at 180 Broadway, New 
York, will be headquarters for presi- 
dent R. F. Horan. Ina statement Mr. 
Horan deplored the loose use of the 
term “home freezer” for frozen food 
Storage cabinets whose only function is 
to maintain these foods at low temper- 
ature. This, he said, was a functional 
misnomer. 

Buying of both food and equipment 
for the new organization will be con- 
ducted from the central office. Sales 
Promotional plans are said to be under 
way and national and local advertising 
campaigns are being drafted. 

Mr. Horan was formerly director of 
sales education of the General Electric 

Ex-army public relations officer 


David Wepman is secretary and treas- 
urer, 
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Down thru the ages the inscrut. 

_ able countenance of Mona Lisa has 
been irrefutably attributed to and 
associated with Leonardo Da Vinci. | 
Authenticated records prove con-— 


clusively that he was the 


this masterpiece. 


Likewise, the owner- 
ship of the trade-mark NICHROME 
for Resistance Wire was establish- 
ed by this duly authorized docu- 
ment granted to the Driver-Harris 

Company on August 11th, 1908. 
_ Subsequent registrations cover _ 
other product applications. Thus — 

NICHROME is the registered trade- 
mark belonging solely and wholly — 


the Driver-Harris Company. 
NICHROME is also the symbol 


service that has for 38 years identi- — 
fied the world’s foremost heat and 


corrosion resistant alloy—the time 


_ tested standard by which other 
alloys are measured. Although | 
there are other excellent nickel- 
_ chromium combinations there i 
only one NICHROME ..... and it is 
made only by Driver- 
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Buyers Preference... 
Profit Maker... 


Sell 
COMFORT 
COOLING 
With 


BAR-BROOK 


ATTIC FANS 


BAR-BROOK Attic Fans are solid profit makers. They are good 


business, not just a flash in the pan or something to sell the post- 
war buying backlog. 


Authentic surveys show that in the next 15 years there will be a 
need of 12,600,000 new housing units. EACH OF THESE units 
should have Comfort Cooling. Thous- 
ands have already have indicated they 
intend to have it in their homes, both 
old and new. 


Dealers everywhere will profit by 
BAR-BROOK's proven consumer ac- 
ceptance. BAR-BROOK Fans are built 
by the pioneer of Comfort Cooling 
by attic ventilation. They have every 
possible sales appeal . . . appearance, 
efficiency, quiet operation, easy in- 
stallation, and Test Code rated 
capacities from 5500 to 21,000 CFM. 


Write TODAY for literature on BAR- 
BROOK Fans . . . maybe your terri- 
tory is still open. 


The New BAR-BROOK 
Window Fan 


Here is the first window fan of 
modern functional design. Only 
5'/4"' thick. Looks like a vene- 
tian blind. Sells on sight. 
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AN EASY EASY: Mrs. Mary J. Butterfield of Norfolk, Nebraska, only had to be 


one of ten winners in 50,000 contestants in Easy's recent nationwide Spindrier contest 
to get this washer which was presented to her at the formal opening of the Kreuger 
Electric Co. in Norfolk. Mayor R. W. Breyer, left of Mrs. Butterfield, made the 
presentation. On the extreme left is C. A. Lindevall, sales manager of K. K. Co., Inc. 
Next to him is Louis Segrist, Kreuger sales manager. On the right is R. J. Kreuger, 


owner of the new store. 


ARKANSAS 


West Memphis—\W. L. Blevins and 
I. L. Owens have formed the West 
Memphis Appliance Co. and are re- 
modeling the space next to the W. 
H. Hundhausen store. The firm will 
handle and service Westinghouse 
products. 


CONNECTICUT 


The following are new Connecti- 
cut appliance corporations: 
Bridgeport—Associated Appliances 
Co., by J. Ned Leon, 308 Fairfield 
Ave. 

Bridgeport—Atlantic Radio & Ap- 
pliance, by Albert J. Janosko, 582 
Arctic St. 

Derby—Derby Sewing Machine & 
Appliance Co., 153 Main St. by 
Philip Piazza, 2559 N. Main St. 
West Haven—Appliance & Music 
Center, 625 Campbell Ave., by Ed- 
win R. Zeitz, 264 Tyler St., East 
Haven. 

West Haven—Radio Electric, 362 
Campbell Ave., by Frank B. Mer- 
cugliano, 257 Blohhm St. 
Oakville—Oakville Radio & Appli- 
ance Co., 423 Main St., by Louis Ci- 
priano, 18 Granite St., Waterbury. 
Middletown—National Radio Serv- 
ice, Inc., 96 Broad St., by Peter 
Rakyowski, 23 Lyman St.; C. S. 
Walczewski, 157 Grove St.; J. J. 
Jankowski, 280 High St. 

New Britain—Nelson Appliance 
Service, 85 S. Burritt St., by J. E. 
Nelson, same address. 
Milford—Fleming’s Radio & Cam- 
era Shop, 222 E. Broadway, by J. E. 
Fleming, 63 Fairwood Ave. 
Milford— Milford Electronics Prod- 
ucts Co., 230 Broad St., by W. B. 
and Dorothy F. Chamberlain, 35 
Pearl Hill St. 

West Hartford—Elmwood Music & 
Radio Co., 1054 New Britain Ave., 
by Robt. Twaddle, 185 Webster Hill 
Blvd., W. Hartford. 

West Hartford—Hartford Heating 
& Appliance Co., 10 N. Main St., by 
F. S. and J. R. Roche, 58 Fennbrook 


Rd., and F. S. Roche, Jr., 119 Bon- 
ner St., Hartford. 

West Hartford—Stern & Co., Inc.; 
to deal in radios, phonographs, etc.; 
capital stock $300,000, commence 
business with $120,000; incorpor- 
ators: Francis E. Stern, J. Donald 
Cohen and Rose Beizer, all of West 
Hartford. 

Hartford—Hatry & Young, Inc.; to 
deal in radios, electronic parts, Inc.; 
capital stock $150,000, commence 
business with $105,000; incorpor- 
ators: Louis W. Hatry and Nicholas 
T. Young, both of West Hartford; 
David L. Goldberg, Hartford. 
Torrington—Radio & Appliance 
Sales & Service, Inc.; capitol stock 
$50,000, commence business with 
$12,500; incorporators: Clement 
Roy, Frena Roy, C. J. Barlow, all 
of Torrington. 

East Hartford—Eastern Appliances, 
Inc.; capital stock $50,000, com- 
mence business with $4000; incor- 
porators: David Small, W. Hartford; 
Edward A. Tomlin, Jr., E. Hart- 
ford; Julius E. Larman, Hartford. 


FLORIDA 


Bonifay—John L. Kirkland and M. 
D. Ellis are putting the finishing 
touches to their new electrical ap- 
pliance store in the Paul building 


GEORGIA 


Cartersville — Electrical appliances 
are included in the stock of the 
3ruce Supply Co., which recently 
opened here. Bruce Schobel 1s 
owner and manager. 
Gainesville—E. F. Houser, recently 
released as a Naval engineer, 545 
opened the Houser Electrical Com- 
pany at 724 S. Main St. 
Gainesville—Paul F. Loflin has 
opened the Loflin Electrical Appli- 
ance Co. in Dahlonega, Ga. 
Summerville—J. W. Jackson, Jr. 
who was recently released from 
military service, has opened an e!ec- 
trical appliance business in Summer- 
ville. 
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Sure, they're selling like hot cakes—because Kellogg Koiled 
Kords provide what folks have always wanted but couldn't get— 
appliance cords of rea/ durability, greater convenience, longer 
life. Sure, they want Kellogg Koiled Kords— because they're 
tired of fussing with the old straight cords that kink, dangle and 
tangle — that need frequent repair and replacement. 

You'll want to stock Kellogg Koiled Kords, right now. Cash in 
on their “no tangle, no dangle, no kink” appeal —on their instan- 
taneous buy-appeal. You'll make 98c profit per cord — as much 
as the profit on 5 or 6 ordinary cords! There’s a profitable deal 
worth going after —a “natural” for big sales, big profits! 


GIVE YOUR JOBBER THAT ORDER TODAY— 
SUPPLY STILL LIMITED. Production of Kellogg Koiled 
Kords is being rapidly stepped up. Shipments are now being 
made to wholesalers all over the country. But the demand is 
growing daily, so follow this suggestion: Place your order with 
your jobber immediately. Packed in attractive, self-display 
, cartons of 10 Kords each. Order by these code numbers: 
— No. 6000-2 (with attachment plug and heater jack) Retail List $2.95 ea. 
qu oa No. 6000-1 (with attachment plug only) . . . Retail List $2.75 ea. 


Slightly Higher Prices West of Rockies 
RETAIL PRICES PROTECTED BY FAIR TRADE ACTS 


KOILED KORD DIVISION 


} KELLOGG SWITCHBOARD & SUPPLY COMPANY 
6626 South Cicero Avenue, Chicago 38, Illinois 
leoding Monvfacturers of Telephone Systems, Radio Apparatus 
; and Industrial Electrical Equipment 
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THE AMAZING KORD THAT S-T-R-E-T-C-H-E-S 6 FT. EASILY 


RETRACTS INSTANTLY TO 1 FT. no Se 


IN BIG DEMAND 
BECAUSE THEY ARE THE 
PERFECT CORD 


for roasters hot plates 


for heaters griddles 
for broilers for toasters 


©- 


and many other applionces 
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Unlimited uses: 


Unlimited sares 
OPPORTUNITIES IN 
LAU «niteair” 
EXHAUST FANS 
for Homes, Offices and Factories 


5 Diameter Sizes 
Ronge of & Discharge Capacities 


Everyone wants comfortable, 
refreshing sleeping, working, 
and shopping conditions. Lau 
propeller-type (“Niteair”) fans 
provide more real, long-term 


Madison—Lowry Hunt and C. W. 
Horne have purchased the Richter 
Building on Main St., and will open 
an electrical appliance store as soon 
as the building is remodeled. Charles 
Cunningham will be manager. 
Ashburn—Electrical fixtures and ap- 
pliances are included in the stock of 
goods carried by Terrell’s, new 
home decorating store which re- 
cently opened in Ashburn, with Mr. 
and Mrs. J. D. Terrell as owners 
and managers. 

Gainesville—The Southern Supply 
Co., headed by A. L. Hoppe as gen- 
eral manager, recently opened at 
727 S. Main St. and is carrying a full 
supply of electrical appliances. 


Grundy Center—An electric sery. 
ice, appliance and radio shop is be- 
ing opened here by C. M. Evans, of 
Des Moines. 

Glidden—A new electric shop will 
be opened by Mr. and Mrs. I. M. 
Kelly, of Denison. The Hotpoint 
appliance line will be handled. 
Newell—The Anderson Electric Co, 
has been organized, and a store will 
be opened as soon as a good location 
can be found. For the present appli- 
ances are being sold from Arnold 
Anderson’s home. 

Manilla—E. L. Murray has opened 
an electric appliance, plumbing and 
heating shop and is awaiting mer- 
chandise. 


MUSIC FOR VETERANS: Wounded veterans in Birmingham and other service 
hospitals shared in 75 new Hoffman radios delivered to the Red Cross through the 
cooperation of the Hoffman Radio Corp. and the Menswear Manufacturers of Los 


Angeles. R. J. McNeely, Hoffman sales manager, presents the first radio to “Mrs. 
Emma Jones, chairman of the Red Cross camp and hospital committee, while Barney 
Beller and Ross Lewin, of the Menswear Manufacturers, watch. 


comfort than anything that 
could possibly be devised or 
procured on such small invest- 
ment. Installed in homes—large 
or little — Lau fans expel day- 
time heat; replace it with fresh, 
cool, night air. Many practical 
applications besides homes—in 
offices, commercial 
buildings, stores, cafes. Mass 
manufactured in straight line 
production for low-cost com- 
petitive selling. Sales are a snap. 


factories, 


Write us direct... 
or contact your jobber 


Engineers and ftebricators of 


WORLD'S LARGEST MANUFACTURERS OF FURNACE BLOWERS 


generol Air 


Remove musty, stole air from storerooms. 


HUNDREDS OF APPLICATIONS 
Here are a few— 
Air-conditioning shops and offices 
Removing dust-loden air in factories 
Removing foul or contaminated air 
Ld ing dong fume p i 
(from one shop to another 
or from shop to office) 
Removing smoke from furnace rooms 
Spot-cooling foundry workers 


BLOWER 
COMPANY 


DAYTON 7, OHIO, U. S$. A. 


Handling Equipment 


Single Inlet and Double inlet Blowers * Propeller Fans © Accessories 
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Covington—The Quonsett Appli- 
ance Co., dealers in all kinds of 
electrical appliances, will open in 
Covington shortly at 304 Washing- 
ton St. 

Forsyth—Sam Work, Sr.,_ has 
opened an electrical home appliance 
business in the Rose Theater build- 
ing in Forsyth. 


ILLINOIS 


Chicago—Troch Brothers, who have 
operated a steel company, have 
opened a new appliance store, called 
the Troch Radio and Appliance Co., 
3958 N. Milwaukee Ave. Herman 
and Elmer Troch are the brothers. 
Morengo—A new appliance store 
has been opened here by Robert A. 
Beith of Elgin. Known as Beith 
Electric Co., it will feature two well 
known brands. 

Kewanee—I. S. Brottman, for- 
merly of Rock Island, has opened a 
new business which will feature a 
complete line of appliances and 
radios. 


Rocky Valley—Three electric appli- 
ance and service shops have been 
started in Rocky Valley since last 
fall, one by Henry Landhuis, an- 
other by Will Rozeboom, and a 
third by Marzo Kessler and John 
E. Vande Weerd. 


MARCH |}, 


Spirit Lake—The firm of Boehm & 
Sons Co. has been organized to 
represent General Electric in the 
Spirit Lake area. Jack Boehm has 
his sons Harold and Herbert asso- 
ciated with him in the business. 
Garner—A new electric shop has 
been opened by Russ Scanlon, who 
has been ih the employ of the Cen- 
tral States Electric Co. 


KENTUCKY 


Lexington—The M & C Electric 
Co. and the Henderson Refrigerat- 
ing Co. have combined to form the 
Henderson Refrigerating & Electric 
Co., with Parke Syers, Dan Murphy 
and Herman Church as the mem- 
bers of.the firm. 

Elkton—The Elkton Electrical Ap- 
pliance Store held its grand opening 
in the new Birkhead Bldg. A full 
line of appliances will be shown as 
soon as stocks arrive. 
Winchester—The Winchester Elec- 
tric Supply Co., capital $2,000, has 
been incorporated by Pryor R. 
Smith, John W. Hackett and Carl 
Sweeney, all of Lexington, and John 
D. Sweeney of Winchester. 
Cynthiana—A new electrical firm, 
Wills Appliance Co., has been 
formed and will handle G-E appli- 
ances. The members of the firm are 
Vernon and Jack Wills, Manville 
Fryman and Dawson McDonald. 
Fryman will be the manager, while 
McDonald will handle service. 


NAVY 
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Berea—A new electrical | appliance 
hop, carrying the Hotpoint line, is 
eing opened in a remodeled store 
y Sherman, Ray and Russell Par- 
ons. The store, to be known as the 
Parsons Electric Shop, will be man- 
bged by Preston McDaniels. 
linton—A new appliance store, the 
ecently organized Evans Hardware 
. Electrical store, is owned by J. 
RB. Evans, Jr., and Lloyd Lovell. 


MICHIGAN 


Lowell—Lewis Electric Co., owned 
y Melvin Lewis, has bought a resi- 
dence which will be remodeled into 
hn appliance store. 


MINNESOTA 


Richfield—Having obtained fran- 
hises for nationally advertised ap- 
ipliances, Mr. and Mrs. Charles R. 
Villiams have opened the Radio & 
Appliance Shop. Norman Daw is in 
harge of the repair department. 

Moose Lake—Ero Kutsi, who for- 
imerly operated the Gamble Store in 
Moose Lake, has opened the Arrow 
Radio & Electric Shop. Mr. Kutsi 
will specialize in repair and service 
until stocks of appliances can be put 


Waseca—Wallace E. Bratrud has 
announced the opening of the Brat- 
rud Appliance & Electric Store. 
Norge, Zenith and Simplex will be 
three of the lines carried when avail- 
able. A repair shop is a feature of 
the store. 

Waseca—A new appliance store has 
been opened by R. J. Buckley, Jr. 
The display room of the store will 
include G-E ranges and other appli- 
ances, Maytag washers and ironers, 
Royal vacuum cleaners, Stewart- 
Warner radios. 

ake Crystal—The Smith Appliance 
Shop is opening in Lake Crystal, ac- 
cording to W. A. Smith, owner. 
With Mr. Smith will be his three 
sons, Chester T., Orville G., and 
William J., all former servicemen. 
The store will feature Westinghouse 
appliances and Deepfreeze lockers. 


NAVY HONORS NORGE: Howard E. 
Blood, president of the Norge division 
of Borg-Warner Corp., receives a per- 
‘onal citation in connection with the 
Presentation of a Naval Ordnance De- 
wlopment Award to the company for 
tngineering achievements on the Navy's 
"ew automatic, blind-firing gun director. 
Vice-Admiral George F. Hussey, Jr., 
chief of the bureau of Ordnance, makes 
the Presentation. 


The “Reliable Regent’ Hinged Mode! 


HOW IT IS MADE 

% Drawn steel shell—triple plated. 

%*% Cord and plug set of cold mold—for 
higher heat resistance. 

* Improved refractory materials. 

% Detachable hinge cover. 

* Bakelite heat-resistant accessories. 

All at the popular, pre-war price! 


Rostes woman who cooks will 
find in BROILKING an amazing 
appliance, the usefulness of which she 
will not realize until she has tried it. 
No other cooking appliance in her 
kitchen will do so much, at so low a 
cost, in so little space, with a mini- 


‘mum of trouble and inconvenience. 


MR. DEALER, before the war 
BROILKING was a fast-turning, 
profit appliance, sold by the best 
retail outlets in America. Today, 
nation-wide, BROILKING again has 
the call from wholesaler and dealer 
alike. Improved in materials and 
production processes the new ‘‘Reli- 
able Regent’’ model at prewar prices 
is the best buy in table broilers. 


* WHAT IT wit DO x 


Broil a meal for 4 
right on the table! 


chicken 
12 Sausages or frank 
9 hamburgers 


4 fish filets 
furters 


AMERICA’S FINEST ELECTRIC table BROILER 


INTERNATIONAL APPLIANCE CORP., 1033 Metropolitan Avenue, Brooklyn 6, N. Y. 
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* Repeat sales mean increased profits! 


DUOTONE now offers you the most 
complete line of recording accessories in 
the entire industry. 


Each Duotone product is designed and 
tested to guarantee satisfaction—this in- 
sures repeat sales. 


% Get acquainted with the Duotone line. 
Led by the famous “Star” Sapphire, the 
Duotone family of quality-tested phono- 
graph needles, DUODISCS and cutting 
needles offers dealers complete coverage 
of the recording accessory field. 
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MISSOURI 


St. Louis—Curtis Electric & Appli- 
ance Co. has been incorporated, to 
deal in electrical appliances and 
heating equipment. 100 shares of 
stock, par value $100 each, are au- 
thorized, commence with $5000. In- 
corporators are: Wyatt Curtis, 
Helen Lucile Curtis, William M. 
Alexander, all of St. Louis. 


NEBRASKA 


Sutherland—John Koler has opened 
an electric shop, to be known as 
Koler Electric Service Store. He 
has the franchise for Hotpoint elec- 
trical appliances, and will carry a 
full line of electrical supplies. 
McCook—The Modern Appliance 
Store was opened here in January, 
after stock finally arrived. Only 
samples are on hand, but orders are 
being taken. 

Bridgeport—Curry Electric Store, 
under the management of Vern 
Curry, has been opened to the pub- 
lic. Until expected appliances ar- 
rive, the regular business of wiring, 
contracting and repairing is being 
carried on. 

Creighton—A new electric shop, 
known as the Krazy Kat, has been 
started by Harold Koppelman. The 
Crosley line will be featured, with 
others to be added later. 
Auburn—The formal opening of the 
Nemaha County Appliance Co.’s 
store was celebrated recently. Clyde 
A. Hinds, owner of the store, had 
succeeded in getting a small stock 
of G-E appliances for the opening. 


NEW JERSEY 


Madison—The Madison Electrical 
Products Corp., manufacturers of 
Mepco electronic products, have 
opened a retail setup to merchan- 
dise nationally known appliances 
and radios, according to J. G. 
Ruckelshaus, head of the organiza- 
tion. 

Haddonfield—Blanton Dunn, Had- 
donfield auto dealer, has opened a 
new appliance store, and will handle 
kitchen equipment in addition to 
both major and small appliances. 


NEW YORK 


Cheektowaga—A business name has 
been filed for the Moser Electrical 
Appliance Co., 13 Awood, by Wil- 
liam A. Moser. 

Among new incorporations in New 
York are the following appliance 
firms: 

New York City—Bloomfield Sales 
Corp.; to deal in electrical and me- 
chanical appliances; capital 100 
shares n. p. v. stock; incorpor- 
ators: Betty Bloomfield, Daniel 
Bloomfield, 3333 S. Wells St., Chi- 
cago, Ill.; Henry W. Parke, 120 
Broadway, New York City. 

New York City—White Electric Ap- 
pliance Co., Inc.; capital 200 shares 
n. p. v. stock; incorporators: Sam- 
uel M. Jacoby, 261 Broadway, New 
York City; S. K. Jacoby, 1710 An- 
drews Ave., R. Goertzel, 1920 Wal- 
ton Ave., Bronx. 

New York City—Camburn, Inc.; to 
deal in radios and parts; $100,000 
capital in $100 shares; incorpor- 
ators: Bessie B. Lineal, Harry 
Kavesh, 33 W. 42nd St., New York 
City: Jos. Deidner, 1075 Winthrop 
St., Brooklyn. 

New York City—Raucher & Co. 
Inc., Brooklyn; to deal in electrical 
appliances; capital 100 shares n. p. v. 
stock; incorporators: Thelma 
Raucher, 2781 W. 36th St., Ida 
Raucher, 40-16 Surf Ave., Ethel 
Solow, 526 E. 51st St., Brooklyn. 
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New York City—Benjamin Adler 
Electrical Co., Inc., Bronx; capital 
100 shares n.p.v. stock; incorpor. 
ators: Jerry Goldberg, Julius T 
Leibowitz, Norma _ Stern, 1459 
Broadway, New York City. 

New York City—The Electro. 
Mart, Inc.; to deal in mechanical and 
electrical appliances; capital $5,000 
in $100 shares; incorporators: 
Jerome Fischbach, Cross Roads 
Farm, Box 382, Hartsdale; Natalie 
Y. Edwards, 860 Grand Concourse, 
Bronx; ‘Seymour Serge, 97 Arden 
St., New York City. 

New York City—Chambers Electri- 
cal Corp.; electrical supplies, appli- 
ances; capital $20,000 in $100 shares: 
incorporators: Abraham Wolf, 55 
W. 42nd St., Morris M. Goldknepf, 
552 W. 163rd St., New York City; 
Morris Cohen, 185 Sheridan Ave., 
Brooklyn. 

Bainbridge—The Hovey  Corp.; 
electric equipment and appliances; 
capital $20,000 in $100 shares; incor- 
porators: Paul Hovey, L. Newton 
Hovey, Herbert E. Petley, Bain- 
bridge. 

New York City—Glencoe Electric 
Co., Inc.; to deal in electrical de- 
vices; incorporators: David B. Mac- 
Kendrick, Lilian B. MacKendrick, 
230 Central Park South, Robert 
Dublirer, 8 Barrow St., New York 
City. 

New York City—Salzman Electric 
Co., Inc.; electric appliances; 100 
shares n. p. v. stock; incorporators: 
Judith Kirschenbaum, Gerald Dick- 
ler, Joseph J. Hammer, 10 E. 40th 
St., New York City. 

New York City—Davon Products, 
Inc.; electrical fixtures and appli- 
ances; capital $100,000 in $20 shares; 
incorporators: R. J. Gorman, Harry 
B. Davis, David H. Jackman, 150 
Broadway, New York City. 
Herkimer—Harter & Electric Co., 
electrical devices; capital $20,000 
in $100 shares; incorporators: Mer- 
ton S. Harter, Myron H. Harris, 
Emily W. L. Harter, all of Her- 


kimer. 


WALLPAPER BACKGROUND — When 
Martha Jensen Lucas opened her appli- 
ance store in Oak Park, she was faced 
with a daily shortage of merchandise. 
Realizing that when she sold stuff out of 
the store, there would often be a gap 
when new wares were not available to 
fill the space, she hit upon the idea of 
papering her walls. Result is thet @ 
pleasing design meets the eye when mer- 
chandise is missing. 


PUTTING 
sentatives 
the Hous 
Nagle, H 
Ben Ginst 
tosh, sale 


Herman | 


Towner 
merly 
Co. at 
cal sho 
Towner 
ances a 
will 
ing and 


L. Me 
Wilma 


Tulsa— 
Southe 
been cl 
trical 1 
Irvine 
were li 


Erie— 
a new 
ing at 
service 
tionall 
the co 
roofing 


Mario: 
Startec 
bough 
buildir 
Pliancs 
rescen 
the 


Redfi 


will b 


LEC) 


Sa 4 
ince 
his feet 
£ : “Clem hasn t tar’ Sapphire Need 
that Duotone S 
0 é 
\ | a three months 48 | Toledo 
ee* ture Cc 
30 sha 
| 
4 ) 
> 
Vermi 
Me 4 trial 
Lead- 
\ opera’ 
havin 
— 


PUTTING ON STEAM for their sales program are these executives and sales repre- 
sentatives of the Electric Steam Radiator Corp., Detroit, who took time off from 


the Housewares Show in Chicago to have their pictures taken. 


Front row: William 


Nagle, H. K. DeWees, A. Lindeman, C. Shira, Pierre Miles, J. McGrory. Standing: 
Ben Ginsberg, Barret King, Joseph Briggs, Al Solen, Charles Harrison, George Mclin- 
tosh, sales manager; Roy R. Fisher, president; Roy R. Fisher, Jr., vice-president; 
Herman Smith, Sidney Smith, Oscar Hogensenn, Sidney Berton. 


NORTH DAKOTA 


Towner—George A. Bennet, for- 
merly with the Otter Tail Power 
Co. at Rugby, has opened an electri- 
cal shop here under the name of 
Towner Electric Co. Until appli- 
ances are available in quantity, he 
will confine his activities to servic- 
ing and contracting. 


OHIO 


Toledo—The Gross Electric Fix- 
ture Co. has been incorporated with 
250 shares of n. p. v. stock, by Fay 
L. McClure, Ruth McColley and 
Wilma Knisel. 


OKLAHOMA 


Tulsa—Capitalized at $30,000, the 
Southern Electric Supply Corp. has 
been chartered here to deal in elec- 
trical merchandise. Elwood Spreen, 
Irvine E. Ungerman and C. A. Culp 
were listed as the principals. 


PENNSYLVANIA 


Erie—Felheim’s, 1218 State St., is 
anew appliance firm which is aim- 
ing at a complete home building 
service. In addition to several na- 
tionally advertised appliance lines, 
the concern has both lumber and 
roofing divisions. 


SOUTH DAKOTA 


Marion—Stan W. Hartman has 
started Stan’s Electric Co., having 
bought the former Gamble Store 
building. A full line of electrical ap- 
pliances, fixtures, supplies and fluo- 
rescent lighting will be handled, and 
the Westinghouse line will be fea- 
tured. 

Vermillion—The Scott Electric Co., 
owned by Walter T. Scott, has been 
opened with a small stock of elec- 


trical appliances, mostly samples, 
with more on the way. 
Lead—After being closed since 


1942, the Hom-E-Lectric Shop has 
een reopened, now that stocks of 
appliances are in prospect. A com- 
plete sales and service store will be 
operated. 

Redfield—Philard, Inc., have leased 
the Woodland Bldg., and report 
having obtained the General Elec- 
‘Tie agency for the area. The build- 
ng is now being remodeled for the 
new store, of which M. B. Beach 
will be the manager. 
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Madison—R. J. Joyal has leased the 
basement of a building and is hav- 
ing it remodeled. The new business 
will be known as the Madison Ra- 
dio & Electric Co. A full line of ap- 
pliances and radios wil be handled. 


TENNESSEE 


South Pittsburg—South Pittsburg 
Electric Co. has opened under the 
aegis of W. P. Rowland, J. A. Low- 
ery and James Howard of Chatta- 
nooga. The firm features service, 
repair and installation of everything 
electrical. 


TEXAS 


Amarillo—Nunn Electric Co. has 
been licensed to merchandise, with 
capital stock of $30,000. Incorpor- 
ators are C. D. Hare, D. V. Livoni 
and A. V. Gentry. 

Brownsville—N ational Auto & Elec- 
tric Stores, Inc., has been granted 
a charter to operate a business in 
Brownsville. It has $30,000 capital 
stock and is incorporated by L. P. 
Jones, J. P. Morrison and Mose R. 
Firnberg. 


WASHINGTON 


Spokane—Lloyd’s Sales & Service 
have opened with a full line of elec- 
tric ranges at N. 2526 Division Ave. 
Seattle—-Modern Electric & Radio 
Co. has been incorporated for $50,- 
000. Incorporators are L. C. Thomas, 
1307-B Yesler Way, Melvin O’Brien, 
337 25th Ave., M. C. Honeysuckle, 
2030 E. Madison, H. L. Garrett, 
217% 12th, Seattle. 


WISCONSIN 


Cudahy—Frank Miklas has opened 
a new appliance store here. A full 
line of appliances will be carried as 
soon as available, and a service de- 
partment will be included. 
Madison—Satterfield Radio Supply 
Co. has been incorporated to “buy, 
sell and deal in radios.” Capital 
stock is 500 shares at $100 per share. 
Fort Atkinson—Orvis Staben is 
opening a radio shop here, with new 
and reconditioned radios and a com- 
plete repair shop. 

Chetek—The firm of Valind & Baker 
has been incorporated to do business 
in electrical appliances and radio. 
Incorporators are Norbert R. and 
Helen Valind, John J. Baker and 
L. P. Charles, all of Chetek. 


1946 


Plug design is in simple 
functional lines which char- 
acterize modern traffic ap- 
pliances. Plug and cord are 
molded together for a one- 
piece construction of great 
strength. 


(Section of cord) 
Flamenol insulation, 
small in diameter but 
high in dielectric 
strength, has smooth 
hard finish which is 
pleasant to touch and 
rich in color. 


FLAMENOL CORDS 


G-E Flamenol Cord Sets are specifically designed to 
please the eye and built to provide trouble-free service. 
The plug is simple in design with finger-tip depressions 
to facilitate insertion and removal of the cord. The in- 


sulation is a tough, durable substance which retains its 
fine finish. 


Built to withstand the absuses of everyday domestic 
use, Flamenol cords are resistant to moisture, oil and 
acids. The plug and cord are molded together, forming an 
integrated construction which can take the constant yank- 
ing to which cords are subjected without pulling apart. 


Flamenol cords are the right cords for traffic appliances 
and portable lamps — they are styled to please and made 
to Last With The Life of the Product. For additional in- 
formation about G-E Flamenol Cords write to Section 


Q364-28, Appliance and Merchandise Department, Gen- 
eral Electric Company, Bridgeport, Connecticut. 
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Strong-selling messages like this 
are appearing regularly in lead- 
ing national magazines .. . reach- 
ing over 9 million prospects. 

Get your share of the profits... 
from the increasing demand for 
USALITE Flashlights and Bat- 
teries. Remember, the USALITE 
trade-mark is the consumer's 
guarantee of quality and depend- 
ability ... your assurance of re- 
peat sales. Order from your job- 
ber ... today! 


Flashlights & Batteries 


t 

| “A” & BY Batteries for Portable Radios 
STATES ELECTRIC MFG. CORP Factery and 
_ Exec. Office: Mew York 11, 0.1. + Sranch Office Chicage 7, 


iss 


Distributor Advisers to 
Pressed Steel Meet 


The first meeting of the Distributor 
Advisory Committee, organized by 
the Domestic Appliance Division of 
the Pressed Steel Car Co. early last 
December, was conducted in January 
in the Chicago Furniture Mart to 
thrash out mutual problems. A. Rays- 
son,Pressed Steel general sales mana- 
ger, opened the meeting and outlined 
the policy that the firm will follow in 
its relationship with its distributors. 

Included in the meeting were the 
following distributors: John W. Wal- 
ter, John W. Walter Co, N. Y.; 
Sol Sacks, Sacks Electrical Supply 
Co., Ohio, unanimously elected chair- 
man of the committee; T. N. Biglieri, 
Edward F. Hale Co., California; H. 
H. Ryan, RCA-Victor Distributing 
Co., Chicago; and H. F. Beard, Moto 
Radio Distributing Co., Pittsburgh. 

During the meeting it was suggested 
that the committee meet quarterly 
with Pressed Steel representatives in- 
cluding the general sales manager, 
the plant manager, the plant super- 
intendent, supervisor of advertising, 
service engineer, home economist, 
and a member of the company’s adver- 
tising firm. 

A. Raysson outlined the production 
schedule of the Hegewisch plant and 
matters of display, advertising, and 
sales presentation were discussed. 


Aviola Radios To Be 
Made in Phoenix 


Radios and other equipment to be 
manufactured by the Aviola Radio 
Corp., former radar and radio equip- 
ment plant for the armed forces at 
Glendale, Calif., will be built at 
Phoenix, Ariz., with production ex- 
pected to begin as soon as equipment 
can be moved from California to the 
new location. 

John J. Ross, president of Aviola, 
will purchase the surplus Air Re- 
search Manufacturing Co. war plant 
in Phoenix at an undisclosed figure 
approved by RFC officials in order to 
carry out his broad program of manu- 
facture of radios, record changers, 
aircraft receivers and communications 
equipment. 

Announcing production in the new 
factory as slated to be 6000 radio sets 
and 2000 automatic record changers 
daily, Ross predicts that his factory 
payroll will reach $2,500,000 annually, 
and will give employment to 1500 
workers. 

Prior to founding of the Aviola cor- 
poration in 1943, Mr. Ross controlled 
Detrola Radio Corporation in Detroit, 
Mich., which he founded in 1918 and 
sold in 1942. 


Kelnard to Service Easy Washers 


Kelnard Service, Ind., Long Island 
City, N. Y., has added another product 
to the list of appliances for which 
it is a factory authorized service sta- 
tion with its appointment to service 
Easy home laundry equipment. The 
firm also services Kelvinator and 
Leonard refrigerators, Sunroc, Ebco 
and Oasis water coolers, and some 
commercial equipment. 

“We maintain,” says T. C. Lindsay, 
general manager, “a complete shop 
and a well rounded force of shop and 
field commercial refrigeration, air con- 
ditioning, domestic refrigeration and 
home laundry equipment mechanics.” 


This jovial fellow is on our payroll—but he’s working for you. He 
is the registered trade mark of JUICE KING home juicers, and 
stands for superior quality in materials . . . workmanship . . . design. 
He is your assurance of fast turnover and a protected profit—your 
customers’ warranty that they are securing 
the finest home juicer made. NATIONAL 
ADVERTISING on JUICE KING appears in 
Ladies’ Home Journal ...Good Housekeep- 
ing ... Better Homes & Gardens. 

These important features confirm 
JUICE KING'S leadership: 

1. Single Stroke Handle. 2. Juice-All Strainer. 

3. Deep-Well Cup. 4. Interlocking Cup, © 

Strainer, and Base. 5. Steel Handle. 6. Open | 

Design. 


NATIONAL DIE CASTING CO. 
Touhy Ave. at Lawndale Chicago 45, Illinois 


FOR ANY JOB—ANYWHERE 


ONAN ELECTRIC GENERATING PLANTS 
supply reliable, economical electric service 
for industrial uses, as well as for scores of 
other general applications. 


Driven by Onan 4-cycle gasoline engines, 
these power units are of single 
unit, compact design and sturdy 
construction. Suitable for mobile, 
stationary or emergency service. 


D. W. ONAN & SONS 


3248 No. Royalston Ave. Minneapolis 5, Mins. 
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TRAFFIC MAGNET: This model appliance store design of the Armstrong Cork Co. 
is supplemented by an “ideas” portfolio for free distribution to appliance merchants. 
The model features a step-back clear glass front to show the whole interior, a demon- 
stration kitchen and laundry, improved lighting facilities, and nested tables for the 


display of small appliances. 


LEAGUE ACTIVITIES 


New York Association 
Elects Calahan 


H. C. Calahan, a GE Supply Corp. 
employee, was elected president of the 
Electrical and Gas Association of New 
York, Inc., at its annual meeting 
January 16. Other officers elected 
were: first vice-president, T. H. 
Joseph, president of the E-J Electric 
Installation Co. ; second vice-president, 
James. Boyd, Westinghouse; third 
vice-president, J. W. Walter, president 


Richmond Electrical League 
Hears Squires of Westinghouse 


John H. Squires, Jr., field super- 
visor of the better homes department 
of Westinghouse Electric Corp., was 
the principal speaker at the January 
meeting of the Electrical League of 
Richmond (Va.) at Ewart’s Cafeteria. 
A Walt Disney film, entitled “The 
Dawn of Better Living”, was pre- 
sented. A. B. Schad, league president, 
presided. T. A. Keck, Jr., program 


7 of John W. Walter, Inc.; fourth vice- committee chairman, introduced the 
president, J. M. Winer, president of speaker. 
— Dynamic Electronics — New York, 
Inc.; treasurer, James A. Sackett, 
ERE ee County Lighting Co.; secretary, Reace Again President 
. A. Norton, Pierce Laboratory, Inc. ; . 
and assistant secretary, H. A. Olson, of Chicago League 
-ANTS Atlantic Sales District Lamp Dept., William T. Reace, vice-president of 
ervice General Electric Co. Commonwealth Edison Co., was re- 
res of cently re-elected president of the Elec- 
Indi lis L trical Association of -Chicago. Fred 
ines sanapols League T. Whiting, vice-president of West- 
Holds Annual Meeting was vice-president 
. . of the league. A. A. Gray was again 
sturdy I The Electric League of Indianapolis, named secretary-manager. Mr. Reace 
nobile, n., held its annual meeting January of the 
ervice. 18 at the Indianapolis Athletic Club. eines 1048 ond is 
to 35,000 afternoon was de- committee in charge of the territorial 
anaes ed to “the serious side of the in- develo 1 hed 
decry” 3 pment program launc last 
7 shape future year by the Commonwealth Edison 
plans “to make the most of the oppor- of 
ise evel tunities that lie ahead.” Dinner and — 
4 speci! entertainment occupied the evening 
session. The program was under the ° ' 
direction of C. G. Lammers and T, H. _"termountain Ass'n. 
Beecher. Holds Elections 


San Joaquin Group 
Elects New Officers 


The Electrical Contractors and 
Dealers Association of San Joaquin 
County, Calif., recently elected James 
E. McCarty of the Bright Spot Elec- 
tric Co. to the presidency, succeeding 
Grover A. Grider. Other officers 


Members of the Intermountain Elec- 
trical Association, formerly the Elec- 
trical League of Utah, elected O. R. 
Bigelow, buyer of home appliances for 
the Paris Co. department store, as 
president in balloting held January 28. 
Mr. Bigelow succeeds Ora H. Barlow, 
sales supervisor of Mountain States 
Telephone and Telegraph Co. New 
fist vice-president of the league is E. E. 


Mies. chosen included William V. Kelly, Brazier of General Electric Supply 
secretary-treasurer; Fred T. Schooly, Corp. J. F. McAllister was elected 
vice-president. EE. H. Grogan con-  secretary-treasurer and J. T. Under- 
tinues as executive secretary. wood was named second vice-president. 

SING 
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LINE "EM UP 


TOP LINE! 


| 


XN 


Customers will be waiting in line for the 
new 1946 TOP-LINE appliances. Give ‘em 
a look at the beautiful new water heaters, 
fans, irons and churns.. Let ‘em see how 
time-saving and practical they are. Send 
for your catalog sheets describing the 
new line NOW! 


\e 


~ 


We're doing our best to increase our 
production during the second quarter. 


TOP 


Toys APPLIANCES 


TENNESSEE VALLEY 
ASSOCIATED MARKETERS 


GAMBILL BUILDING, NASHVILLE, TENNESSEE 
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LEAGUE ACTIVITIES 


McGowan Heads 
St. Paul Association 


New president of the recently organ- 
ized Electric Appliance Dealers Asso- 
ciation of St. Paul, Minn., is John 
McGowan. Marvin Schroeder is vice 
president and Ernest Larson, secre- 
tary-Treasurer. Directors are: Har- 
old Henley, Lyle Regal, Lawrence 
Rylander, R. S. Van Ornum, Ben 
Rosemark and D. E. Anderson. Thirty 
dealers have joined the group. Charles 
H. Stephenson will serve both the St. 
Paul and Minneapolis associations on 
a full time basis as executive secretary. 


Lance Heads Arizona 
Refrigeration Ass'n. 


G. W. Lance, of the Ace-Lance Re. 
frigeration Co., Phoenix, was elected 
president of the Arizona Refrigeration 
Association, succeeding Roy L. Perry. 
Forest Barka, Barka Refrigeration 
Co., is vice-president and Orin Hod. 
ges, Arizona Refrigeration Service, js 
secretary-treasurer. Difficulty in ob. 
taining equipment for the educational 
display of the association’s annyal 
display resulted in the indefinite post. 
ponement of the event, originally 
scheduled for Feb. 22. 


— 


Now better than ever... from nation’s 
largest water heater manufacturer 


LUCKY 13: The Lau Blower Co.'s. annual veteran employee party was an extra special 
occasion this year because of the return of 13 of the firm's 95 men in service. 
You can spot ‘em by their discharge pins. Ed and Marian Lau were host and hostess 
at the party which included, in addition to the veterans of military service, ten 
employees with more than ten years company service and many more with over 
five years service. The dinner featured entertainment by the "Wizard of Waukesha” 
and reluctant biographies by the returned warriors. 


NCE AGAIN Rheem Series 1400 | 
Automatic Electric Water Heat- | 

ers are rolling off the production line. | 
These sleek new heaters are built 
for years of trouble-free service. Ap- | 
proved by Underwriters Laboratories, | 
they have the quality you expect from | 
Rheem’s time-tested experience, plus | 
improvements which stem from con- | 
tinuous laboratory research. They are | 
available in 20, 30, 40, 52, 66 and 82 | 
gallon capacity ... with either single | 
or double elements thermostatically | 
controlled. Readily accessible water | 
and electric connections make for easy 
installation. 
The quality of Rheem products will | 
help create good will, as well as profits, | 
for your business. 
| 

H 


RHEEM 


MANUFACTURING COMPANY 
Sales Offices 
New York « San Francisco Los Angeles Chicago 
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Easy-To- Sell 
RHEEM Features 


STORAGE TANK —extra-heavy duty 
steel, automatically welded, heavily 
galvanized, is tested to 300 Ibs. 
hydrostatic pressure. 


INSULATION — 3 inch thickness of 
highly efficient material minimizes 
heat loss . . . saves electricity. 


HEATING ELEMENT— nichrome im- 
bedded in magnesium oxide, sealed 
in a seamless copper tube, is im- 
mersed directly in water for com- 
plete heat utilization. 


FINISH — lustrous white baked 


enamel, easily washable. 


Rocky Mountain League 
Announces 1946 Plans 


Plans for the Rocky Mountain Elec- 
trical League as outlined at the execu- 
tive committee conference in Denver 
recently, call for the expenditure of 
$7,500 in adequate wiring promotion 
during 1946. An electrical exposition 
is scheduled to be held in Denver dur- 
ing the early or late fall, depending 
upon the availability of appliances and 
other household electrical equipment. 
The adequate wiring program is to be 
furthered by utility advertising as 
well as by handbooks, motion picture 
projections, display boards and other 
media sponsored by the League. Meryl 
Metzner, newly appointed field repre- 
sentative for the League is to aid in 
the development of local electrical 
leagues throughout Rocky Mountain 
territory. Electric codes in Colorado, 
Wyoming and New Mexico are to be 
studied with a view to strengthening 
requirements when necessary. Colo- 
rado and Wyoming operate under 
municipal codes, New Mexico under 
a state inspection system. Plans have 
been made for monthly conferences of 
utility managers in various parts of the 
League territory. The first of these 
is scheduled to take place in the near 
future in New Mexico. 

The date of the 1946 annual conven- 
tion has been set for September 5-7 at 
the Stanley Hotel, Estes Park, Colo. 
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New Midwest Electrical Council 


A newly formed organization made 
up of leaders in the electrical industry 
has established permanent headquarters 
in Omaha, under the name of the 
Nebraska-Iowa Electrical Council, at 
1306 Woodmen of the World Building. 
J. J. Dore is secretary-manager, coor- 
dinating the many activities of the two- 
state organization. The group is 
comprised of retailers, contractors, 
wholesalers, manufacturers and manu- 
facturers’ agents in the electrical field, 
and the utility. The Council will pro- 
mote electrical products and service 
through educational activities. 

The first meeting of the Council was 
held November 27, with the officers 
outlining activities. Officers of the 
Council are: H. G. Carlson, president; 
George C. Carter, first vice pres.; Sam 
C. Dodson, second vice pres.; A. V- 
Sorenson treasurer, and Mr. Dore. 


Robinson Leads 
Youngstown League 


Elections of officers of the Electrical 
League of Youngstown, Ohio, resulted 
in W. C. Robinson’s retention as 
president. Mr. Robinson is a district 
manager for the Graybar Electric Co. 
Other officers re-elected included I. C. 
Christman, vice-president, and E. J. 
Beil, secretary-treasurer. 
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LEAGUE 
ACTIVITIES 


‘mond Electrical, Radio and Refriger- 


to avail themselves of the G.I. Bill of 


Vancouver Gets 50 Red Seal 
Certificates 


During August the Electrical Serv- 
‘ce League of British Columbia issued 
certificates to 50 homes which had been 
wired in accordance with Red Seal 
specifications in the Greater Vancouver 
area. During the same month 64 addi- 
tional homes were registered up to Red 
Seal requirements except for range 
installations, while 259 homes were 
wired for electrical ranges but did not 
entirely comply with the Red Seal 
standards. 

During the month 258 residences in 
this area had new electric wiring in- 
stalled, while complete re-wiring was 
carried out in 22 old residences. Wir- 
ing operations during the month result- 
ed in the installation 5,170 outlets, the 
Electrical Service League reports. 

The report further reveals that this 
year to date 503 residences have re- 

ceived Red Seal certificates as well as 
15 apartment blocks and 15 duplex 
blocks. 


Elections Held by 
Richmond Club 


At the annual meeting of the Rich- 


ator Club held recently new officers 
were elected for the coming year. They 
are Arthur H. Korn, manager of 
Philip Levy and Co., president; Har- 
vey M. Jones, of Jones and Godding, 
vice-president; Robin A. Frayser, of 
Miller and Rhoads, re-elected secre- 
tary and treasurer. Max Schutze, Co- 
lumbia Furniture Co., is the retiring 
president. 


Contractors Association 
Reveals Future Plans 


The newly formed Rocky Mountain 
Chapter of the National Electrical 
Contractors Association is working on 
an apprenticeship program intended to 
ease the way for veterans who wish 


Rights to enter the electrical contract- 
ing field. At each meeting of the group 
a representative of the jobbers, manu- 
facturefs, or some other branch of the 
industry is invited to explain his ideas, 
opinions and policies as a guide for 
the contractors. 

Pat Price, secretary of the organiza- 
tion, has been emphasizing the need for 
the contractor to regard himself as a 
salesman, “We, as electrical contrac- 
tors,” says Mr. Price, “are salesmen 
and do sell most installations that we 
make. In many cases . . . we double, 
treble, and quadruple the original size 
of the job by advising architect, owner 
or engineer as to the requirements 


needed,” 


Chicago Association Has 
Booklet For Retail Tyros 


A booklet entitled “Some Things 
You Should Know, If You’re Planning 
to Start a Retail Radio or Electrical 
Appliance Business,” has been pub- 
lished by the Electric Association of 
Chicago, 20 North Wacker Drive. It 
points out that the picture has been 
Painted too brightly in the daily press 
and that dealers encounter some ob- 


stacles not generally known. 
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Tke electrical appliance store that has been mod- 
ernized with Pittsburgh Glass Produtts draws more 


Modernize now— 
increase store traffic— 
boost sales 


TRIM, modern store front, a 
bright, smart interior, will 
draw more customers into your 
store, sell more goods, make more 
profit for you. 
Many electrical goods mer- 
chants all over the country — 
have built a new, more attractive 


sales personality into their store 
fronts and interiors with Pitts- 
burgh Glass and Pittco Store 
Front Metal. By modernizing — 
inside and out—they have turned 
into buyers, have wid- 
ened their trading areas, increased 


“lookers” 


sales. 


Now is the time for you appli- 
ance merchants to modernize your 
stores, inside and out, with Pitts- 
burgh Glass Products. See your 
architect to assure a well-planned, 
economical design. Our staff of 


“PITTSBURGH” 


STORE FRONTS and INTERIORS 


1946 


PLAT SE 


goods. A trim, modern front, like this one in 
Jamaica, L. |., can sthaviote sales, increase profits 


for Duality Glass and 


> 


(Arched, 8 


experts will be glad to cooperate 
with you and with him. And if 
desired, convenient terms can be 
arranged through the Pittsburgh 


Time Payment Plan. 


In the meantime, send the con- 
venient coupon for a FREE copy 
of our NEW booklet, which con- 
tains data and photographs of 
actual installations of Pittsburgh 
Glass and Pittco Store Front 
Metal. You will find in this book- 
let a large selection of very practi- 
cal aids to your remodeling plans. 


Pittsburgh Plate Glass Company 

2128-6 Grant Building, Pittsburgh 19, Pa. 
Please send me, without obligation, your 

new, illustrated booklet, “‘How Eye-Appeal 
Inside and Out—lIncreases Retail Sales.” 
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Automatic 
Electric 


WATER HEATER 


Designed in 1915. . . periodically improved and per- 
fected . . . today the Sepeo water heater is the choice of 
a number of leading public utilities. Meeting the rigid 
requirements of the U. S. Navy, the Sepco is used aboard 
Naval combat vessels and other craft in the service of our 
armed forces. 


Read what Mr. William Montgomery Bennett of Wood- 
bury, Conn., wrote us about his Sepco . . . ten years after 
it was installed: “It has never been out of order .. . not 
once has it needed repair.” And at the end of fourteen 
years Mr. Bennett stated: “I haven’t even looked at the 
heater during the last four years. It has been at work 
every day and is still as good as new.” 


Our files contain many letters like this. You too, can 
become a satisfied user of the Sepco water heater. Why 
not investigate its possibilities? Write today for detailed 
information. 


AUTOMATIC ELECTRIC HEATER CO., INC. 


POTTSTOWN, PA., U. S. A. 


Sells on @ 
Sight! 


THE WINSLOW DIRECT 


Electric wock 


Pleasing modernistic design...Simple, silent, trouble- 
proo{...Guaranteed accuracy. 

Self-starting synchronous motor, 110 V., A.C. 
Sturdily made and cased in attractive, non-inflam- 
mable “Catalin”, easily cleaned with a damp cloth. 
Women admire its beauty. Men like its clear, accu- 
rate time-keeping. 

Available now in colors: Mottled Ivory, Walnut, 
and Mottled Burgundy. Other colors $ 95 
soon to come, Immediate Shipments. 12. 
Write for our Dealers’ Discount. LIST PRIChm 


WINSLOW MFG. CO. 


STAMFORD, CONN. 
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1M GLAD 
WAITED 
FOR YOU 


“TARS ond SPARS 


TRIPLE TIE-IN: “I'm Glad | Waited for You" was the theme of the Charles N, 
Mead Co's. window promotion in its Scarsdale, N. Y., store which tied-in the movies, 


records, and the Bendix laundry. 


DEALER 


ARKANSAS 


The Gunn Distributing Co., Little 
Rock, of which Mrs. Holcomb Gunn 
is president, recently moved into spa- 
cious new quarters at 600 East Mark- 
ham St. The firm handles Filter Queen 
vacuum cleaners, ABC washers, Ben- 
dix radios, Coolerator refrigerators, 
Dixie, Grand and Savoil ranges. 


CONNECTICUT 


The Cass Warren Co. of Hartford 
has anticipated the expected boom in 
radio servicing to follow increased 
sales by the installation of a new de- 
partment under the supervision of 
Leon L. Kramer for the repairing of 
radios, radio combinations and record 
players. 


FLORIDA 


The Brinson Electric Co., 3244 
Eighth Ave., North Saint Petersburg, 
plans to erect a $10,000, one-story, 50 
by 55 foot building at 1315 Central 
Ave. 

A new electrical showroom and a 
warehouse have been added to the 
facilities of the H. B. Pope Co., San- 
ford. 

Barger, Inc., has purchased a store 
building and adjacent parking lot at 
1813 S. Poinsettia Ave., West Palm 
Beach, where the owners, Mr. and 
Mrs. H. G. Barger, will deal in a 
complete line of appliances for both 
domestic and commercial use. A 
demonstration unit and self service 
laundry will be combined with the 
retail sales and service of appliances. 
The firm possesses two other stores 
located at 207 S. Olive St. and 5705 
S. Poinsettia. 

S. Laurence Sootin, for many years 
operator of a radio shop at 1405 
Washington Ave., Miami Beach, has 
leased a store at 301 Lincoln Road 
for an enlarged electrical appliance 
store. 

Associated Stores, 912 Franklin St., 
Tampa, operators of a chain of appli- 
ance stores in Florida, recently an- 


MARCH I, 


nounced the appointment of Willard 
F. Conley as advertising manager. 
Mr. Conley, former advertising mana- 
ger of the Eureka Vacuum Cleaner 
Co., was recently discharged from 
military service. 

George W. Smith, famous detective 
and arson specialist, is now proprie- 
tor of Smith’s Radio and Appliance 
Store at 216 S. Olive St., West Palm 
Beach. 

Robert E. Lee has announced that 
he has purchased the Neel Electric 
and Fixit Shop at 108 S. Adams St., 
Tallahassee, and will operate it as the 
Lee Appliance Co. 


GEORGIA 


The Bobo Appliance Co. of Macon 
is undergoing remodeling and reor- 
ganization to provide for a larger 
stock of electrical appliances. 


INDIANA 


The Electric Sales and Service Co., 
Waynetown, has moved to larger 
quarters. Paul and Sally Kelly and 
M. R. Murdock are the proprietors 
of the firm. 

Vacuum cleaners, washers, irons, 
and small appliances will be carried by 
the Gardner Electric Co., 1118 South 
Calhoun St., Fort Wayne, which was 
recently sold to B. N. Patton, former 
district manager for a vacuum cleaner 
manufacturer. 

Stucky Brothers’ appliance store in 
Fort Wayne has been remodeled at a 
cost of $3,500. Improvements include 
a new glass front, repainting, a new 
showroom and the removal of the serv- 
ice. department to 6234 South Clinton 
S 


t. 

The Tom Berry Music Co. of Fort 
Wayne has completed a $1,000 remed- 
eling program which included the in- 
stallation of a radio display room in 
the basement. Future plans call for 
the expansion of the record depart- 
ment. 

A complete stock of radios wil! be 
added by the Don Domers Radio 
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Service Shop, 1234 Wabash Ave., 
Terre Haute, as soon as production 
makes radios obtainable. The firm 
boasts a one-day radio repair service 
for out-of-town shoppers. 

Acquisition of the three upper floors 
of a five-story building will add 13,200 
square feet of floor space to the facili- 
ties of the Protective Electrical Sup- 
ply Co., 130 West Columbia St., Fort 
Wayne. The new space will be used 
for storage. E. M. Popp was recently 
re-elected president of the firm and 
H. W. Henline was returned to the 
yice-presidency. 


IOWA 


The Seeliger Electric Co. New 
Hampton, which was recently sold by 
E. F. Seeliger to his son, Lowell, has 
moved into a new building. A sales 
room is located on the first floor and 
service and storage space is provided 
in the basement. 


KENTUCKY 


The Russell Electric Co., James- 
town, has been sold to H. E. Pruitt. 
No changes in policy or name are 
contemplated. Finley Ferrell is serv- 
ice manager. 

A home appliance and electric shop 
has been opened in a remodeled store 
in Jackson by the Jackson Auto and 
Electric Supply Co., owned by Lee 
Daniel and B. J. Gillum. 

After extensive alterations the Mod- 
em Electric Shop, Elizabethtown, 
operated by Homer Benningfield, is 
again active in the sale of electric ap- 
pliances and lighting fixtures. The 
frm has a new showroom and work 


shop. 

The Modern Electric and Hardware 
Shop, Bowling Green, has announced 
that its new repair department is 
ready for business. Paul Sharer is in 
charge. 

The Stokes Appliance and Plumbing 
Co. opened a new store in La Center 
recently which will carry a full stock 
of electrical appliances when they are 
available. 


NEW LONG ISLAND FACTORY: The 
Duotone Co. isn't leaving any stone un- 
turned to see to the erection of its new 
factory on Long Island which is expected 
to augment record production. Looking 
over the plans are, left to right: George 
Foster, architect; Stephen Nester, presi- 
dent of Duotone; and Miss Virginia 
Daniels, Duotone general manager. 


Cincinnati 
pays off 


Fred Vinson 
how 


REASURY 


TTT 


Cincinnati's tax paying record is triple Al... not excelled even by many cities of larger 
size. Latest available figures show that over 295,000 taxpayers in the ABC Cincinnati City 
Zone paid into the U.S. Treasury for the year ending June 30, 1944, the record-breaking total 
of more than $125,000,000 in individual income and witholding taxes. In the eight War Loan 
Drives Hamilton County (Cincinnati) purchased in excess of $1,440,000,000 worth; ranking 
among the top industrial areas of the nation with an achievement of 1767 of quota. 
Cincinnati's record of 407 home ownership indicates its high degree of population stability 


Cincinnati is one of the nation's 15 leading industrial areas; .. 93% of Cincinnati workers were gainfully employed prior to Pearl Harbor, Stability 
leads the world in the production of soap; is the machine tool 
center of the world and the bituminous coal center of the nation. and ability to buy are essential to advertising success. These two important attributes of 


a superior market have always been and continue to be characteristic of Cincinnati. 
Cincinnati is a must if your advertising must produce results. 


HULBERT TAFT, President 
end Editor-in-Chief 


wmes-star ADVERTISING OFFICES: 
NEW YORK 17, N.Y. 
60 East 42nd Street 
Albert H. Parker, Mgr. 


CHICAGO 1, WLLINOIS 
333 North Michigan Ave. 


j V1 WEST COAST REPRESENTATIVE 
-.. IN ADVERTISING 5 John E. Lutz, Chicago 11 


Fred D. Burns, Mgr. 
435 North Michigan Ave. x 
AND DAILY CIRCULATION 


Owners and operators of Redio Stotion WKRC 
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or Year-round 
HEALTHFUL COMFORT 


ath F LT- R-FA 


Quietly fills the room with 


cool, healthful filtered air — 


free from much injurious pollen 


and other irritating impurities. 


Filt-R-Fan is modern in design, attrac- 
tively finished in baked-on white 
enamel, with three renewable filters. 
e Adjustable Easily installed 
eSimple «Safe Efficient 
© Low Price « Economical 


A brand new idea in electric window 
fans, Filt-R-Fan is designed for better 
living. It delivers cool, refreshing 
filtered air to home or office. It 
brings welcome relief from summer 
heat—comfort to hay fever sufferers 
i _— rs the air of winter's 
eget this all-season seller The selling season starts right now 
to your electric appliance lines. Write for full details. 

MEIER ELECTRIC & MACHINE co. 

3523 East Washington Street - Indianapolis 7, indiana 


Westinghouse 
REFRIGERATOR 


“NEW™ REFRIGERATOR STOPS ‘EM-Hilo Electric Light Co. in Hawaii had to 
have something to fill those empty windows until new products came in. So Francis 
Lyman, assistant manager of the merchandise department, dug out a pre-war West- 
inghouse refrigerator and an old, but clean refrigerator crate. The rumor got around 
that the company had new boxes, which resulted in a rush and the signing up of 


plently of hot prospects. 


DEALER DOINGS 


NYKELKROM 


REPLACEMENT ELEMENTS 


they will 
BUILD YOUR 
SERVICE and 
PROFITS 


Prompt deliveries—the highest 
quality materials and careful 
workmanship assures you of 
profitable service and satisfied 
customers. 


Nykelkrom Flat Iron Element 
Fits 90% Flat Irons. 


Heating Elements 


6% and 5% inch bricks 
1 also 
Complete line of Replacement 


Coils for most Electric Ranges— 
special heating units — flat iron 
elements— Cone Elements for 
space heaters, and spooled coiled 
resistance wire. 


SEND FOR COMPLETE CATALOG 


Cone heating elements for 
room heaters 


H.W. TUTTLE & COMPANY 


ADRIAN, MICH. 


MICHIGAN 


The Fremont Electric Co., Fremont, 
has moved to its remodeled quarters in 
the Oosterhouse Building. The firm, 
operated by John Dok and Nick Dryer, 
has announced that it has ordered a 
full line of electrical appliances and 
that electrical, commercial and in- 
dustrial service will be provided. Lines 
will include Philco and Estate prod- 
ucts. 

The Uptown Fadio Co., Detroit, is 
erecting a new store at 16121 Wood- 
ward Ave. Plans call K. a display 
area of modern design which will 
include 10,000 square feet. 


MINNESOTA 


Adolph Lund has moved his firm, 
Glenwood Electric Service, from its 
temporary quarters to a remodeled 
home in Glenwood. The firm carries 
Frigidaire refrigerators, and ranges 
and Maytag washers and ironers. 

Bristol’s Radio Store, owned by 
Howard Bristol, has been remodeled 
and is waiting for new lines of radios 
and appliances. Before moving to 
Fergus Falls Mr. Bristol was a serv- 
iceman for a distributor in Seattle. 

Walter F. Passe and Howard 
Quesenberry, owners of the Wabasha 
Electric Shop in Wabasha, have re- 
modeled their store. Both major and 
small appliances are carried. 

E. E. Tippey of Minneapolis has 
bought the Sorby Electric Shop, Will- 
mar, and plans to continue both sales 
and service. 


MONTANA 


R. S. Smith and C. W. Platz, own- 
ers of the Livingston Electric Shop, 
Livingston, have moved their business 
: a new location on East Callender 

t. 

The Hollingsworth Electric Co., 
one of the oldest electrical establish- 
ments in Flathead, has been purchased 
by A. E. Ilgen and Lessing Hodgson. 
Mr. Hodgson will actively manage the 
store. 


The name of the Luhman Electric 
Service Store, recently sold to Emmet 
E. Eden, has been changed to the Eden 
Electric Shop. Electrical appliances 
and supplies will be carried by the 
Harlowton firm. 


NEW JERSEY 


Murray's, hardware and radio store 
in Elizabeth, has announced that it is 
now located in its new home at 170 
Elmora Ave. 

J. J. Jellinek, sales promotion mana- 
ger of Tappin’s, Newark, has announ- 
ced that the firm will open a new 
store about May 1 at 112 West Front 
St., Plainfield, which will be the 
eighth in the chain. A full line of 
standard radios and appliances will 
be promoted. 


NEW YORK 


The Frontier Refrigeration Co., 904 
Main St., Buffalo, expects to occupy 
a new building at 872-874 Main St. 
about April 1. Cost, including equip- 
ment, is estimated at $90,000. The 
firm is owned by David M. Zimmer- 
man and Paul R. Readett and handles 
Frigidaire products. 

A new line of small electric appli- 
ances will be carried in the new store 
at 638 Main St. by Ken’s Jewelers, 
640 Main St., Buffalo. Ken Nash, 
owner of the firm, announced that 
the addition will more than double 
floor space and give the store a 40 ft. 
frontage. About $10,000 is being spent 
to convert the newly leased property. 

The Jordan Supply Co. has leased 
the ground floor and basement at 141 
Ellicot st., Buffalo, as an outlet for 
refrigerator parts and supplies. 

The Davega Stores Corp., retail 
chain in New York and Jersey, has 
announced through vice-president 
Michael Cohen that a new outlet will 
be opened at 200 Broadway, New York 
City, where 10,000 square feet of floor 
space has been leased. The new quart- 
ers are described as Davega’s largest 
downtown store and are expected to 
open about May 1. 
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McALEER SALESMEN 
CAN GIVE YOUR 
PRODUCT READY 
ENTRANCE INTO 

RIGHT MARKETS... 


McAleer salesmen are ex- 
perts at taking established and 
new products in the house- 
wares field to market. Right 
markets with national distri- 
bution for profitable selling. 
E.J. McAleer & Co., Inc., is one 
of Philadelphia’s largest and 
best established jobbers of 
nationally known house- 
wares, including Pyrex Oven- 
ware and O-Cedar Products. 


Men of McAleer have 
ready contact with buyers in 
leading hardware, house 
furnishing and department 
stores; know consumer needs 
and sales problems peculiar 
to each store and market. 
Use this McAleer sales or- 
ganization today to entrench 
your product and its sales 
advantages in key markets. 


ACT NOW .. . WIRE TODAY 


An appointment can be quickly 
arranged to discuss your sales 
problems. No obligation. Your 
inquiry will be kept confidential. 


ay | In addition to being a 
leading distributor of na- 
tionally famous house- 

wares we are producers 

of McAleer Metal Kitchen 
Cabinets, Wall Cabinet 


and Wardrobes. 


AND COMPANY, INC, 


1422 N. 8th Street 
PHILA, 22, PA. 
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DEALER DOINGS 


"NORTH CAROLINA 


A new building at 1016 Central Ave. 
is being erected for Snook Bros., Inc., 
now- located at 1300 East Fourth St., 
Charlotte, according to R. A. Snook, 
vice-president. The building, estimated 
to cost $20,000, will be ready April 
1. The firm deals in refrigeration, 
electrical appliances, and air condition- 
ing. 

Southern Bearings and Parts, Inc., 
is building a new home at 300-310 East 
Seventh St., Charlotte, which will 
double its present space and will cost 
more than $150,000. The firm, now 
located at 315 North College St., em- 
ploys about 100 people and _ will 
increase to 150 workers when it moves 
this spring. J. H. Northey, who 
founded the concern in 1921, is still 
president. Charles E. Beeson is vice- 
president and treasurer. It operates 
stores or distributing units in four 
North Carolina cities. The firm 
handles nationally known lines of 
home appliances, phonograph records, 
and automotive replacement parts. 


OHIO 


Herbert L. Thomas, former adver- 
tising manager of the Columbus Star, 
has become a partner in Young and 
Thomas, Inc., 118 East Broad St. 
Columbus appliance dealers, and will 
serve as_ secretary-treasurer. Ivor 
Thompson is president of the firm 
which is located in storerooms for- 
merly occupied by Thompson and 
Hamilton. Young and Thomas retails 
Frigidaire and ABC products, Estate 
gas ranges, Youngstown sinks and 
cabinets, Sunbeam, G-E and Westing- 
house small appliances, and Zenith, 
Philco and Majestic radios. 

Property at 985 East Main St. 
Columbus, has been purchased by Fred 
N. Hanover, head of the Hanover 
Neon Laboratory, who will utilize it 
to erect a new building for his neon 
manufacturing business and to house 
a store for the sale of electrical appli- 
ances. 


PENNSYLVANIA 


The Hemlock Oil Co., Main and 
Relief Sts., Oil City, has been ap- 
pointed a Norge appliance dealer and 
has installed facilities for the servicing 
of appliances. 


TEXAS 


The A. C. Toudouze Co., San An- 
tonio, has expanded its facilities by 
the addition of a building next door 
to their home at 1211 West Commerce 
St. The new addition will be devoted 
exclusively to appliances. 


WISCONSIN 


Nothing daunted by a fire which 
destroyed his electrical appliance store, 
C. E. Webb has opened new quarters 
as the Webb Electric Shop in the 
Mound City Bank Bldg., Belmont, 
where he sells freezers, Maytag wash- 
ers, RCA-Victor radios, and Hotpoint 
appliances. 

Gilbert C. Drucks, recently dis- 
charged Navy veteran, has resumed 
the operation of the Drucks Electric 
Co. in Menosha, his appliance and 
electric service business. 


OASIS Electric Water Cooler is th 


ever offered! The handsome, bronze, 
corner-louvered cabinet houses the most 
serviceable super-capacity condenser 
and quiet-running mechanism that ad- 
vanced engineering can produce. And 


the “angle-stream” splash-proof 


bubbler features a new feather-touch 
lever control that delights every user. 


EBCO’s two decades of water 


leadership have led to a masterpiece in 


this brilliant new OASIS. 
Write for Details. 


Oasis Cooler Division 


The EBCO MANUFACTURING CO. 


1946 


From its gleaming new stainless-steel 
top to the recessed, ebony base—in 
beauty, construction and pleasant-to- 
drink-from performance—this new 


e finest 


EBCO 


cooler 


401 — STREET 
COLUMBUS 8, OHIO 


TRADE-IN MANUAL 


Detailed specifications and actual photographic re- 
' productions of over 1000 of the key refrig 


The 

reference for 
HOUSEHOLD 

REFRIGERATION 

DEALERS 


process of computation 


"ORDER YOUR NEW 
1946 STAMDARD REFRIGERATOR 


& DEALER GuipE Now! 


Protect your profits—Be prepared with sound trade- 


| models sold since 1928 including the new 1946 
models. Arranged and indexed for quick ref 


in Order this compact pocket size (5x7), ' 
complete reference manual today! | 


More than 2000 authoritative trade-in valuations 
| peres in the refrigerator field. 


! . STANDARD REFRIGERATOR TRADE-IN MANUAL CO. 
j . 503 West 43rd Street, New York 18, N. Y. 


copies of the TRADE-IN MANUAL at $5.00 each. 


Please sehd me_____ 
NAME 

STREET ADDRESS 


Check or Money Order Enc 


Bookbound in durable green cloth binding—256 
pages of solid, useful information—only $5 4 copy. 
A limited edition will be published before May. 
Write for quantity discounts on 100 or more copies. 


ZONE STATE 
losed Send C.0.D. 
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TO THE ELECTRICAL 
MANUFACTURER 
WHO WANTS TO BE... 


wf 


the 


For surefire sales gains in the coun- 
try’s 6th biggest city, follow the 


leaders who advertise in the leader 


The News-Post, biggest evening 


Paper in the South, has gone home 
with more Baltimoreans than any 
other paper for 19 years — because 


it gives them every day the news 


and features they want. Let the 


News-Post Put your appliances, too, 
in the big money in Baltimore. 


Baltimore News-Post 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Better Use of Electricity 
Wins Scholarships 


For the tenth annual presentation 
of awards, several hundred utility exe- 
cutives, 4-H Club members, Depart- 
ment of Agriculture heads and others 
of the rural electrification field were 
present at the Hotel Stevens in Chi- 
cago, recently, as guests of Westing- 
house Electric Corp. Six American 
farm youths, four boys and two girls, 
were chosen from a field of 25,000 
young folks participating in the na- 
tionwide contest, the goal of which 
is a $200 scholarship from the Educa- 
tional foundation. Some 40 state win- 
ners were also awarded the trip to 
Chicago as guests of Westinghouse. 
The six winners were chosen for their 
work in better methods for the use of 
electricity on the farm and in their 
homes. 

Climaxing their 5-day stay in Chi- 
cago the 4-H group was honored at a 
banquet presided over by F. T. Whit- 
ing,,Chicago, Westinghouse vice presi- 
dent. 


National Organization 


The 4-H Club, a national organiza- 
tion of over 1,700,000 members in the 
United States and possessions, was 
started 30 years ago, enjoying a mem- 
bership of 10 million farm boys and 
girls during this period. Financially 
sponsored and assisted by many large 
manufacturers, utilities and the U. S. 
Department of Agriculture, in en- 
couraging 4-H members to expand 
their interest in and knowledge of 
electricity on the farm, the presenta- 
tion of the Westinghouse Educational 
Foundation scholarship is the reward 
for those showing best results in their 
application of electricity on the farm. 


Winners Save Time, Money 


Leta Cunningham, 18, Indianapolis, 
R. R. 10, Indiana, won her laurels by 
convincing her family that the installa- 
tion of a complete electric laundry on 
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FREE EDUCATION: Winners of the national 4-H—Westinghouse Electric contest 
watch Samuel G. Hibben, electrical engineer, demonstrate lighting. Each winner re- 
ceived a $200 scholarship from the Westinghouse Educational Institute. Left to right: 
Dr. Hibben, Leta Cunningham, Milmar Quarberg, Joyce Murphy, Duane Solin, and 
Carl W. Feucht, Jr. All five winners were feted at a Chicago banquet by Westing- 
house. 


SixYoung 4-H Club Members 
Win Westinghouse Awards 


their farm would save many hours 
of labor, the new method requiring 
44 days of work, 24 miles of travel 
and lifting of 1% tons yearly as com- 
pared to the hand laundry methods 
which took an accumulated time of 7 
days, and 14 hours yearly, requiring 
312 mi. of travel, 32,500 strokes to 
pump the needed 3,380 gals. of water 
and the lifting of 2944 tons. Now a 
student at Indiana University, Leta 
has been awarded an additional schol- 
arship for her demonstration of better 
lighting methods and sight saving. 

Carl Feucht, Jr., Elkton, Md., a 20- 
year old farm boy, won his award for 
his design of an electrical hay hoist 
and for his time and labor saving stu- 
dies on better methods and recommen- 
dations for installing labor-saving 
electrical equipment. His use of an 
electric milking machine for a herd of 
36 cows, a milk cooler, electrical water 
heaters and water pump are some ideas. 
Buying $1,800 worth of War Bonds 
with his farm activities income was 
another achievement. 

Joyce Leona Murphy, 16, of Wolfe 
Creek, Mont., studied the clothes- 
washing job for her family of 6 pers- 
ons, finding out that a gasoline-pow- 
ered machine took a yearly total of 174 
hours, a travel of 25.6 miles, and lifting 
more than 27 tons of water and clothes, 
while the same work done electrically 
would save at least 28 hours yearly. 

Duane Sellin, 17, Norfolk, Nebraska. 
was included in the prize-winning 
group for his work in making a port- 
able electric motor, building an elec- 
tric pig brooder, constructing electric 
fence units and an electric egg cand- 
ler. An electric heater made by 
Duane saves time in preventing freez- 
ing of water for stock and chickens, 


an electric pumping system saves 39 


hours yearly in carrying water for 
his farm. 

Charles Peal, 17, Dyersburg, Tenn. 
now in the U. S. Navy, was unable to 
be present to receive his award. His 
survey showed the saving of 14 days 
a year with the use of an electric pump 
over hand methods. 
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AND IN 1946... WHAT? Oswald McCarthy, eastern regional sales manager of 
the Proctor Electric Co., has his ideas on what his district managers can expect in the 


the way of merchandise in 1946. Listening to him explain at a recent sales conference 
in New York are clockwise: A. H. Patton, Atlanta; E. H. Grant, Boston; K. W. Bullen, 


Buffalo; M. F. Moriarty, Philadelphia sales statistician; C. G. Duy, Jr., Philadelphia; 
T. P. James, Philadelphia; Mr. McCarthy; R. M. Oliver, vice-president in charge of 
sales, Philadelphia; H. S. Perkins, Philadelphia; A. V. Petrik, Pa. salesman; F. C, Bar- 
rington, Miami; W. H. Kelly, Philadelphia; and P. S. Coolidge, Baltimore. 


Salesmanship Necessary 
Says Proctor Manager 


The function of selling as a major 
factor in reconversion and economic 
growth is being overlooked by both 
labor and production management, Os- 
wald McCarthy, Proctor Electric’s 
eastern regional sales manager, told 
distributors at a recent meeting in the 
Hotel Statler, Buffalo, N. Y. 


Market Exaggerated 


“Pent-up markets, huge consumer 
demand and damned-up purchasing 
power are fancy phrases that are 
largely sheer, unadulterated bunk,” he 
said. “Three to five dealers exist to- 
day for every one the market will 
support. Similar percentages apply 
to wholesalers. It’s about time we got 
down to earth and realized that plenty 
of two-fisted selling must precede the 
mass buying we are counting on.” 

Distributors represented at the meet- 
ing included Graybar Electric, W. 
Bergman Co., H. Polner and Co., 
Radio Equipment Corp., and Joseph 
Strauss Co. 


Proctor Firms in 
Corporate Divorce 


A corporate divorce of the Proctor 
Electric Co., Philadelphia, from its 
parent concern, Proctor and Schwartz, 
Inc., was effected on January 1 because 
of the diverse nature of the businesses 
and the 550 percent increase of the 
electric company’s business during the 
five pre-war years. In making the an- 
nouncement, Walter M. Schwartz, Jr., 
still president of both concerns, said 
that there was a need for complete 
freedom and flexibility of management 
in the electric company to cope success- 
fully with reconversion and marketing 
problems. 

Prior to the separation, Proctor 
Electric had been operating as a divi- 
sion of Proctor and Schwartz. Man- 
agement, plans and policies will con- 
tinue without change. Proctor and 
Schwartz will continue in the manu- 
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facture of industrial machinery and 
Proctor Electric will maintain pro- 
duction of consumer items. 


Proctor Moves 


New York Office 


The Proctor Electric Co. announces 
the removal of its sales offices from 
480 Lexington Avenue to the Daily 
News Building, 220 East 42nd Street, 
suite 2410, New York 17. Oswald 
MacCarthy, eastern regional sales man- 
ager, and Mrs. Mary R. Riedel, direc- 
tor of the Proctor Information Cen- 
ter, will be located there. 

The Service Department will con- 
tinue at the Grand Central Palace, 
480 Lexington Avenue, Room 811. It 
will be under the direction of Mrs. 
Laura Fleming, assisted by an in- 
creased staff to take care of parts and 
service on all Proctor products. 

The Electric Equipment Co., 137 
Pearl St., Boston, has been designated 
as one of Proctor’s branch service 
stations, according to an announce- 
ment by Edward H. Grant, New 
England district manager. The newly 
authorized repair center replaces Proc- 
tor’s factory branch office at 791 Tre- 
mont St. All Proctor parts are avail- 
able to dealers, distributors, and con- 
sumers at the new office. Carlton N. 
Merrill is owner. 


Crosley Shipping 
New Radio Models 


Strikes, lack of supplies, or parts 
shortages don’t seem to be holding up 
the Crosley Corp. According to E. C. 
Brode, manager of distribution of the 
manufacturing division, shipments in 
substantial quantities of three addi- 
tional radio receivers were made be- 
tween January and March. One of the 
new models is a console type radio- 
phonograph combination with floating 
jewel tone system and an automatic 
record changer. The other two are 
table model receivers in plastic cab- 
inets. 


1946 


Hap PINESS 
comes with “little things” 


A\na when these “little things” mean 
increased production, every extra 
stove helps out in the present jam. 
Our automatic spray booth is one of 
those “little things”. 


Welbilt’s automatic spray set-up 
will eliminate waste of steel, and parts 
loss due to rejects. Like clock-work, 
every part passing through our auto- 
matic spray booth will come out uni- 
formly coated with perfect gleaming 
enamel. 


“Little things” like this are increas- 
ingly important these days. We take 
our manufacturing seriously enough 
to double check every point along the 
production line which can contribute 
to producing more ranges. 


Getting the maximum out of pro- 
duction and improving quality is why 
Welbilt will retain its position as the 
“World’s Biggest Selling Popular 
Priced Range”. 


Welbilt Stove Co., Inc., Maspeth, 
LI. 


MORE 


Welbilt Gas Ranges 


WILL BE DELIVERED SOONER! 
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NEW LITERATURE 


Mullins Mfg. Corp. 


A sound-slide film entitled “Free 
American Way”, has been produced 
by Mullins Mfg. Corp., Salem, Ohio, 
to show how American industry can 
meet the challenge of changing times. 
The film presents the story of Ameri- 
can initiative and enterprise and used 
the experiences of the company for 
concrete examples. It contends that 
the future growth of America lies in 
recapturing the fundamentals upon 
which the nation was built—hard work 
and freedom of enterprise. A program 
enlisting the aid and cooperation of 
industry, labor, and government is 
suggested. 

The film, for use on standard 35 mm. 
sound-slide profectors, is available to 
any group wishing to show it. Write 
to Mullins Mfg. Corp. Salem Ohio. 


Landers, Frary & Clark 


To save time and to provide dealers 
with a complete survey of suppliers 
materials and services available for 
store modernization work, Landers, 
Frary & Clark has developed an at- 
tractive filing case complete with in- 
formation to assist dealers with their 
store planning. As a sequel to their 
Moderneering portfolio for store plan- 
ning, the file case gives comprehensive, 
all inclusive information which dealers 
can turn to for information needed in 
their store planning work. 

The case contains seven folders for 
material on store fronts, signs, floor 
coverings, display fixtures, interiors, 
lighting, heating and air conditioning, 
and can be kept on the retailer desk 
or in a filing cabinet. These folders 
may be had upon request for $.50 from 
Landers, Frary & Clark, New Britain, 
Conn. 


United States Electric Mfg. Corp. 


To afford dealers a compact, yet 
diversified flashlight and battery de- 
partment at low cost, United States 
Electric Mfg. Corp. 222 W. 14th St., 
New York, N. Y., offers through job- 
bers the Usalite V-6 Flashlight and 


FLASHLIGHTS 
& BATTERIES 


battery assortment, backed up by a 
4-color display and comprised of 2 
each of 3 popular flashlight numbers 
and 48 cells. Included in the assort- 
ment are the exclusive Usalite Swivel- 
Head and Red-Head safety flashlights. 


The Sensational New 


(VAR—NAY—DOE) 


NO BUZZ: NOBLAST-NO BOTHER 


It's a seller—there's nothing else like it on the Amer- 


ican market! It's available—in 15 great models! Gives part 
seven times more circulation at regular r.p.m.—ordi- rows <n¥ 
nary ‘‘fans’’ are obsolete beside it. Its beauty, its etre: 


quietness, and its amazing action have powerful mer- 
chandising value. American customers, this summer, 
will keep cool with a VORNADOFAN. 


O. A. SUTTON 7 CORP. 


WICHITA, KANSAS 


Save time and effort in winding 
and connecting jobs 


Diagrams and connecting tables for lay- 
ing out coils and connecting them in 
proper sequence 


for motors of from 2 to 24 poles, 2- and 3-phase 


This practical manual saves your studying out 
connections before you begin work, and saves 
drawing up a new diagram every time you do 
a winding job by supplying the diagrams and connecting tables for all the different 
kinds of windings used in motors from 2- to 24-poles, two- and three-phase. It fur- 
nishes practical, step-by-step instruction on the laying out of coils for induction-motor 
windings and connecting the ends of the group of these coils in proper sequence of 
phase and pole groups. 


Just Published! 


REPAIR SHOP DIAGRAMS 


AND CONNECTING TABLES FOR LAP-WOUND INDUCTION MOTORS 


By DANIEL H. BRAYMER, Late Editorial Direction, Industrial Engineer and A. C. ROE, 
Manufacturing Engineer, Manufacturing and Repair Department, Westinghouse Electric Corporation 
Second Edition, 387 pages, 182 figures, 52 tables, 74 charts, $3.50 


Each one of the many scores of diagrams in this manual is a practical shop drawing, 
marked with proper connections for the ends of all phase groups of coils so that they 
can be actually followed by the winder 
when making connections. 


McGraw-Hill Book Co., 330 W. 42nd St., N.¥.C. 18 

Send me Braymer and ROE’S REPAIR SHOP DIA- 
GRAMS for 10 days’ examination on approval. In 
10 days I will send $3.50, plus few cents postage, oF 
return book postpaid. (Postage paid on cash orders.) 


The diagrams are accompanied by 
tables that give the number of coils 
in the different phase groups and the 


markings for the ends of these groups 
as indicated on the diagrams. 

This new, revised edition of this popu- sede 
lar shop manual incorporates the 
many changes and advances in the EM 3/1/46 


(In Canada: Mail to Embassy Book Co., 


design and construction of induction id Richmond 8 E. Torento, 1.) 


motors through World War II. 
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No. 900 
Focal-Ray 
Lantern 


SPOTLIGHT- 
FLOODLIGHT- 


DIRECTIONAL 
BEAM 
A powerful spot — a wide 
flood at a turn of the lens — 
head. And a flexible direc- . 
tional beam through the pivot 
base. Just -the lantern for - 
sportsmen, motorists, all out- 
door people. 
| Circulars and Price Lists on request. 


THE METAL WARE CORPORATION 


of Electr 


AL | 
EVEN AN ELECTRICA 
MAN WANTS A HOME OF 


Regardless of whether YOUR 
“dream home” is a cozy cottage or 
a mansion, “How to Plan the Home 
You Want” will bring you up-to-the- 
minute. 


Its 32 pages, profusely illustrated, 
are packed full of home planning 
and new equipment ideas. 

Our own staff of practical authori- 
ties whose lives have been dedicated 
to building progress have put into 
tight easy-to-read chapters the 
trends and possibilities of a much 
discussed industry. Covering every 
subject from financing to solar 
heating, it therefore can be used as 
a textbook on building industry 
nomenclature. 


Send for your copy today. 
PRACTICAL BUILDER 


59 E. Van Buren Street, Chicago § 


at 2Se I can’t lose—Send .me “How To 
Plan The Home You Want.” M 
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NEW LITERATURE 


Ray-O-Vac Co. 


A colorful display basket is now 
available from the Ray-O-Vac Co., 


Madison, Wis. 
batteries. 


It holds 50 flashlight 


Stromberg-Carlson Co. 


A descriptive folder of the Strom- 
berg-Carlson radio line and a dealer 
manual were two publication released 
to distributors and dealers by the 
Stromberg-Carlson Co. recently. De- 
scribed as a “full-line” folder, the 
former booklet is printed in “true-to- 
life color” and contains photographs 
of all 19 of the firm’s 1946 line. The 
dealer manual consists of 54 pages, 
printed in four colors, and is made 
to represent a record album. Each 
home receiver made by the company 
is given a full page photograph and a 
complete description. 


Westinghouse Electric Corp. 


The Lamp Division of the Westing- 
house Electric Corp. has printed a 
colorful and informative booklet en- 
titled The Incandenscent Lamp. It de- 
scribes the incandescent lamp, tells the 
forms in which it is available and sets 
forth factors influencing good lighting. 
Simple diagrammatic drawings show 
what a lamp is made of and how it 
works. Even the various base sizes 
are classified. Obvious lamp differ- 
ences such as shapes are discussed and 
listed, but the book also gives informa- 
tion unsuspected by the average lamp 
buyer—such as the different types of 
lamp finishes. A simple explanation 
of foot candles and how to decide what 
bulb to use where is included. 


National Adequate Wiring Bureau 


A folder entitled “Vitalize Your 
Home” has been prepared by the Ade- 
quate Wiring Bureau for distribution 
to financing organizations and electri- 
cal contractors. It covers in brief form 
the various ways in which electrical 
appliances and added electrical wiring 
can revitalize the home. Single copies 
may be had by writing to the National 
Adequate Wiring Bureau, 155 East 
44th St. New York, N. Y. They 
can be had in large quantities delivered 
flat ready for your own imprint for a 


nominal fee. 
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IN THE GROWING 
-AIR- CONDITIONING: 


E-EVA VAPORA TIVE 


COOLERS 


Coolers with the features customers demand. . 


. made and 
perfected in the air conditioning test ground: the Arizona 
desert. A fast-selling, profitable line of coolers — all types 
and sizes — backed by over 30 years of manufacturing ex- 


perience. Illustrated is horizontal blast blower type. 


Present supply lim- 
ited 


Get your order in 
now for summer 
profits. 

Free catalog on re- 
quest. 


% 

$ 


Dp 


TAILORED TO FIT 
A $1,000,000,000 MARKET 


To the manufacturers of electric fans, irons, 
toasters, heaters, vacuum cleaners, and other 
electrical appliances, we offer a complete export 
organization. As sole exporters of Admiral Cor- 
poration’s radios, refrigerators, electric ranges 
and home freezers, we have a world-wide dis- 
tributor organization, specialists in the domestic 
appliance field, all set up, functioning efficiently 
and ready for postwar business. That tailor-made 
organization is now available to you. 

Financing—we buy for our own account. 
Documentation—all paper work and other details 
are taken over by us. Servicing—our distributors 
abroad take care of all servicing problems. 

We shall be glad to discuss with you the huge 
post-war market for your products and how our 
organization can establish your products in ex- 
port. 


AD. AURIEMA, INC. 


New York 4, N. Y. 


89 Broad Street 
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Manufacturers everywhere are clam- 
oring for more and more Wabash- 
Birdseye Infra-Red Heat Lamps... 
for speeding up the drying time of 
scores of painted products. Infra-Red 
“tunnels” in numerous plants now 
pre-heat, bake or dehydrate thou- 
sands of items. Low installation cost 

. inexpensive maintenance . . . 
amazing time-savings have made 
Wabash-Birdseye Infra-Red Lamps a 
production essential in thousands of 
plants. 


2. THE HOME 


Every day more people discover 
that the deep, penetrating heat of 
Wabash-Birdseye Infra-Red Lamps 
provides soothing, gentle relief for 
tired and aching muscles. Many use 
it as an effective measure in the 
treatment of colds, sinus, and other 
discomforts for which heat is usually 
prescribed. Simple in operation . .. 
safe to use... Wabash-Birdseye Infra- 
Red Lamps replace old-fashioned 
heat treatment methods ... and are 
much more pleasant! 


Remember these important points about 
Wabash-Birdseye Infra-Red Lamps . . . special 
tungsten filoments designed for even distribution 
of heat in all directions . . . specially constructed 
“Superlok” bases that prevent separation of 
bulb and base under terrific temperature . . . 
extra long life. These are added features that 
put Wab-sh-Birdseye in demand everywhere! 


WABASH CORPORATION 
345 Carroll Street, Brooklyn31, N.Y. 
A Subsidiary of Sylvania Electric Products Inc. 


WABASH- 
BIRDSEYE 


FIRST IN INFRA-RED | 
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Bendix Home Appliances, Inc. 


A 20-page, illustrated booklet on 
“How to Plan a Modern Labor-Sav- 
ing Home Laundry” has been issued 
to Bendix Home Appliances distribu- 
tors and dealers by Bendix Home 
Laundry Institute. L. Morgan Yost, 
a leading architect in home planning, 
collaborated in its preparation. It is 
developed along six basic steps for 
planning a modern, up-to-date laundry, 
and contains cutaway views and dia- 
grams of seven home laundry layouts. 
These are: a combination home 
laundry and sewing room, a laundry 
in the utility room, two versions of 
a laundry in the kitchen, one in a 
small space, another in an attached 
garage and one in the basement. Copies 
at 10¢ each are available to the gen- 
eral public from the Bendix Home 
Appliances, inc., 330 W. Sample St., 
South Bend, Ind. 


Warwick Mfg. Corp. 


A new Clarion radio merchandising 
display has been announced by War- 
wick Mfg. Co., designed by experts 


to function as a unique and compact 
“store within a store”. Striking in 
appearance with a colorful red, blue 
and gold background featuring the 
Clarion Red Hunter trade mark and 
slogan, the unit provides ample space 
for displaying ten Clarion radios, in- 
cluding a full size console. Measur- 
ing 7 feet, 6 inches in height by 6 
feet 11 inches in width, the display is 
sturdily built with shelves of Masonite 
reinforced with wood strips and sup- 
ported by steel tubing. It will be 
available to Clarion radio distributors 
and dealers early in February, accord- 
ing to Reau Kemp, sales manager at 
4640 West Harrison St., Chicago 44, 
Ill. 


Scott Radio Laboratories Inc. 


A unique advertising mat book, con- 
sisting of advertisements and news- 
paper adaptations of newly created 
national magazine copy on the new 
Scott Radio-phonograph, has been 
prepared for dealer use by the Scott 
Radio Laboratories, Inc., of Chicago, 
Ill. The ads dramatize the engineer- 
ing of the new Scott chassis, the same 
approach used in the company’s 1946 
newspaper and national consumer 
magazine campaign. 


Sav'U-time 


is the Answer! 


. . . because Sav-U-time is available for 


immediate delivery. Sav-U-time is the re- 
mote control system that converts ordi- 


nary “side-arm” gas water heaters into 
automatic units —efficiently, economically. 
— Sav-U-time is easy to sell—easy to install! 


_|_¥ Requires little or no servicing. A real 
Z “i volume producer and profit maker. Sav- 
ER & U-time is the original system—and leader 


i for 25 years. 
is DEALERSHIPS NOW OPEN! 


Every home, new or old, is a prospect for money-saving 


Sav-U-time. Cash in on this “ready-made” market. Write 
today for complete details of Sav-U-time Selling Plan. 


SAV-U-TIME Sales Company 
52 MANHATTAN STREET - ROCHESTER 2, NEW YORK 


Yes, electrical dealers are finding that DURO 
electric pumps, water systems and water soften- 
ers are a “natural” for their business. Models 
and systems to meet every need. There is a 
brand new market in thousands of new homes 
for DURO Pumps and Water 
Systems, and don't overlook 
the expanding rural electric 
service! 


DURO engineering makes 
your installation simple and 
easy, and servicing no prob- 
lem at all. Electrical dealers 
who know, bank new profit 
with the DURO Line. 


Write for DURO Water Sys- 
tem and Water Softener cat- 


alogs. The DURO Company, 
Dept. 30-B, Dayton 1, Ohio. BURO-JET 


DURO PUMPS, WATER SYSTEMS 
AND WATER SOFTENERS 


MARCH 1, 1946—ELECTRICAL MERCHANDISING 


Amer 
They 
Thiol 
store 
all ¢ 
ot’? 

quick 
Your 
Freez 
sellin 
in wi 
placit 
“Pak 
foods 
freezi 
supp! 
supp! 


Your 
price 
titive 
“Pak 


ELEC 


44 
| 
48 = 
PRS n 
LINE FAR 
oO SYSTEMS, WATER 
TER SOFTENERS| 
= 


DEALERS! 


People are becoming 
“FROZEN FOOD 
CONSCIOUS” 


Stock up on 


for use with every 


HOME FREEZER UNIT 


Americans never do things by halves. 
They take up with new ideas . . . fast. 
Think of the cars that pass by your 
store every day . . and how about 
all those radios? Now, folks are ‘‘all 
set’ to buy Home Freezer Units as 
quickly as factories can turn them out. 
Your job is to help make Home 
Freezers successful and popular by 
selling the right frozen food packagings 
in which to wrap foods properly before 
placing them in the freezer. 


“Paksure’’ Food Packagings for frozen 
foods guarantee the success of home 
freezing. They offer one source of 
supply for all packagings and packaging 
supplies. 


Your prices and your suggested resale 

prices (allowing 25 to 400, compe- 

titive mark-up) are included in our new 

“Paksure catalog . . . free on request 
. write today. 


€. W. Twitchell incorporated 
788 Public Ledger Bidg, Philadelphia 6, Pa. 


FARM FENCE CONTROLLERS 


It doesn't take long for good news to 
get around. Customer demand for Elec- 
tro-Line Controllers is greater than ever 
before. Electro-Line Controllers are hon- 
estly and capably built — THEY DELIVER 
ond they deliver RELIABLY. 

Electro-Line offers your customers five 
models—each model has its definite place 
ond use. Moderately priced, modernly 
styled—Electro-Line has customer appeal. 

See your Jobber. 
ELECTRO-LINE PRODUCTS CORP. 

120 N. Broadway © Milwaukee 2, Wis. 


No. 4302 
6-Volt D.C. 
Battery Model 
With 
Bottery 
Compartment 
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NEW LITERATURE 


Garod Radio Corp. 


Garod Radio Corp. has announced 
the “Authorized Dealer Identification 
Program”, according to Lou Silver, 
sales manager. “The Garod dealer 
has the choice of several planned pro- 
motion packages, or separate display 
pieces, to fit the need of his individual 
store,” explained Mr. Silver. 

A typical display deal, Promotion 
Package No. 4, includes a four-color 
rayon banner; four-color process 
window display card; a four-color 
process counter display card; a three- 
color window streamer; a set of 26 
actual photos of the Garod line; a 
three-ring binder for the photos; an 
indoor electric sign in three colors; 
a three set window display stand; a 
floor type small set display stand; 
complete line wall chart; plus a 
quantity of complete line consumer 
folders. These packages may be ob- 
tained from Garod Radio Corp., 70 
Washington St., Brooklyn 1, N. Y. 


Burgess Battery Co. 


Described as a new department-in- 
a-package, a promotional container for 


4 BATTERIES 
f HEARING Alp 


hearing aid batteries has been brought © 


out by the Burgess Battery Co. The 
packaged assortment affords electrical, 
drug, hardware and radio dealers a 
replacement service for all commonly 
used instruments. 


Midwest Mfg. Co. 


The Reconversion issue of the “Cabi- 
net Builder,” published by the em- 
ployees of the Midwest Mfg. Co., 
Galesburg, IIl., contains a full story 
of the company’s activities and pictures 
with descriptions of the first six models 
which they are making. A drawing of 
Midwest’s “Kitchen-Kraft” steel kit 
chen is also included. 


Sylvania Electric Products Inc. 


“20 Years of Achievement in Radio” 
is the title of a booklet just published 
by Sylvania Electric Products Inc., 
Emporium, Pa., which contains infor- 
mation and photographs on the early 
history and founders of the company, 
recreational and health facilities for 
employees, tube and lamp production, 
etc. 
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An automatic safety and convenience item with exclusive 

features that pack a big sales punch. Sparked by national advertising in leading 
magazines, there’s a lively demand for LumiNite lighted wall switch plates in 
homes, apartments, hotels, hospitals, offices — wherever wall switches are used. 
The tiny shielded electric light is always on when the room is dark — always off 
when the room lights are on. Ends fumbling for switches. No more smudged walls. 
Single-gang, two-gang, and multi-gang assemblies available. Operates for less than 
2c per year. Works also on 3- and 4-way switches. Guaranteed. For steady profits, 
sell the original LumiNite. List price $1.00. Write for details. 


ASSOCIATED PROJECTS CO., 80 E. Long St., Columbus 15, Ohio 


LUMINITE Product 


REG U S. PAT OFF 


CASH IN. 
DEMAND 


“HARDER 


HOME LOCKERS) 


COMPARE HARDER-Freez with any other home or farm 
freezer, and you'll see why it’s so easy to sell. Large capacity—up 
to 18 cubic feet. Convenient. Appealing design. Nationally adver- 
tised. Amazing low price. Experienced manufacturer. Dealerships 
available. Write today! 


UPRIGHT AND CHEST MODELS AVAILABLE 


| TYLER FIXTURE CORP., Dept. EM-3, Niles, mach. D 
Rush data on Harder-Freez Home Locker line and deal- 
ership agreement. | 
NAME 
ADDRESS. 


TYLER FIXTURE CORPORATION, NILES, MICHIGAN 
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Create a Modern 


Modern Appliance 
Store created with 
Structural Bends 
Trock Appliance 
Store, Chicago 
Harry Meyers, 
Display Mer. 


STRUCTURAL 


OF TEMPERED MASONITE PRESDWOOD 


Made of strong tempered Masonite presdwood, Structural Bends are a 
practical, inexpensive material for creating streamlined, dramatic 
merchandise settings. Whole departments can be modernized . . . new 
window backgrounds installed . . . outstanding effects created 
at little cost. There are seventeen basic shapes available in 8’ and 12’ 
lengths. Flexible ...easy to cut... construct... finish and install... 
durable... modern... practical to hundreds of different treatments. In stock. 


WRITE FOR FREE CATALOG «+ PLAN YOUR NEEDS + PLACE ORDER NOW 


Designed and Distributed Exclusively by 


W. L. STENSGAARD AND ASSOCIATES, INC. 


320 NORTH JUSTINE STREET + CHICAGO 7, ILLINOIS ‘5 


| IF YOU WANT | 
Net Profit 
... NOT JUST 


CONVERSATION | 


A full line of installed | 


HOME 
* 
ANER, 


a 


WW 


Wayne's complete line of water and 
heating systems builds essential busi- 
ness ... a sound idea because all units 
are essential parts of every home. 
warns Am Wayne packaged units are easily in- 
CONDITIONERS stalled. Common sense engineering 
eliminates trick “gadgets” and off- 
standard parts. You can rely on Wayne 
for more sales with fewer service calls. 


Write for FULL DETAILS 
of the PLAN 


More NET profit because Wayne sup- 
plies so much of your sales program. 
More sales more easily obtained help 
you build a profitable, lasting business 
under the Wayne Partnership Plan. 
Wire or write today. A Wayne repre- 
sentative or your Wayne Wholesaler 
will call, You can rely on his informa- 
DEEP WELL JET tion. 


A FEW CHOICE FULL-LINE DEALER- 


SHIPS ARE STILL OPEN! } 


{Formerly Wayne Oil Burner Company! 
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Dynamic Balance 
...for better 
reproduction 


MODEL 56 


WEBSTER 


RECORD CHANGER 


The shaded pole, 4-pole motor, 
in the new Webster changer is 
dynamically balanced and rub- 
ber mounted to insure minimum 
vibration. Such engineering nice- 
ties contribute to the greater 
enjoyment of recordings, with 
Webster changers. 


*% Simple to operate. 
* Fast change cycle 
* Feather-touch pickup 
*® Built to last 

* Automatic shutoff. 

*% Longer record life 


The choice of music lovers 


5610 BLOOMINGDALE AVE. 
CHICAGO 39, ILLINOIS 


32 years of Continuous Successtul Manufacturing 


TO THE 
MANUFACTURER 
OF AN 


AUTOMATIC 
HOME LAUNDRY 


At a recent meeting of our crea- 
tive staff, one of our men ‘‘came 
up” with an advertising and 
merchandising program for an 
electric automatic home washing 
machine. 


His idea is so novel—and the 
merchandising plan behind the 
idea so sound—that it is our con- 
sidered judgment this program 
can quickly establish a posi- 
tion of dominance for a present 
Or prospective manufacturer of a 
quality product in this field. 


We have developed this program 
to a point where its possibilities 
can be sensed almost at a 
glance. We will be happy to 
Present it to any reputable manu- 
facturer, entirely without obliga- 
tion. 


Ours is a recognized national ad- 
vertising agency, with clients 
who are leaders in the auto- 
motive and allied industries. Our 
standing and reputation (attested 
to by the publishers of the maga- 
zine in which this message is 
printed) are assurance that your 
inquiry will receive prompt and 
confidential attention. 


ADDRESS M876 
ELECTRICAL MERCHANDISING 
330 West 42nd Street 
New York 18, N. Y. 
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WHERE TO Buy 


Parts, Services & Accessories 


UNDISPLAYED RATE: | DISPLAYED RATE 


$1.25 per line per insertion. Minimum charge $5.00. (First line in small black face 
type.) Fractions of a line count as line. Discount of 10% if full payment is made 
> in advance for 4 consecutive insertions of undisplayed ads. 


$14.00 per inch per insertion. Contract rate on request. (An advertising inch is 
measured vertically %” on one column. There are 4 columns—48 inches to a page.) 


_ WASHING MACHINE REPLACEMENT PARTS & SUPPLIES 


BOSS - LAUNDRY QUEEN - WOODROW 
and “33” OTHER MAKES 
Agitators—V-Belts—Wood Bearings 


Vacuum Cleaner Armatures 


Our low price includes COMMUTATORS when required. NO CHARGE 
FOR EXTRAS. Our large stock of new and rebuilt vacuum cleaner 
armatures permits shipment same day order is received. Exchange basis 
on all popular makes. Armatures, fields and bearings installed at 


nominal Approved G. E. Motor Cords 
VACUUM CLEANER BAGS and BELTS Fibre Grease—Transmission Oils 

$6.95 per hundred High Post Change-Over 

HOOVER BELTS (two sizes).............000cccccceeeeees $8.95 per hundred for EASY and G. E. Washers 


No belt trouble when you use our high grade Neoprene belts. SEND FOR FREE 
BELT CHART, showing correct size belt for all makes. Bags for all popular makes. 
Fine cloth. Beautifully tailored. 


PENN APPLIANCE DISTRIBUTORS | szvarve: 


GROWLERS 
126 S.2nd Street © Harrisburg, Penna. | denne 


Quality Material — PROMPT SERVICE 


We have — 90 — PARTS JOBBERS fo serve you 


"a nationwide service” 
ADDRESS ON REQUEST 


CLEVELAND 


ARMATURE RE-WINDING WASHER LUBRICANTS 
by SPECIALISTS 


Let the Lubricating Twins make more PROFITS for 
q you. Sell Washer Oil and Wringer Grease to Every 


i Parts Customer. 
| e ¥ depa 
asd Ad * oe us be your small-motor rt- NOW! Improved Oils and Greases in Sealed Cans, 
ae We pert an ideal over the Counter Package. 
are facilities to re-wind 


PRICES 
| No. Oil (Retail .65 Qt.) No. (Retell tb.) 
| 4 24—1 Qt. Cans $5.76 (.24 Qt.) ane 
Can 08 (.17 Lb. 
Lots of 5 Cases $4.80 (.20 Qt.) Lb, 1.60 (.16 te) 
5 Gallon Drums $3.95 5 Lb. Cans :75 C15 Lb.) 


d with 
| armatures for all pes of —_ hp motors to original 
it factory specifications and standards, 
ee We can handle complete runs— 
meget small or large quantities. 


15 years’ experience in this highly specialized work is 
our guarantee of complete satisfaction. 


THE HAROLD E. SAPER COMPANY PEARSOL APPLIANCE CORP. 
4611 N. CLARK ST. CHICAGO 40. ILL. 2122 EUCLID AVE. CLEVELAND 15, OHIO = 
| Monday—Get it Friday : - SPECIALTIES 
Order Y Get it F Genuine PARTS Exclusively Resistance wire. Heating Units. 
PREMIER - ROYAL - G. E, - EUREKA | | Switches for Standards and all | Cleaner Ironing Board Pads 
y gre ¥ VACUUM CLEANERS makes of Electric Ranges. and Covers, washing and ironer covers. Ohio 
| quest Write for complete. detall ‘ F. N. CUTHBERT CO. Textile Specialty Co., W. 54th, Cleveland, O. 
| BROCKWELL ELECTRIC co. Distributor and Manufacturer's Agent NEW ADVERTISEMENTS 
106 E. 9TH ST., CHESTER, P Toledo 2, Ohio Received by March 19th will appear in the 
April issue subject to space limitations. 


WASHING MACHINE PARTS 


“For any and all makes" ANS WE S 
Most complete stock in N. W. Pr ompt R SEARCHLIGHT 
| wt 
| truck of nose Minnesota Appliance Parts Co, busi blems 
| right 14” 191 W. 7th St. St. Paul 2, Mina. to ness pro eee SECTIONS 
tiem for CHANITE SELF-WELDING FLUX REPAIRS being solved pcr are found in these 
ete. 600 lb. capacity. al y 
or burnt-out electrical toast the use of the Searchlight Section of McGraw- McGRAW-FILL 
earanteed. Order ers, stoves & etc. Guaranteed nothing like it. 
HAN f doz The Searchlight Section is classified adver- 
| ANDEES CO. 914 tising; you can use it at small cost, to an- Machinist 
nounce all kinds of business wants of interest 
to other men in the fi by 
Our 132-pace PRE publications. It is the regular meeting place Chemical & Met. Engrg. 
WASHING MACHINE PARTS Washing Machine ae Visco Cleaner Parts. of the man with business needs and the men yb sal prae 
BF who can fill those needs. Electrical Contractiog 
Any Part For Any Washer” Quality, Service, Low Prices When you want additional employees, want Electrical Merchandising 
F : MIDWEST APPLIANCE PARTS CO. to buy or sell used or surplus new equipment, | Electrical World 
Distributor for AN want additional products to manufacture, seek Electronics 
Engineering & Mini 
additional capital, or have other business 
This wants — advertise them in the Searchlight mM. J. Markets 
za HERE TO BUY Section for quick, profitable results! Coen: Seaman & Main. 
ection lustries 
7 j Federal Street tome nthe te and McGRAW-HILL PUBLISHING CO., INC. 
17 PENNA. i 
ELECTRICAL MERCHANDISING 330 West 42nd Street, New York City 
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LETTERS 


Range History Revised 


To the Editor: 

This is a protest against 
“Harry Parsons’ Story of the Slow 
Make and Break Switch” which ap- 
peared as part of your “The History 
of the Electric Range” in the June, 
1944, ELecrricAL MERCHANDISING. 

The slow make-and-break 
was my idea. I conceived it in Febru- 
ary, 1933, at Electrical Testing Labor- 
atories. We built an experimental 
model and showed its practicability by 
endurance tests at heavy load in March 
and April, 1933. The story was told in 
ETL Laboratory Report No. 4362-33E 
dated June 23, 1933. It was through 
this report that the story “was related 
to Al Smith.” 

At first ETL was afraid that the 
claims made in the report referred to 
were too radical. But Mr. W. C. Wag- 
ner of Philadelphia Electric Company 
got a copy of the report and I believe 
it was at his direction that their test- 
ing laboratory set out to corroborate 
or refute the claims for the superiority 
of slow-motion switching as presented 
in the report. The results they got were 
in full agreement. 

In the fall of 1933, Al Smith was in- 
vited to a meeting held at Philadelphia 
to discuss the ETL switching develop- 
ment. On January 11, 1934, Mr. Smith 
came to ETL to discuss slow-motion 
switches and left with a wooden model 
of such a switch. It had, he said, been 
made for Crawford, by Hart. This is 
apparently the switch that Mr. Par- 
sons was thinking of when he said, “I 
carried a wooden model of the switch 
around with me in 1933.” There was 
a date stamped on the body of the 
switch under a jumper strap; it was 
“11-10-33.” I don’t think Mr. Parsons 
has a chronological record. That 
switch, by the way, was seriously de- 
ficient electrically and mechanically. 
Important improvements in design were 
made after a meeting held at ETL on 


belated 


switch 


February 15, 1934. 

In attendance at that 
Al Smith and R. J. Patterson of 
Walker & Pratt, G. H. Hart of Hart, 
W. C. Wagner of Philadelphia Elec- 
tric, and H. H. Miller, C. H. Roe and 
myself of ETL. At this meeting they 
presented a five-gang wooden-body 
model for criticism before they went 
into production. After they had cor- 
rected the basic faults of the switch, as 
pointed out to them, they went ahead 
with the first commercial use of this 
type of switching on electric ranges. 
Mr. Parsons’ statement that Messrs. 
Smith, Hart and Patterson “started the 
experimental work to see if it was 
sound,” was slightly off the beam. The 
gentlemen he named knew very well 
who started it. So did a number of 
other people in the field when the story 
was published. I have a photostatic 
copy of a letter from The Hart Manu- 
facturing Company dated September 
26, 1935 addressed to ETL, attention 
of Mr. Thompson, which says, “You, of 
course originally made the complete 
analysis and report of slow break silver 
contact switches made up under your 
own design and your report showed 
many interesting facts proving su- 
periority of this type of switch.” Guess 
I ought to send a copy of that letter to 
Mr. Parsons for his information. 

Incidentally, it seems to me that 
there is another worthwhile story in 
how the simplicity of the slow-motion 
switch permitted the development of 
multi-heat surface units. In the com- 
mon style of unit with only three heats, 
low was much too fast if high heat 
was no more than 1,000 watts. This 
multi-heat development not only re- 
sulted in an approach toward the flexi- 
bility and economy of the gas burner 
but practically eliminated the load- 
balancing problem. I believe that Mr. 
E. N. Calhoun, president of Wiegand, 
could supply that story. 

T. F. Victory 
Woodside, N. Y. 


meeting were 


“BE RIGHT WITH YOU, FOLKS. 


IN THE MEANTIME PLAY THIS RECORDING OF MY SALES 
TALK OVER TO YOURSELVES.” 
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Still O.P.A. 


outlets handled the appliance and radio business prewar. 
than 30 dealers are open and ready for business. 


post-war buying intent among its readers. 


ac 
at $114.95. 


business, 


architectural service to help modernize their stores. 


Personal Touch Brings in Recording Business 
Lil Pal Radio Shop, Houston, Texas, tells how it gets its business. 


Homely Ads Stress Utility's Friendliness 


=... 
READERSHNS 


MARCH I, 


Editorial and Business Office, 330 W. 42nd St., New York 18, N. Y. 


Helping Dealers 
Bickford Bros., Rochester, N. Y., distributors, provide their dealers with 


Designing Appliances to Fit the Housewife........ 
Servicing Briggs & Stratton Gas Engine Washers.. 


Electrical Women Iron Out Laundry Problems..... 
E. W. R. T. hold second meeting in “Basic Training” Course, 


No. 5 


NA A. NOONE, Appliance News Editor 
MARGUERITE COOK, Director of Research 
OBERT W. ARMSTRONG, News Letter 


cL 
HOWARD J. EMERSON, Associate Editor, Pacific States, 68 Post sie “San Francisco 


Chicago A. WERTH 
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COYLE 


Atlanta—RALPH MAU LTSBY 


tee By Dave Rosenfeld 
Photograph taken in B. Altman & Co.'s 4th floor “Labor Saving Center” 


Too Many Dealers? ...................... By Lansdell Anderson 36 


A case history of a typical town—Asbury Park, N. J.—where 7 major 
Now more 


What and When Will They Buy?......By Anna A. Noone 41 


Cosmopolitan's survey of present appliance and radio ownership and 


Facts About "Electronic" Cooking.......... By J. C. Sharp 42 


An electronic range would retail for more than $1,000 and not do as 
ooking job as the conventional electric model retailing 


Evolution of the Vacuum Cleaner... .3y Tom F. Blackburn 44 
Third in a series of articles on the history of the vacuum cleaner 
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Appliance Production 
Declined January 


CPA's February 27th report shows increase 
only in radio set and sewing machine manu- 


\ sharp increase in the production 
f radios and sewing machines during 
January was interpreted in the Febru- 
ary 27 Monthly Report of Civilian 
Production issued by John D. Small, 
CPA Administrator, as indicative of 
a rapid thawing of this winter's labor- 
management freeze-up. Other con- 
sumer durable goods, however, such as 
refrigerators and ranges and laundry 
equipment, fared not so well, all show- 
ng declines from previous months. 

Mr. Small’s report declared that 
vith the break-up of current strikes 
manufacturers of consumer and pro- 
ducer durable goods should be able 
to shift into high gear, but warned 
that continuing rapid increases in the 
production of goods was necessary to 
satisiy demand and _ stifle inflation. 
Some ground, the report said, has been 
rretrievably lost and pre-war produc- 
tion levels for many products prob- 
ably will not be attained as soon as 
had been hoped. 


No Excessive Inventories 


According to the report, little or no 
blame for goods shortages can be 
pinned on excessive inventories of fin- 
ished products. The CPA conducted a 
spot check of 34 leading appliance pro- 
ucers at the end of December and 
ound that only 29 of the 34 firms 
vere in production and 12 of the 29 
mpanies had inventories of less than 
0 units each. Many of the units in 
ventory had not been shipped be- 
ause enough had not yet accumulated 
to supply all distributors with enough 
lor a uniform display date, or because 
pricing arrangements had not been 
mpleted, or because of difficulties in 
taining crating material. The CPA 
found, in fact, that several of the larg- 
est producers were shipping units as 
fast as they rolled off the ends of the 
assembly lines. 


General Production Decline 


In industry as a whole production 

lecli d during January as a result 
wide-spread labor difficulties 

and ‘he report predicted a further de- 
line in February, holding out some 
pe that if wage-price problems are 


facture ... Further decline seen 


solved a steady and rapid rise can be 
expected thereafter. The effects of the 
steel strike, however, are to be felt 
for many weeks to come as it will take 
five or six weeks for steel mills to 
reach full production and several more 
weeks for fabricated steel items to 
begin to flow through distributional 
pipelines now empty. 

In direct opposition to the January 
decline of production is the rise of 
retail sales, averaging 10 percent more 
than in January, 1945. Although there 
were no overall shifts in price levels, 
the upward pressure continued strong. 
Ceiling prices continued to dominate 


the picture, thanks to OPA, and 
prices were adjusted upward only for 
selected commodities. 


The Appliance Picture 


On the bright side of the appliance 
production picture, the report revealed 
that 500,000 radios were shipped 
during January, representing a steep 
rise over December and reaching ap- 
proximately 45 percent of the pre-war 
base period rate of 1,100,000 sets a 
month. Total shipments for the fourth 
quarter of 1945 are estimated at 250,- 
000 units. The production of radios is 
still hampered, however, according to 


the CPA, by an insufficient quantity 
of cabinets, condensers, and speakers 

Domestic sewing machines also 
showed a rise in January. The 12,000 
machines shipped represented a 27 
percent increase over December, but 
production is still only about 25 per- 
cent of the pre-war base period of 
48,000 a month. Delaying factors in- 
clude an insufficient supply of lumber 
for cabinets and of gray iron castings. 
In the fourth quarter 22,290 units 
were shipped, including a revised De- 
cember total of 9,430 units. 

The blame for the January drop in 
the production of domestic mechanical 
refrigerators is placed by Mr. Small 
on the work stoppages affecting three 
major producers of refrigerators dur- 
ing the last half of the month. Pro- 
duction and shipments are estimated 
in the report to have dropped 20 per- 
cent to around 100,000 units. ‘Total 
shipments for ‘the fourth quarter 
amounted to 314,000 units, including a 
revised December figure of 125,000 
units. Shipments during the fourth 
quarter and during January have 
averaged about one third of the pre- 
war rate of 309,000 units a month. 

The total estimated quarterly ship- 
ments of electric ranges for the period 
ending December 31, 1945, were 70,- 
640 units, or about half the average 
pre-war quarterly rate of 131,000. 

(Continued on next page) 
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INVENTIONS PAY OFF, as demonstrated by this picture showing the presentation 
of awards to three inventors of Landers, Frary and Clark for outstanding work in the 
improvement of Universal appliances. Left to right are Paul Kircher, who received 
two awards; Fred Juengst; Oscar Anderson, given three awards; and W. J. Russell, 
vice-president in charge of engineering. 


The monthly trend for the quarter was 


sharply upward, although January 
production was seriously affected by 


the electrical workers’ strike 


Washers, lrons Drop 


Final figures are not yet tabulated, 
hipments of domestic 
laundry equipment are expected to be 
reduced because of the strikes. Re 
vised figures indicate that approxi 
mately 99,000 units were shipped in 
December, bringing the total for the 
quarter to 234,000 units, or about half 
the base period rate of 474,000 units 
a quarter 


but January s 


Production is limited by 
shortages of enameling stock and other 
steel items, tubs, 


switches, and rubber wringers 


electric cord sets 


Shipments of electric irons in Janu- 
ary probably dropped. Total esti- 
mated shipments in the industry for 
the last quarter of 1945 were approxi 
mately 867,000 units or 76 percent of 
the average pre-war quarterly produc- 
tion rate of 1,140,000 units. The 
monthly trend has been steadily up 


vard 
The month-to-month trend in the 
Mluctiot vacuum cleaners was a 
rising one, but continued to be retarded 
by shortages of certain component 
parts. Shipments in the fourth quarter: 


totaled 210,000 units, 45 percent of the 


average quarterly rate of 468,000 
units 
CPA Grants Priorities 
On Fractional Motors 
In order to speed the production of 


fractional horsepower AC motors, the 


Civilian Production Administration re 
ntly extended priorities assistance to 
electric motor manufacturers for pro 
uct materials and capital equip- 
ment. At the same time, CPA granted 
priorities assistance to the producers of 


electiical steel sheets, a vital compo- 
nent of electric motors. 

The “CC” priority ratings may now 
be assigned to manufacturers of frac- 
tional horsepower alternating current 
electric motors to obtain all types of 
needed capital equipment 
struction materials (except electric 
high silicon steel sheets). Manufac- 
turers of the latter product may obtain 
priority 


plus con- 


assistance for capital equip- 
ment and construction materials for 
new plants or expansion of existing 
plants 

Fractional horsepower motors are in 
critically short supply for urgently 
needed products such as stokers, warm 
air furnaces, oil burners as well as 
refrigerators, fans, etc. The current 
backlog of orders is more than 21 
months estimated production. 

CPA officials stated, however, that 
they believed there was considerable 
“water” in this order backlog inasmuch 
as many manufacturers have undoubt- 
edly placed duplicate orders with sev- 
eral producers. 

January fractional 
horsepower electric motors was braked 
by the electrical strike which started 
January 15th in the plants of the four 
largest producers, CPA said. Accord- 
ingly, CPA estimated that January 
shipments would drop to approximately 
two-thirds of the 1,079,134 units ship- 
ped in December. 


Production Slowed 


production of 


While two of the four strike bound 
companies settled their labor problems 
in February, the production rate can- 
not climb back to the December rate 
weeks, CPA explained. 
Because of restricted steel shipments 
due to the steel strike and lack of other 
materials, February production is not 
expected to total more than 5O per 
cent of December 

In further explaining the current 
priorities assistance granted to the 


for several 


BACKLOG OF MOTOR ORDERS 
Unfilled Orders 


Shipments 
Month (1945) (units) 

December 1,079,134 
November 1,058,715 
Octobe: 888,904 
September 686,712 
August 703,698 
Ju'y 681,991 


Backlou in 


(units) Monihs 
23,395,708 2! 
21,186,623 20 
18,888,473 2! 
16,306,070 23.7 
11,399,153 16.2 

9,906,539 145 


electric motor and silicon sheet steel 
manufacturers, CPA emphasized that 
assistance will be limited on both prod- 
ucts to conditions which will result 
in a substantial increase in production 
or where such priorities are required 
to replace present equipment in danger 
of an imminent breakdown. 

The “CC” rating will be denied, how- 
ever, when it appears that the item 
required is available, but under differ- 
ent terms of sale or from a supplier 
other than the applicant’s customary 
source of supply. 


Two More Industries 
Get OPA Pricing Formula 


Two industries 


about to resume 
civilian production have just been 
given reconversion pricing methods. 


The action is effective February 14, 
1946. 

Manufacturers of household sewing 
machines and cabinets for housefold 
refrigerators were told they may 
apply individually for price increases 
that will yield each firm’ its own aver- 
age peacetime earnings, or half the in- 
dustry’s average earnings, whichever 
is greater. 

If they elect the latter margin, sew- 
ing machine manufacturers will take 
10 86 per cent over adjusted costs, and 
refrigerator cabinet manufacturers will 


take 5.41 per cent over these costs. 

Distributors and retailers will be 
required to absorb substantially all the 
increases to be given individual many- 
facturers under this order, OPA said, 


Washer Caster Price Upped 


An industry-wide increase of 123 
per cent in manufacturers’ ceiling 
prices for washing machine casters 
over the levels prevailing on October 
1, 1941, was announced by the Office 
of Price Administration. 

An increase of 7.3 per cent over 
October 1, 1941, levels in manufac- 
turers’ ceiling prices for other types 
of casters also was announced. 

The increases become effective Feb- 
ruary 25, 1946. 

The increases will result in higher 
prices for manufacturers who did not 
increase their prices between October 
1, 1941, and March 31, 1942, the base 
date on which caster prices were 
frozen by price control. The effect of 
the increase on present prices will be 
dependent upon the amount by which 
manufacturers increased or decreased 
their prices for these items between 
October 1941 and March 1942. 

Wholesalers of the casters will be 
required to absorb 37 per cent of the 
dollar increase, and the remainder is 
to be absorbed by retail sellers. 
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FAMINE FEAST: That new dark “famine-relief flour makes just as good toast 


according to Betty Zuidema, Camfield Manufacturing Co.'s. home economist. 


In her 


right hand she holds toast made from the dark flour—which is about to be produced 
under government order—and in her left a piece of toast made from ordinary 
bread. Edward L. Taylor, right, Camfield partner, and Claude L. Robinson, assistant 


chief engineer, inspect the proof. 


The Camfield Co., which makes toasters and 


should know, said that the dark flour makes toast of a richer color than ordinary 
flour when toasted for the same length of time. 
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OPA Lists Comparative 
'42-'46 Appliance Prices 


Comparative pricings on electrical appliances for the years 1942 and 1946 have 
been listed by the OPA to show consumers what prices, on the average, should 
be paid in today’s seller’s market. 

Following are tables showing comparative prices on refrigerators, vacuum 
cleaners, washers, ranges, small appliances, and alarm clocks: 


REFRIGERATORS 
5 Refrigerator Examples 
Name Model 1942 Price 1946 Price 
Norge M746—7 ft. 199.95 (Zone 1)* 193.95 (Zone 1) 
Crosley SS746—7 ft. 152.95 (Zone 1) 148.50 (Zone 1) 
Westinghouse B 7-46—7 ft. 177.95 (Zone 1) 179.95 (National) 
199.95 (Zone 5) 
GM Frigidaire’ MP 17—7 ft. 164.34(Zone1) 184.75 (Independent 
Distributors) 
170.34 (Zone 3) 186.75 (Factory 
Branches) 
General Electric LB 7—7 ft. 152.20 (Zone 1) 151.50 (National) 
164.20 (Zone 4) 


Price includes tax and delivery 


*'Zones" mean manufacturers’ price area. Prices change from Zone to Zone depend- 
ing on transportation costs. 


| Increase in price over 1942 because, unlike other manufacturers, the company did not 
adjust price schedules before 1942. 
VACUUM CLEANERS 


5 Vacuum Cleaner Examples 


Name Model 1942 Price 1946 Price 
Streamliner L65D Cylinder Type with 
13 Attachments 89.95 64.95 (National) 
Eureka W-75 Cylinder Type with 
12 Attachments 66.50 66.50 (National) 
Electrolux XXXCylinder Type with 
9 Attachments 69.75 69.75 (National) 
GE AUT 150 Cylinder Type 
with 10 Attachments 59.95 59.95 (National) 
Hoover 26 Floor Type Motor 
Driven Agitator 68.00 68.00 (National) 
2600 10 Piece Set of 
Cleaning Tools 16.50 16.50 (National) 
WASHING MACHINES 
4 Washing Machine Examples 
Oct. 1941 Price 1946 Price 
Name Model (Zone 1) (Zone 1) 
Maytag 104.95 104.95 
Dexter 452 E 64.95 64.95 
ABC 2415S 69.95 69.95 
Blackstone 134 59.95 59.95 
ELECTRIC RANGES 
5 Electric Range Examples 
Name Model 1942 Price 1946 Price 
Gibson ER 394—RV 169.50 (Zone 1) 169.50 (Zone 1) 
Frigidaire B—17 175.35 (Zone 1) 175.35 (Zone 1) 
Norge E—400 193.95 (Zone 1) 193.95 (Zone 1) 
GE APL 46A8 106.25 (National) 106.25 (Nationa) 
Hotpoint HB 8 106.25 (National) 106.25 (National) 


Prices include federal excise tax and installation to facilities provided by purchaser. 
“Pigtail” (cord) cost may change price by plus or minus $3.50. 


SMALL ELECTRICAL APPLIANCES 
3 Electric lron Examples 


Make Model Price 
Landers, Frary and Clark........ Universal, 0181 Automatic 
|) 9.40 
Superior Electric Products... .. . Non-Automatic 660 
Knapp-Monarch.............. 400 R Automatic 1000 W.. 5.95 
Prices include tax. 


ELECTRIC ALARM CLOCKS 
3 Electric Alarm Clock Examples 


Make Model Price Same as 1942 
Warren Telechron............. Telalarm—Self Start......... 4.95 
Prices exclude tax. 
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Chicago Display 
Forms Ideal Layout 
For Appliance Center 


When Westinghouse was allotted 3,800 sq. ft. for its display at the 
January show in the Furniture Mart, somebo y in that organization must 
have said, "This is about the amount of space needed for an ideal appli- 
ance center." Slickly done in modernistic fashion was the plan for showing 
the "whole ball of wax" in appliances, grouping them together in displays 
that led the customer on. Curved counters that swirled about the floor 
did the trick. At appropriate points were kitchen groupings, laundry center 
and radio display. Idea for the display was taken from new store layout 
manual—"The Look Book." 


At one end is the laundry display with everything one needs from hot water heaters 
to ironing boards. A dummy pufs over the idea “clean clothes" and wicker chairs 
make it easy to pause and look. 


Right next to the refrigerator display you see a kitchen suggestion, tastefully done, with 
proper pots and pans hanging, and an unusual finish to the walls. 
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Record Crowd Hopefully Attends 


San Francisco Market Week 


Appliance Displays Prove Most Popular Attraction 


Spring market week at San Fran- 
cisco which fell on Feb. 4-9 was 
marked by a fine display of appliances, 
a record crowd, but with very few 
promises of delivery. Last fall the 
appliances were féwer, but everyone 
was confident of a prompt reconver- 
sion. The spring market was well 
attended, over half the states of the 
Union being represented in the regis- 
trations, with visitors also from 
Hawaii, the Philippines, Korea, Aus- 
tralia, Mexico, Central and South 
America, Canada, Alaska and the 
Union of South Africa. Attendance 
records were doubled over any previ- 
ous event. 

Manufacturers reported many in- 
quiries from dealers hoping to secure 
franchises for their lines. Established 
dealers came hoping to find some- 
thing on which immediate delivery 
could be secured. They asked such 
questions as “What effect will the 
strike have on prices?” “On deliver- 
ies?” “On the introduction of new 


models?” There were no answers to 
their questions. 


Many Orders Taken 


In spite of the fact that no promises 
and very few predictions as to deliv- 
eries were made, buyers persisted in 
the optimistic conviction that it 
“couldn’t last much longer.” A large 
number of orders were taken wherever 
they were accepted. Most of the major 
appliance manufacturers, operating on 
a franchise basis, were not taking 
orders, but planned to deliver appli- 
ances as available according to per- 
centage rating of the dealer. Some 
companies were able to promise rea- 
sonable deliveries on lamps and a few 
on radio. Water softeners can be had 
right now—and one firm which spe- 
cializes in complete kitchens was con- 
fidently writing orders, feeling sure 
that their deliveries would not be much 
behind the construction industry, 


whose delays have slowed down home 
construction on the Coast. 


The Leo I. Meyberg Co. gave American Central Kitchens a nook to themselves for 
display space. 


One of the busiest corners at the show was the display space of the Leo |. Meyberg 
Co., where plenty of appliances were on display. 
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All through the week the radio and 
appliance displays on the Fourth Floor 
of the Mart drew the heaviest crowds. 
One television set was shown. This 
year washing machines appeared in 
profusion, electric refrigerators ran a 
close second; trailing them were 
ironers, and home freezing units. 
Samples of electric ranges in prewar 
design came back. Some prices on 
appliances were OPA approved; other 
prices were not yet established so the 
merchandise could not be sold. 


Kitchens Get Play 


More attention seemed to be given 
to the kitchen than to any other room 
in the home. Many displays had 
model kitchen corners arranged with 
factory-built kitchen cabinets now 
available above sink, range, and re- 
frigerator units. 

Among the smaller appliances were 
vacuum cleaners, a variety of electric 
irons, electric toasters and “break- 
fasters” and a few electric mixers. 
Smaller appliances are returning slow- 
ly; one reason given is the scarcity 
of small electric motors. 

Other exhibits, not covered in the 
accompanying pictures, included the 
following : 

Hotpoint has been delivering ranges 
and water heaters, but refrigerators 
are tied up. Dishwashers are in 
production. 

Nesco had a roaster on display but 
is waiting for a more secure future 
to accept orders. 

Apex has been making deliveries on 
allocation. The automatic washer 
was not on display but there was a 
good sampling of standard models. 

Lavenson & Savasta showed samples 
of the L&H new electric range with 
its side arrangement of surface units, 
high center oven and space for hang- 
ing skillets at the sides. 

The A.B.C. automatic washer was 
represented by pictures and a vivid 
description presented by A. A. Kuhn- 
hausen, branch manager. 

Eureka showed its cordless iron and 
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RCA Victor and the Bendix home laundry found themselves side by side in the 
Meyberg space. 


This Post-War House 
Has Everything 


All the new equipment and ¢ ad- 
gets, practical and wildly improb- 
able, which he was able to lay his 
hands on, have been incorporated 
in a “Post-war House” built and 
placed on display by Fritz B. Burns, 
a Los Angeles builder. What he 
wants to do is attract visitors, who 
will vote on the worth and desir- 
ability of the new ideas. Then, 
when the exhibit is over, Mr, 
Burns will build and sell homes 
which will include the features that 
prove most popular. Some of the 
weird and not-so-weird items on 
display are a disappearing tooth- 
brush, a sun lamp, an infra-red 
heater and hair drier in the bath- 
room, a home freezer, a console- 
type refrigerator, a washer-drier- 
ironer in one unit, and an electric 
silverware sterilizer. Plastics and 
metals are used in new ways, and 
heating and lighting have been revo- 
lutionized. Music is furnished over 
telephone wires to various parts of 
the home, including the garage, or 
carport, which, incidentally, pro- 
vides space for both the family car 
and helicopter. 


home cleaning system. Deliveries on 
these has already begun. 

The Monitor line of appliances did 
not arrive in time for displays except 
for an apartment model washer and a 
hand sweeper. 

Blackstone displayed standard model 
washers in the exhibit of C. G. Hamil- 
ton Co. The automatic washer will 
soon be ready. The Magicaire vacuum 
cleaner was also on display in this 
space. 

General Electric featured its new 
steamiron and had on display samples 
of range, refrigerator, water heater, 
roaster and table radios. Strike stop- 
pages prevented any prediction as to 
deliveries. 

The Gordon Wilkins Co. demon- 
strated the Ironrite. Wilkins plans 


to renew his prewar system of giving 
a demonstration with every sale 
through the dealer of an Ironrite ma- 
chine, at a cost of from $2 to $3. 
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Kelvinator had an attractive exhibit, complete with appli- 
ances to look at but not to buy, where C. J. Bachman 
and Cal Fleeson greeted dealers. 


John Barker, formerly merchandise manager for the West- 
inghouse Electric Supply, now regional merchandise man- 
ager for Montgomery-Ward for gas and electric appli- 
ances visits with E. W. Isenhower, Los Angeles district 
manager, radio division, Westinghouse Electric Corp. 


Thor's bination clothes washer and dishwasher was 
on display, together with standard models and the fold- 
ing ironer in the space of Thor Pacific Co. Dealers have 
samples of standard models and some deliveries have been 
made. 


_ KITCHEN) 


| 


Attractive Crosley kitchen cabinets and sink, as well as a 
clothesdrier, refrigerator, radio and range were on display 
in space of the California Electric Supply Co. 


C. J. Bachman, West Coast manager of Kelvinator, Fred 
Fowler of the Fowler electric water heaters of Portland, 
Ore., and Leo Kass, dealer representative of Pacific Gas 
& Electric talk over prospects with Miss Phyllis Van Holten, 
P.G.&E. home economist. 


A) 
KEN 


tVEREADY 


CONTINENTAL 


Electromaster's range and water heater were on display in 
the McCormack & Co. booth. Here also were Majestic 
radio and records, Coolerator refrigerators and Sessions 
clocks. On hand to greet dealers were Alex Kuehlithau 
and Ben Sanderson of Electromaster. 


Westinghouse had one of the most complete displays, in 
the form of a model dealer store, with miniature home 
rooms showing typical Westinghouse installations. 


Frigidaire's strike is over, but deliveries will lag six 
weeks or so after close of the steel strike, according to 
R. G. Hitchinson. No orders are being taken, but stock 
is assigned to franchised dealers on a percentage basis. 
Dealers already have had sizeable deliveries. 


Philco's new freezer chest, a double door refrigerator and 
a standard model and several radios were on display at 


_the Thompson Holmes exhibit. Here too, was the Univer- 


sal range and ironer. Joseph Etienne (right corner) is 
the Thompson Holmes local manager. 


The only television set on display was in the Farnsworth 
tthibit, although the lack of nearby stations prevented 
demonstration. The Frank Edwards Co., local distributors, 
tlo showed the Fonda celephane tape recorder. 
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Easy samples are already in the hands of dealers and 
deliveries are promised as soon as steel is available, 
according to Fred Fenton. On display were models both 
of the standard size and the apartment type miniature. 


15, 1946 


Zenith displayed its new Cobra arm pickup, with repre- 
sentative models flown in for display in the H. R. Basford 
space. Gibson refrigerators and ranges were also displayed 
by sample. 
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“COME AND GET ‘EM!” was the re- 
cent cry of the Conlon Corp. to 100 
Chicago dealers who were next on the 
priorities list for sample washers and 
ironers. Company officials said that the 
drive-away distribution plan created a 
mob scene that looked like a run on a 
bank. The lucky dealers loaded their 
appliances into all kinds of conveyances 
—including the wheelbarrow shown at 
right. One dealer put his ironer beside 
him on the seat of his roadster and 
perched the washer in the rumble. Ac- 
cording to |. N. Merritt, vice-president 
and general manager, the sampling will 
continue as rapidly as possible until all 
dealers have been supplied. 


Bank Group Confirms $4.5 Million 
Credit to Monitor Equipment Corp. 


W. Logan MacCoy, president of the 
Provident Trust Company of Phila- 
delphia, has confirmed the establish- 
ment by a group of Philadelphia banks 
of a credit of $4,500,000 for the manu- 
facture of a new line of household 
appliances sponsored by the Monitor 
Equipment Corp. New York, its 
manufacturing sources and its nation- 
wide organization of distributors. 

Under the terms of the agreement, 
the bank group consisting of Provi- 
dent Trust Co., The Pennsylvania 
Company for Insurance on Lives and 
Granting Annuities and the First Na- 
tional Bank, all of Philadelphia, will 
give credit commitments to 25 appli- 
ance manufacturers who will produce 
all of Monitor’s equipment. The ap- 
pliances will be sold through 60 estab- 
lished distributors and some 5,000 
household equipment dealers. 


Expect $50 Million Gross 


In its first year of operation, Moni- 
tor expects to do a $30,000,000 busi- 
ness with estimates for 1947 gross 
ranging around $50,000,000. Its prod- 
ucts will include refrigerators, vacuum 
cleaners, air-conditioning units, radios, 
heaters, home freezers, washers, iron- 
ing machines and a group of smaller 
products including fans, clocks, irons, 
toasters and percolators. Monitor is 
owned by its 60 distributors. 

“The new credit agreement is 
unique”, Mr. MacCoy said in his an- 
nouncement, “in that it enables the 
banks to play a direct instead of a 
secondary part in the production of 
real goods and makes it possible for 
a group of business men to obtain the 
benefits of modern day mass produc- 
tion through a co-operative enterprise. 
We feel that it puts banks in the 
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$30,000,000 Business 
Anticipated in First Year 


position of returning to one of their 
traditional functions of financing the 
flow of goods from the manufacturer 
to the distributor. 


Big Market for Manufacturers 


“One of the major benefits to the 
manufacturers who are serving Moni- 
tor is the opening to them of an enorm- 
ous market for their products without 
the necessity for heavy investments in 
selling and promotional activities. 
Monitor advertising efforts are planned 
on a broad scale and each manufac- 
turer will share in the demand and 
consumer acceptance thereby created. 
As individual advertisers with limited 
budgets no such advertising program 
would be feasible.” 

Mr. MacCoy explained that the 
banks’ decision to enter into the Moni- 
tor project is based on the credit 
standing, financial ability and selling 
organization of each of the 60 Monitor 
distributor-stockholders. 

The major Monitor distributors are 
established distributors of electrical 
home equipment. T. K. Quinn, who 
has taken a leading part in the Moni- 
tor plan, was formerly a vice presi- 
dent of General Electric, in charge 
of the company’s household appliance 
division. Paul Zimmerman, another 
Monitor principal, was originally as- 
sociated with Mr. Quinn and more 
recently served as vice president of 
the Air Temp Division of Chrysler 
Corp. The Monitor organization was 
formed about a year ago. 


Rural Electrification Nears 
Completion in Northeast, Says REA 


Cooperatives Aid in Supplying 


77°, of Farms with Power; More to Come 


Complete rural electrification 1s 
nearer a reality in the Northeastern 
states than in any other section of the 
country, the Rural Electrification Ad- 
ministration has reported. Seventy- 
seven percent of the farms in the area 
already are receiving central station 
electric service and more are being 
electrified by farmer-owned coopera- 
tives as rapidly as material and labor 
can be obtained. 

Thirty-one borrowers of REA loan 
funds now are operating rural power 
systems in the Northeast. All of them 
can expand, according to REA, and 
most of them are rapidly doing so 
under their policy of area coverage by 
filling in areas which they now serve 
only partially. Electricity has proved 
adaptable to all types of farming in 
this section, including the maple sugar 
and syrup industry of the northernmost 
states. 


Change in N. Y. Law 


Although the youngest operating 
REA borrowers in the Northeast, six 
cooperatives in the state of New York 
are making rapid headway in supplying 
farmers with power. From their 
formation in the late ’30’s until 1942, 
the New York co-ops could not pro- 
ceed with electrification plans because 
of an unfavorable state law. In 1942, 
enabling legislation was enacted, but 
by then wartime restrictions on power 
line construction were in effect. When 
the nation-wide need for electricity on 
farms became acute, and when the War 
Production Board permitted line con- 
struction that would increase produc- 
tion, the New York co-ops were among 
the first to apply for permission to 
proceed. Five of them energized whole 
sections of their lines in 1944. 

Pennsylvania, with 13 REA-financed 
systems in operation, is doing the big- 
gest job of government financed rural 
electrification in the Northeast. There 


cooperative power is an _ important 
factor in mining as well as in agricul. 
ture. Dozens of mines in the western 
part of the state are provided with 
power to operate coal drillers, shovels. 
elevators and crushers. Oil production 
facilities also use considerable quanti- 
ties of power from REA-financed 
lines; seven oil pumping stations re. 
cently were established, two of which 
will receive power from the Somerset 
Rural Electric Cooperative at Somer- 
set and one from the Adams Electric 
Cooperative at Gettysburg. 

Nearly 400 Delaware farmers soon 
will get service from the Delaware 
Rural Electric Association at Green- 
wood, which recently was allotted 
$163,000 in loan funds by REA to 
build 128 miles of lines. After many 
years of power development in the 
state’s urban areas, rural Delaware, an 
important truck and poultry-raising 
area, is still less than 60 percent elec- 
trified. 

In Maryland, the Southern Mary- 
land Electric Cooperative at Waldorf 
is planning to add 3,000 rural consum- 
ers to the 5,000 it gained recently 
through acquisition of the properties 
of the Eastern Shore Public Service 
Co. 


Power Helping Rural Economy 

Northeast farmers, often handi- 
capped by uncertain seasons, poor soil 
and other factors, are meeting compe- 
tition from other sections of the coun- 
try more successfully because of rural 
power. In poultry-raising, for ex- 
ample, electric power is sometimes the 
deciding factor in enabling Northeast 
farm families to produce high-quality 
eggs and birds in large quantities for 
the metropolitan market. Changes in 
milk production and mark@ing, as well 
as changes in demand, are making the 
Northeast dairyman more and more 
dependent upon electrical equipment to 
continue in business. 


IT'S A TOUGH LIFE: These five men make up the sales committee of the Jensen 
Radio Manufacturinfg Co. and are charged with the responsibility of keeping the 
customers happy even though parts and manpower shortages throw a gloomy shadow 
on their own outlook. The Chicago firm makes acoustic equipment. Left to right 
are: Ralph T. Sullivan, eastern district sales manager; Charles A. Hansen, western 
district sales manager; Sherman K. Hughes, sales office manager; Harold S$. Hoffman, 
city salesman and Bayard H. Clark, advertising and sales promotion manager. 
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G-E Supply Exclusive 
Siqnature Distributor 


The widespread organization of the 
General Electric Supply Corp. with its 
15,000 dealers and 100 offices and ware- 
houses has become the exclusive dis- 
tributing outlet for the records of the 
Signature Recording Corp. 

Young, dark-haired Robert Thiele, 
president of Signature, and tall, Eisen- 
howerish L. G. Moore, Jr., manager of 
radio and electronic sales for G-E Sup- 
ply, made the announcement jointly at 
a lavish press luncheon February 21 
at the Hotel New Yorker, N. Y. 

Mr. Moore said at the meeting that 
because of the expected sales of Sig- 
nature records “General Electric radio 
dealers will sell many more radio com- 
binations than ever before . . . whole- 
sale distribution of records by our 
company is a natural, not only for us 
but for our retail dealers. We have 
elected to distribute Signature records 
because it is a young, aggressive com- 
pany with a high quality product and 
we know that it is the management's 
intent to create for themselves a posi- 
tion in the recording industry second to 
None.” 


Expect $15 Million Volume 


Mr. Thiele, 23 year-old founder of 
the record firm, spoke on the future 
and immediate plans for future ex- 
pansion of the artists department. An 
Esquire magazine jazz critic, Mr. 
Thiele stated that he expected the 
volume for his company’s first full year 
of output to total 15 million dollars. 
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SIGNATURES AND SMILES: When 
John L. Busey, president of the General 
Electric Supply Corp., signed the contract 
that made his firm exclusive distributor 
for records of the Signature Recording 
Corp., it was serious business—as witness 
the intent faces of Mr. Busey; Signa- 
ture's vice-president, George Jaycox; 
Robert Thiele, president of Signature; 
and L. G. Moore, G-E manager of radio 
and electronic sales. In the other photo- 
graph it's all over and Mr. Moore and 
Mr. Thiele pose with broad smiles. 


He formed the company in 1940, was 
forced to cease activity when he en- 
tered the armed forces, returned to 
secure financial backing and established 
the company again at 601 West 26th 
St. New York, with George Jaycox 
as vice-president in charge of produc- 
tion, and Ray Block musicai 
director. 


RMA to Carry Radio 
Problems to OPA 


The chaotic status of the radio indus- 
try will be the subject of a report 
which the Radio Manufacturers Asso- 
ciation will present to the OPA in 
the near future. The purpose of the 
report, as described by A. S. Wells, 
chairman of R.M.A.’s industrial pro- 
duction problems committee, will be 
to present to OPA and to the public 
a complete picture of the confused 
conditions which now exist in the 
industry. 

“We are not approaching the OPA 
in any combative spirit, not to make 
any dogmatic demands,” Mr. Wells 
maintained. “We are convinced that 
neither OPA, the public, nor the Con- 
gress—in fact, no one except the manu- 
facturers of parts and sets who are 
attempting to fill the pent-up demand 
for radios—realize the difficulties we 
are facing in the radio industry. We 
believe the plain, unvarnished truth 
of our experiences since V-J Day will 
be revealing.” 

Although no definite date has been 


requested as yet for an OPA hearing, - 


Mr. Wells stated that efforts soon will 
be made to present the industry’s 
case to Chester A. Bowles, OPA 
administrator, and his associates. 
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Novick Urges Government to Control 
Distribution of Radio Components 


Blames Unbalanced Stocks for Bottlenecks 


Unbalanced inventories were blamed 
as the cause for the rise of a black 
market in radio components, and the 
failure of the radio industry to achieve 
full scale production, by Samuel J. 
Novick, president of the Electronic 
Corp. of America, in recent open let- 
ters to John D. Small, Civilian Pro- 
duction Administrator, and to the Ra- 
dio Manufacturers Association. 

Said Mr. Novick’s letters, “Seri- 
ously unbalanced inventories resulting 
from a scramble to purchase compo- 
nents are encouraging development 
of a black market in components, 
monopolistic acquisitions of compo- 
nent manufacturing plants, and the 
unbalancing of production costs with 
the resulting pressure for price in- 
creases which might not otherwise be 
necessary.” 


Asks Government Help 


The radio industry, Mr. Novick 
said, would welcome the constructive 
assistance of the government in bal- 
ancing inventories and thus smashing 
the production bottleneck. He sug- 
gested to Mr. Small that he, “. . . find 
out from the component manufactur- 
ers the total amounts that have been 
made of various parts and where they 
have been shipped,” in order that 
suggestions for redistribution may be 
made and so that an inventory control 
could be instituted on parts in short 


supply to insure equitable distribu- - 


tion. 

“At the present time,” Mr. Novick 
declared, “the situation has become so 
bad that black market operators or 
brokers have entered the field. They 
are trying to buy the excess supplies 
owned by some manufacturers, or they 
say they know a certain manufacturer 
who has an excess of a scarce item 
and they volunteer to negotiate its 
purchase at a price.” To Mr. Novick, 
this represented a vicious situation, 
one depriving the consumer of radio 
sets and the radio worker of employ- 
ment. 


Must Have Production 


Because of the lack of safety or se- 
curity in the parts supply of many 
manufacturers, Mr. Novick urged fast 
action on both the CPA and the 
RMA. “Now, although we have lost 
much valuable time, it is urgent that 
steps be taken to defeat inflation and 
the black market. We must have pro- 
duction. People must have plenty of 
merchandise to buy at fair prices. 
Cumulatively from a standpoint of the 
nation’s economy, this problem is, in 
my opinion, quite as serious as that 
brought on by strikes and complete 
stoppages at certain very large units.” 

Describing civilian production today 
as a farce, Mr. Novick said that the 
radio industry must call upon the 
CPA to analyze the problem, set up 
necessary regulations, and take steps 
to channel components at reasonable 
prices. 


Free Trade Impossible 


“IT recognize that businessmen want 
to go back to the free market that 
existed before the war,” the letters con- 
tinued, “that they want freedom of 
action to buy all of the components 


they want, of the kind they want, with- 
out restriction. But the past several 
months have proved this isn’t possible. 


We must, therefore, have a procedure 
for properly distributing components 
until such time as there is an adequate 
supply. We owe it to the nation to 
work under such a plan, because the 
alternative is low production, unem- 
ployment, and further inflationary pres- 
sure.” 


Hotpoint Cabinets 
in Production 


Metal cabinet Sinks and kitchen 
cabinets are rolling off the assembly 
lines at the Edison General Electric 
(Hotpoint) Appliance Co., Chicago. 
The company’s reconversion program 
was completed late in January with 
pilot runs on cabinets. Other appli- 
ances, such as refrigerators, water 
heaters, and dishwashers, were al- 
ready in production. 


Summer Deliveries 


John Fellman, manager of kitchen 
sales, said that rapidly accelerating 
production would make possible “com- 
plete dealer stocks of cabinets and 
sinks across the nation by late spring, 
with deliveries to consumers possible 
by early summer,” predicting that only 
unforeseen production stoppages could 
interrupt the schedule. 

The first kitchen cabinet models 
come in seven widths for wall in- 
stallations, and six widths for base- 
cabinets with working surfaces. Mr. 
Fellman said that while cabinets are 
essentially for storage purposes, their 
appearance and adaptability to electric 
appliances were of first importance to 
housewives seeking modern kitchen 
work rooms. 


EYE-CATCHING CATCH-ALL: This 
solid Hotpoint utility cabinet extends 
24!/2 inches into the room, making it in- 
line with base-cabinets and appliances, 
and obviously has plenty of room. The 
doors are channel type and filled with 
insulation to make them firm and sound- 
less. This is one of the models that 
Hotpoint now has in production. 
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Light Exposition 
Speakers Announced 


Technical and merchandising as- 
pects of the lighting industry, together 
with predictions of future applications 
of lighting will be included among the 
many subjects to be presented at the 
International Lighting Exposition, 
April 25-30, at the Stevens Hotel, 
Chicago, Ill 

Exposition officials have announced a 
complete sell-out of exhibiting space 
and Rudolph W. Staud, program 
chairman for the Exposition, has an- 
nounced the complete program of sub- 
jects and speakers for the conference 
sessions. The conferences are sched- 
uled for the mornings of the last four 
days of the Exposition. 


Speakers Listed 


Among the speakers listed are the 
following: S. B. Williams, editor of 
Electrical World; Ward Harrison, di- 
rector if the engineering division, Gen- 
eral Electric Co.; Samuel G. Hibben, 
director of applied lighting, Westing- 
house Electric Corp. ; W. H. Robinson, 
Jr., manager of the advertising di- 
vision, G-E Lamp Department; 
Harris Reinhardt, manager of the 
commercial engineering department, 
Slyvania Electric Products, Inc.; 
S. C. Sachs, S. C. Sachs Co; 
I. L. Illing, assistant sales man- 
ager, Wisconsin Electric Power Co.; 
H. A. Stroud, sales promotion man- 
ager, Monongahela Power Co.; R. W. 
Butts, lighting director, Ohio Public 
Service Co.; A. A. Brainerd, illumi- 
nating engineer, Philadelphia Electric 
Co.; James J. Oberhausen, illuminat- 
ing engineer, Commonwealth Edison 
Co.; H. P. Steele, vice-president, 
Jenjamin Electric Mfg. Co.; W. P. 
Lowell, chief engineer, Sylvania Elec- 
tric Products, Inc.; Marshall N. 
Waterman, Electrical Testing Labor- 
atories, Inc.; and G. J. Jensen, assist- 
ant general lighting representative, 
Public Service Electric and Gas Co., 
Newark, N. J. 


G-E Leases Utica Factory 
for Table Radio Production 


A factory leased from the Utica In- 
dustrial Corp., Utica, N. Y., will be 
the scene of production of table model 
radios of General Electric’s Electronics 
Department, according to I. J. Kaar, 
manager of the receiver division. 

Operations are expected to start 
about the first of April. 

N. J. Curles, formerly of Bridge- 
port, Conn., will be manager of the new 
plant—known officially as the Utica 
Receiver Works. It has usable space 
of about 56,200 square feet. G-E will 
continue to make receivers in Bridge- 
port until completion of the new facili- 
ties at Electronics Park in Syracuse. 
Mr. Curles, the new Utica manager, 
has been engaged on special assign- 
ments for the receiver division since 
September, 1943, having charge of 
the design of the division’s building at 
Electronics Park. He has been an em- 
ployee of the company since 1928. 


Control Of Chicago 
Electric Bought 


E. L. Cord has purchased a control- 
ling interest in the Chicago Electric 
Mig. Co., it was disclosed by the Se- 
curities and Exchange Commission. E. 
S. Preston, president, and A. J. Petit, 
vice president, disposed of their entire 
holdings. 
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First Post-War Carrier Meeting 
Draws 300 Dealers and Distributors 


High Points are Home Freezers, Production Plans 


The first national dealer and dis- 
tributor meeting of the Carrier Corp. 
held since the beginning of the war at- 
tracted over 300 dealers and distrib- 
utors to the company’s plants at Syra- 
cuse, N. Y., on February 25 and 26. 

The visitors saw the new plant lay- 
out which is designed to greatly in- 
crease production capacity, viewed 
new models of room air conditioners, 
food freezers and other products, and 
heard plans for what was described as 
the greatest dealer sales volume in 
Carrier's history. 

Speakers at the meeting put empha- 
sis on the production facilities for a 
high output of packaged air condi- 
tioning and refrigerating merchandise. 
The actual transformation of large 
areas of plant space into humming 


production lines backed up company 
claims and excited keen interest among 
the plant-touring conventioners. 


Future Outlook Bright 


In the keynote address of the meet- 
ing, Arthur P. Shanklin, vice-presi- 
dent in charge of the dealer sales 
division, declared that the brightness 
of the future was dimmed only by the 
present material shortages. “We have 
greater productive capacity than ever 
before,” he said, “a fine manufactur- 
ing personnel, a wide-spread distribut- 
ing organization, and products second 
to none in the industry.” 

Outstanding attention getters among 
the new products displayed during 
the two-day meeting were the firm’s 
new home freezers. 


CARRIER BALL CARRIERS: Dealers and distributors who gathered at the Carrier 
Corp. plant in Syracuse, N. Y., February 25 and 26 for the first national dealer and 
distributor meeting since the war began posed earnestly for their pictures. Shown 
in the five-man group are: Floyd Piron, Edward Joy Co., Syracuse; Kerby Saunders, 
Thermodyne Corp.; John E. Bickel, assistant sales manager, New York district, 
Carrier Corp.; W. H. Webster, Allied Distributors Corp.; and C. M. Phelps, Peirce- 
Phelps, Inc. In the second picture the large group is comprised of the following 
men: F. J. Moran, C. E. Sundberg Co.; A. V. Bice, Ohio Appliances, Inc.; N. A. Col- 
lins, Smithville, N. Y.; Russell H. Gray, dealer sales manager in, Dallas for Carrier; 
Arthur P. Shanklin, vice-president of dealer sales, Carrier: J. A. Gazelle, manager 
of Carrier dealer sales in Chicago; James Bunn, Marshall Field; Benjamin Markus, 
General Utilities Distributors. Inc.; and R. E. McCarthy, A. A. Schneiderhahn, Inc., 


Des Moines, lowa. 
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RCA Auto Radio 
Gets New Plant 


The RCA Victor Division of the 
Radio Corp. of America has announced 
the leasing of the former Diamond 
Truck plant in southwest Chicago for 
the manufacture of automobile radios. 

Joseph B. Elliott, vice-president jn 
charge of the company’s home instry- 
ment department, said that the one- 
story factory would provide approxi- 
mately 160,000 square feet of floor 
space and is expected to be in opera- 
tion by June 1, giving employment to 
some 600 men and women. 

Auto radios for General Motors are 
now being manufactured by RCA Vic- 
tor at its Indianapolis plant. The trans- 
fer of this operation to the larger 
quarters in Chicago at 5lst and Men- 
ard St. and the installation of modern, 
straight-line assembly lines will pro- 
vide for a substantial increase in pro- 
ductive capacity, Mr. Elliott said. 

Removal of auto radio construction 
from Indianapolis is also expected to 
enable the company to expand its pro- 
duction of console model radio-phono- 
graph instruments there. 

Other RCA Victor plants are lo- 
cated in Bloomington and Monticello, 
Ind.; Camden and Harrison, N. J.; 
Lancaster, Pa.; and Hollywood. 


ASA to Set Up 
Lamp Standards 


With the aim of assuring inter- 
changeability of the various types of 
household and commercial lamps, the 
American Standards Association has 
organized a committee which is hold- 
ing its first meeting March 19 at New 
York’s Waldorf Astoria. 

Preston S. Millar, president of the 
Electrical Testing Laboratories, was 
appointed chairman and J. W. McNair, 
ASA, secretary. Members include 
representatives of user groups, lamp 
manufacturers, technical and trade 
associations, and departments of the 
Federal government. 

The committee will form standards 
of interchangeability for incandescent 
and gaseous conduction lamps and for 
the electrical characteristics of oper- 
ating auxiliaries and for the methods 
of testing such lamps and auxiliaries. 
It was tentatively agreed that the 
ground work of the committee would 
be carried out by three sub-committees, 
one for incandescent lamps, one for 
fluorescent and mercury vapor lamps, 
and one tor testing methods. 


Nester Asks Weight 
Labels on Pick-Ups 


Stephen Nester, president of the 
Duotone Co., Inc., recently appealed 
to all new manufacturers of phono- 
graphs and radio-phonograph combina- 
tions to place name plates on the pick- 
ups of their new products giving the 
weight of each in ounces. 

Mr. Nester declared that only by 
means of such weight labels could the 
record buying public know and ask for 
the needle best suited to their machines. 
He pointed out that phonograph own- 
ers should be as familiar with the 
weight of the pick-up arm as they are 
with the kind of current that the ma- 
chine requires, for needles are designed 
with the weight of the pick-up in mind 
as well as for their permanency and 
ability to reproduce “true” tones. 

The Duotone Co. announced in Feb- 
ruary that it would soon market a new 
ruby-tipped needle. 
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(Premier Service) 


You do the selling — Premier does the work—on any 

make of cleaner! Service can be a mighty important source 

of profit for you in 1946—and as long as the demand 

for new vacuum cleaners remains ahead of the supply. 
ol. 


* Through sevent conveni y located Factory Ser- 
vice Stations, Premier will rebuild your trade-ins for you, 
completely recondition your t s’ cl s, and 


provide you with factory-built parts for your own repair 
jobs or over-the-counter sales. x Get the whole story 
now on what this profit-producing program can do for 
you... from your nearest Premier Factory Service Station. 


PREMIER VACUUM CLEANER DIVISION 
GENERAL ELECTRIC 


1734 IVANHOE ROAD «+ CLEVELAND 10, OHIO 
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... 40 gasping seconds left . . . two sweat-drenched bodies pounding .. . 
weaving ... snorting . . . lashing out under the glaring lights! A vicious left 
to the body ... a right to the mouth draws blood .. . he’s on the ropes ...a 
left... aright... another . . . the crowd is on its feet! And there it goes—that 
one last crushing blow that’s good for the count and . . .““Ladies and Gentlemen 
—the Winner and still Champion of the World!” 


But you've seen a lot more than a million-dollar knockout . . . or the Champ 
in action. You've seen what made him a Champion long before he stepped into 
the ring to defend his title . . . grueling miles of roadwork . . . pounding the 
big bag for hours on end . . . round after round of sparring . . . anything and 
everything it takes to get ready to win! 


* * * 


THAT’S WHY PREMIER IS GETTING READY NOW (when a vacuum cleaner 
will practically sell itself!) for the time to come when cleaners will really 
have to be sold. And that’s why you, as a Premier dealer, will be ready, too! 
Premier is putting over the story of long-famous Premier quality to the 
most people as many times as possible and in every possible way—with 
153,468,081 messages this year—appearing month after month in leading 
national magazines—with dramatic de luxe displays, colorful neon-fluores- 
cent signs, demonstration films, broadsides, mailing pieces, folders, novel 
on-the-spot displays—anything and everything it takes to get ready. 


CHAMPIONS GET READY AHEAD OF TIME! 
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will find the new Norge Ro-ta-tor 
washer a best-seller, because it is designed to 
handle big family washings in less time, with less 
effort, and at less cost. 

The advanced styling, wealth of practical features 


and sturdy construction of the new Norge Ro-ta-tor 
mum owner satisfaction and max- 


Norge dealers 


assure maxi 
imum dealer profits. 


different models give dealers complete cov- 


vast washer market—a profit oppor- 
ch the amazing triple washing action 
tor. That's why we Say the 
uilt to be the greatest value 


Four 
erage of the 
tunity to mat 
of the Norge Ro-ta- 
Norge Ro-ta-tor is “b 

in its field.” 
A BORG-WAR NE 


Norge Division, Borg-Warner Corpo 
In Canada: Addison Industries, 


THE WASHER WITH 
MORE SAL 


Rolls with Equa 


r Damp Drying- 
th Rubber Steam-Seal. 


ol. 6, One-Piece, 
, Handy Cover Hanger. 


R INDUSTR Y 
ration, Detroit 26, Michigan 
Lrd., Toronto, Ontario 


Cushion lized Pressure. 
Selector fo 
4, Steel Cover wi 
Safety interlock Contr 
Tub. 

9. Feather-Weigh 
Tub Bottom. | 
Va-h.p. Motor. 
14. Simplified, 
Cord Holder. 

position Casters. 


Porcelain-Finish 
Rim Tub Design. 

10. Self-Draining 
12..Heavy -Duty. 
Motor Mountings. 
mission. 15. Handy 
Cap. 17 Easy-Rolling Com 


ABLE FEATURES 


2 Pressure 


3. Safety Release Bar. 
5. Double- 
Extra-Size, 
8. Roll- 
t Plastic Ro-ta-tor- 
1. Quick Drain Control. 
Rubber “Cradle” 
Oil-Sealed Trans- 
6. Ro-ta-tor Lock- 
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NEW POSITIONS 


F, L. Jacobs Co. 


The appointment of J. W. Stigall, 
formerly national service manager for 
the Launderall washer, to the position 


J. W. STIGALL 


of sales manager of the Launderall 
department was announced by Edward 
A. Ash, director of major appliances 
of the F. L. Jacobs Co., Detroit. Mr. 
Stigall succeeds Robert H. Roden. 


General Mills, Inc. 


J. A. Edwards has been appointed 
mid-western district manager for the 
new home appliance department of 


J. A. EDWARDS 


General Mills, Inc., it was announced 
recently by Roscoe E. Imhoff, depart- 
ment manager. Mr. Edwards has 
been a General Mills employee for 15 
years, the last eight of which he has 
been a supervising salesman at the 
Kansas City branch office. He was 
formerly associated with the Great 
Northern Aviation Co. 


Stromberg-Carlson Co. 


Two important promotions were 
made early in February by the Strom- 
berg-Carlson Co., Rochester, N. Y. 
New vice-president in charge of 
finance is Gordon G. Hoit and the 
new controller is J. Lester Gasser. 
Mr. Hoit first joined Stromberg-Carl- 
son in 1926, holding succesively the 
Positions of cost clerk, assistant man- 
ager and manager of the cost depart- 
ment, chief accountant, office manager, 
assistant treasurer, and _ controller. 
Mr. Gasser became an employee of 
the firm in 1929. 


Thermador Electric Mfg. Co. 


Frank A. Ballman has been named 
general sales manager of Thermador 
Electrical Manufacturing Co., Los 


F. A. BALLMAN 


Angeles, according to an announcement 
by William E. Cranston, Jr., general 
manager. Mr. Ballman was recently 
released from the AAF, where he held 
a major’s commission. 


Lightolier, Inc. 


Three new vice-presidents have been 
elected by the board of directors of 
Lightolier, Inc., according to M. D. 
Glitzer, president. They are Leon 
Richman, vice-president in charge of 
sales; Samuel Black, vice-president 
in charge of the lamp division; and 
Arthur Cohn, vice-president in charge 
of exports. 


Holland Rieger Corp. 


Back at Holland Rieger after their 
war service are direct factory sales 
representatives J. R. Renner, who will 
cover the California district for the 
Ohio company; Harold Williams—the 
mountain states; and John Galvin, 
central district including Chicago. 


Fowler Mfg. Co. 


Recently appointed sales manager 
for the Fowler Mfg. Co., water heater 


F. A. FOWLER 


firm in Portland, Oregon, is a former 
Seabee, Fred A. Fowler. Before en- 
tering the service in 1943 Mr. Fowler 
had worked for the company for four 
years. His father, Paul L. Fowler, is 
general manager. 
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Ansonia Electrical Co. 


William J. Weaver, until February 
5 vice-president in charge of operations 
of the Ansonia Electrical Co., has been 
elected president of the wholly-owned 
Noma Electric Corp. subsidiary. 

In making the announcement, Henri 
Sadacca, Noma president, said that 
Mr. Weaver had formerly been asso- 
ciated with the Bryant Electrical Co., 
a Westinghouse subsidiary, for 20 
years. 

Mr. Sadacca also announced the fol- 
lowing additional Ansonia appoint- 
ments: A. P. Lunt, vice-president; 
A. B. Anschutz, treasurer ; and Arthur 
L. Corbin, of the law firm of Gum- 
bart, Corbin, Watrous and Cooper, 
secretary. 

The Ansonia Electrical Co. makes 
power transmission wire, coaxial cable, 
thermoplastic insulating cable, and in- 
sulating wire. 


Florence Stove Co. 


Eugene Holland has resigned as 
president of the Florence Stove Co., 
Gardner, Mass., and R. L. Fowler, 
present chairman of the board, has 
been elected to succeed him. Mr. 
Fowler served as president from 1931 
to April, 1945, when he was elected 
board chairman. He will combine 
both positions. 


Farnsworth Television and 
Radio Corp. 


J. D. Schantz has been promoted to 
assistant manager of the research 
department of the Farnsworth Tele- 
vision and Radio Corp., according to 


J. D. SCHANTZ 


an announcement by B. R. Cummings, 
vice-president in charge of engineering. 
Mr. Schantz joined Farnsworth in 
1939 from the old Farnsworth Tele- 
vision, Inc. 


Ilg. Electric Ventilating Co. 


Two new additions to the sales staff 
of Ilg Electric Ventilating Co. have 
been announced by P. D. Briggs, vice- 
president in charge of sales. R. E. 
Pauling has been named manager of 
the Tulsa, Oklahoma office. Pauling 
has been traveling the Mid-West for 
the Illinois Malleable Iron Co. of 
Chicago. 

Marion A. Elliotte has been ap- 
pointed to the staff of the Detroit, 
Mich., office. Immediately preceding 
his Ilg appointment, he was employed 
in sales engineering and product 
development department of Marine 
Products Co. 


Crosley Corp. 


The promotion of O. E. Norberg 
to the position of manager of refrigera- 
tion and appliance engineering in the 
manufacturing division of the Crosley 
Corp. was announced recently by 
Lewis M. Clement, vice-president in 
charge of research and engineering. 
Mr. Norberg has been with Crosley 
for five years, and prior to his recent 
promotion was chief refrigeration 
engineer. 


O. E, NORBERG 


F. W. Schotters, vice-president in 
charge of production, has announced 
the appointment of H. W. Deuker as 


H. W. DEUKER 


works manager of the Cincinnati 
plants. Mr. Deuker joined Crosley 
in 1941 as chief inspector, rising to 
the position of director of quality. He 
was formerly employed by Frigidaire, 
Borg-Warner, Brunswick-Balke Col- 
lender, Seegar Sunbeam, and the Chi- 
cago Vitreous Enamel Co. 


Curtis Lighting, Inc. 


After more than three years in the 
Navy Paul D. Cornelisen has returned 
to Curtis Lighting, Inc., as general 
sales manager, reporting directly to 

T. Morrow, vice-president in 
charge of sales. He became affiliated 
with Curtis in 1921, becoming Indian- 
apolis sales representative in 1923, and 
Chicago sales manager in 1927. 


Alliance Manufacturing Co. 


The appointments of two field engi- 
neers have been announced by the 
Alliance Manufacturing Co., Qhio. 
Porter Turner has been assigned the 
New York and Philadelphia territory 
while Harold A. Chamberlin will 
cover New England. Prior to his 
two years of recent service with the 
Merchant Marine Mr. Turner amassed 
a total of eight years as a sales engi- 
neer for the firm. Mr. Chamberlain 
was also a sales engineer. 
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NEW POSITIONS 


Philco Corp. 


Raymond B. George has returned 
to the Philco Corp., after four years 
of Army life, as sales manager of the 
accessory division, it was announced 


R. B. GEORGE 


recently by Thomas A. Kennally, vice- 
president in charge of sales. Mr. 
George served as manager of tube 
sales and, later, as manager of all 
accessory sales for the N. Y. branch 
of Philco Distributors, Inc., from 1936 
until he entered the Army. 


Camfield Manufacturing Co. 


Edward L. Taylor has been elected 
to a partnership in the Camfield Manu- 


L. TAYLOR 


facturing Co., Grand Haven, Mich., of 
which he is general sales manager, it 
was recently disclosed by Russell W. 
Camfield, president. 


Westinghouse Electric Corp. 


L. E. Osborne, who joined Westing- 
house Electric Corp. at the age of 16 
as a clerk in the East Pittsburgh 
works, recently was named _ senior 
operating vice-president by Gwilym 
A. Price, president. Mr. Osborne first 
started work with Westinghouse in 
1910 as a tool keeper. Within half a 
year he was promoted to a salaried 
bookkeeping job. Later he transferred 
to operate milling machines and lathes 
and became night foreman of the tool 
room. 

Twenty years after joining the 
company Mr. Osborne became super- 
intendent of the metal stamping de- 
partment in East Pittsburgh. Within 
two years more he was works man- 
ager of the meter division, then pro- 
gressed to works manager in Spring- 
field, and to manager of manufacturing 
engineering for the entire appliance 
division. 


Landers, Frary and Clark 


The newly established dishwasher 
division of Landers, Frary and Clark 
has Stanley G. Fisher for its sales 
manager. B. C. Neece, vice-president 
and general sales manager, said that 
Mr. Fisher was formerly connected 
with Westinghouse Electric Corp., first 
in the advertising department and later 
manager of dishwasher sales and finally 
sales development manager of the 
laundry equipment department. Dur- 
ing the war he rose to the rank of Lt. 
Commander in the Navy. 


Salesmen Named 


Three new sales representatives have 
been announced by the company as 
F. P. Hogan, Ralph F. Moore and 
John A. Andrews. Mr. Hogan will 
handle major appliances. in the north- 
west territory where he formerly 
worked for the Northwest Public 
Service Co. 

Mr. Moore will have charge of heat- 
ing appliances and housewares in the 
Virginias and Carolinas. He was em- 
ployed by the Goodyear Tire and Rub- 
ber Co. before his recent service in the 
Army. Mr. Andrews will deal in major 
appliances in Missouri and Kansas. He 
joined the firm in 1939 after working 
for a Texas appliance dealer and prior 
to service in the Navy. 


Landers, Frary & Clark Appointments 


S. G. FISHER 
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F. P. HOGAN 


R. F. MOORE 


Electronic Corp. of America 


The Electronic Corp. of America 
has announced the appointment of 
Garrard Mountjoy as vice-president in 
charge of engineering. He has been 
director of radio research and devel- 
opment and director of the New York 
laboratories of Lear, Inc.; head of the 
license consulting section of the RCA 
License Laboratories; and chief engi- 
neer of the Sparks Withington Co. 

The appointment of Robert Gilbert 
as sales executive in charge of the 


GARRARD MONTJOY 


northwest area has been announced for 
the Electronic Corp. of America by 
Jack Geartner, sales manager. Mr. 
Gilbert will maintain principal offices 
in Portland, Oregon, at 3524 N.E. 44th 
St. and will cover “Washington and 
Oregon to contact dealers in the pro- 
motion of ECA radios and Typatunes. 
He was formerly sales and merchan- 
dising executive for Michael’s Broth- 
ers Dept. Store in Brooklyn, N. Y., 


4 


ROBERT GILBERT 


and served for two and one-half years 
with a large furniture house in the 
Northwest. 


Blackstone Corp. 


Marshall A. Larson has returned 
from the Army to the Blackstone Corp., 
Jamestown, N. Y., as manager of 
order service, according to a recent 
statement by John M. Wicht, vice- 
president and general manager. 

E. B. Lawson, the firm’s former ad- 
vertising manager, has returned after 
34 years of Naval service. His new 
duties have not been announced but his 
old position of advertising manager 
will be filled by James E. Peters who 
recently held a comparable position in 
the International General Electric Co. 
Mr. Peters will plan all national trade 
and consumer advertising and sales 
promotion materials. 
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Graybar Electric Co. 


The recent return of Major Ernest 
R. Meserve as eastern divisional mer- 
chandising manager for the Graybar 
Electric Co., Inc., has been announced 
by W. J. Drury, eastern district man- 
ager. Mr. Meserve will supervise the 
distribution and sale of radios and 
electrical appliances throughout north- 
ern New Jersey, Connecticut and New 
York with the exception of the Buffalo 
and Rochester territory. He has been 
engaged in the electrical business for 


E. R. MESERVE 


some 23 years, having started as an 
outside salesman for the Brooklyn Edi- 
son Co. In 1925 he joined the John 
Wanamaker store in New York as 
assistant buyer of appliances, serving 
as buyer from 1926 to 1936. In 1937 
he joined Manning Bowman as dis- 
trict sales manager. He joined Gray- 
bar in 1941 and in 1943 was commis- 
sioned a captain in the Army of the 


F. W. Sickles Co. 


F. W. Sickles Co., radio parts 
manufacturer of Chicopee, Mass., has 
announced the promotion of Roy F. 
Sickles to the post of vice-president 
and director. He has been associated 
with the firm for 25 years. 


Noblitt-Sparks Industries 


The promotion of E. A. Farr, chief 
engineer of the electric appliance divi- 
sion, to works manager in charge of 
the Arvin electrical appliance division, 


E. A. FARR 


was announced recently by president 
Glenn W. Thompson of Noblitt-Sparks 
Industries, Columbus, Indiana. Mr. 
Farr will have complete charge of 
design, development and production 0! 
appliances. He joined Manning-Bow- 
man in 1910 and became works mat- 
ager for that company in 1917. In 
1943 he joined Noblitt-Sparks. 
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NEW POSITIONS 


Garod Radio Corp. 


Emanuel Weintraub has rejoined the 
Garod Radio Corp., Brooklyn, N. Y., 
as purchasing agent, heading all pro- 
curement activities for the firm’s prod- 


Electromaster, Inc. 


New manager, of utility sales for 
Electromaster, Inc., Detroit, Mich., 
is Major J. A. Bell, former assistant 
to the vice-president in charge of sales 


EMANUEL WEINTRAUB 


ucts. Prior to 30 months of Naval 
service, Mr. Weintraub had been asso- 
ciated with the sales organization for 
five years as director of material pro- 
curement and production planning. 


Pacific Gas and Electric Co. 


Lt. Col. Art Miller, who has been 
serving as officer in charge of procure- 
ment for the 9th Service Command 
in San Francisco, has returned to his 
civilian duties as merchandise manager 
for both gas and electric appliances 
for the Pacific Gas and Electric Co. 


Premier Vacuum Cleaner Division, 
General Electric Co. 


H. L. Andrews, vice-president of the 
appliance and merchandise department 
of the General Electric Co., has an- 
nounced the appointment of J. B. 
Buckley as manager of the Premier 
Vacuum Cleaner Division in Cleveland. 
Mr. Buckley succeeds Ralph B. Wil- 


J, B. BUCKLEY 


son, recently appointed manager of 
manufacturing and engineering of 
G-E’s electric vacuum cleaner division. 
Mr. Buckley became associated with 
the company in 1925 and by 1931 was 
comptroller. Since 1941, in addition 
to his other duties, he has also directed 
the operation of the Premier service 
department. 


J. A. BELL 


and one time district manager for 
Missouri, Indiana and Iowa. Gerald 
Hulett, Electromaster vice-president, 
said that two-war veteran Bell will be 
responsible for the company’s national 
sales to direct utility customers. 


Mullins Manufacturing Corp. 


Managers have been assigned to 14 
of the 15 national regions set up by 
the Youngstown kitchen division of the 


H. A. ARMBRIGHT 


Mullins Manufacturing Corp., it was 
announced recently by Charles A. 
Morrow, vice-president in charge of 
sales. The representatives are as 
follows: George Duge, Cleveland; C. 
W. Hipple, Chicago; R. S. Mathison, 
Redwood City, Calif.; M. L. Ondo, 
Washington, D. C.; J. W. Purvis, De- 
troit; L. F. Sembach, Kansas City; 
D. F. Ruchs, Birmingham; D. E. 
Parks, Mt. Morris, N. Y.; F. T. Mc 
Donald, Phoenix; H. E. Counselman, 
Milwaukee; R. W. Hogue, Louisville; 
A. L. Reeves, Boston; Morris D. Dur- 
ham, Dallas; and James C. King, 
Atlanta. 

Harry A. Armbright has been ap- 
pointed manager of sales training for 
Youngstown kitchens and will direct 
distributor-dealer sales training in the 
field. For the past seven years Mr. 
Armbright has been in the kitchen 
business and formerly was a division 
sales manager for Pierce-Phelps, Phil- 
adelphia distributors. 


ELECTRICAL MERCHANDISING—MARCH 15, 1946 


Easy Washing Machine Corp. 


Five recent appointments of district 
managers in the central and eastern 
sales divisions of the Easy Washing 
Machine Corp., Syracuse, N. Y., were 
announced in late February by W. 
Homer Reeve, vice-president in charge 
of sales. 

Capt. Robert A. Hichborn has been 
named district manager in Maine. 
Prior to Army service he was a sales 
representative for the Central Maine 
Power Corp. 

E. F. Steinhoff, veteran of 15 years 
as company sales representative, has 
been made district manager in Indian- 
apolis and Terre Haute. 

Capt. Warren P. Gotwalt has been 
released from the Army and reassigned 
to his former area of southwest 
Pennsylvania. 

John A. Dowd, former New Eng- 
land Power sales representative in 
Massachusetts and more recently a 
Marine, has been made district man- 
ager in New York City. 

Paul A. Conway, employed by Easy 
for the past four years in production 
and service, has been assigned to 
central and northern New York. 


Alfred Auerbach Associates 


Development of sales literature and 
dealer helps for the clients of Alfred 
Auerbach Associates, New York, will 
be undertaken by Albert M. Leach, 
recent addition to the merchandising 
staff. Mr. Leach, recently released 
from the Navy, will also handle retail 
merchandising and promotional analy- 
ses. Mr. Leach spent five years on the 
staff of Retailing Home Furnishings. 


General Electric Supply Corp. 


S. S. Brundige, manager of the 
Portland, Oregon, office of the G-E 
Supply Corp. recently announced the 
appointment of E. J. Parsons as man- 
ager of the appliance sales division. 
S. H. Goodman has been named 
manager of the supply sales division 
and M. T. Wall is new radio sales 
manager. 


International General Electric Co. 


Kenneth K. Boynton has been elected 
vice-president of International General 
Electric Co., Inc., W. R. Herod, presi- 
dent, announced recently. Mr. Boyn- 
ton, a G-E employee since 1919, will 
go to Europe and will be the senior 
representative for all the firm’s busi- 
ness there. Prior to his most recent 
appointment he was president and 
chairman of the board of General Elec- 
tric-South America of Mexico. 


Sylvania Electric Products, Inc. 


Recent Sylvania Electric Products 
executive appointments named R. P. 
Almy as assistant general sales man- 
ager of the radio division with Harold 
H. Rainier to succeed him as manager 
of distributor sales, radio division. 
Mr. Almy, a Sylvania employee since 
1928, will have headquarters in Em- 
porium, Pa. Mr. Rainier, who joined 
the firm in 1940 as a district manager, 

Harold P. Gilpin has been appointed 
assistant general sales manager of the 
will operate from Chicago. 


R. P. ALMY 


radio division in New York City. A 
former. manager of equipment tube 
sales, Mr. Gilpin has been with the 
firm since 1932. 

New chief engineer of the radio 
tube division is Walter R. Jones, vet- 
eran of 17 years with the firm. He 
was formerly general engineering 
manager for radio tubes and manager 
of the commercial engineering depart- 
ment. 

D. W. Gunn has been transferred 


H. H. RAINIER 


from the New York office and will 
make his headquarters in Cleveland 
for the radio tube division covering 
the states of Michigan, Ohio and 
Indiana. 


Named in Sylvania Changes 


H. P. GILPIN 


W. R. JONES 


D. W. GUNN 
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AMERICAN Dishwasher 


American Central Mfg. Corp., 
Connersville, Ind. 


Device: American dishwasher 

Selling Features: Completely automa- 
tic with a capacity of 60 pieces of 
china, glassware and silver; deter- 
gent is placed in container which 
automatically discharges powder at 
proper time in washing cycle; dish- 
washer is installed in 48-in. cabinet 
sinks similar in design and appear- 
ance to company’s 48-in. sink and 
laundry tray—dishwasher is located 
on left side; automatic operating 
cycle performed by electric control 
consists of (1) preliminary spray— 
30 secs.; (2) washing cycle—5 min. ; 
(3) first rinse—1 min.; (4) second 
rinse—l min.; and (5) drying cycle 
—15 min.; 3 gals. hot water are used 
in washing and rinsing cycles—1 to 
14 gals. are used for preliminary 
spray. 


Other features include cover de- 
signed as a drainboard for the sink 
bowl when dishwasher is in use; 
top spray is used despite the fact 
that unit is top opening; plastic im- 
pellor provides high-speed water 
action which circulates the wash and 
rinse water at rate of 50 gal. per 
min.; self-cleaning screen around 
impellor prevents food particles from 
being recirculated during washing 
operation ; motor, water inlet, drain 
valve and detergent dispenser are 
operated by automatic electric con- 
trol; newly designed electrically 
controlled water inlet valve auto- 
matically measures 1 gal. water. 

Merchandising, March 15, 

46 


Selling Features: 


THERMADOR Range 


Thermador Electrical Mfg. Co., 5119 
District Blvd., Los Angeles, Calif. 


Device: Thermador range with built 


in kitchen heat fan that warms in 
winter, cools in summer. 


Oversized 18 in. 
oven; greater working space—44 in. 
wide equipped with new type heating 
elements which heat quicker, hold 
their heat longer; easily removed, 
simple to clean; Other features in- 
clude a timer clock; deep’ well 
cooker; oven light; non-tilt oven 
racks; forget-me-not pilot light; 
modern, easy to clean design. 


Electrical Merchandising, March 15, 
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MIRACLE Mixer 


Miracle Electric Co., 36 S. State St., 
Chicago, Ill. 


Device: Miracle food mixer. 
Selling Features: Beats, mashes, 


mixes, stirs, whips, extracts juices; 
only shelf-high, handy to store in 
cabinet or deep drawer; positive 
mixing—double beating action of 
new, stainless steel beaters makes 
mixing positive; 12-speeds with full 
power on all speeds, governor con- 
trol; built-in power unit permits 
attachments to be instantly and eas- 
ily connected; power-driven turn- 
table rotates bowl, disengages at 
will; a.c-d.c. 110-120 volts; arm 
swings to any position for mixing 
drinks and other uses, and also ele- 
vates for positioning bowl, for drip- 
ping batter, etc; white glass bowl 
with non-spill-over rim holds 3 qts. 


Electrical Merchandising, March 15, 
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WHITING Home Freezer 


Home Freezer Div., Whiting Corp., 
1561 First National Bank Bldg., Clark & 
Monroe St#., Chicago, Iil. 


Device: Whiting Deluxe “Service 
free” Kitchen model home freezer. 

Selling Features: Square, lift-top, sin- 
gle unit; uses only 14 oz. Freon 12; 
4% cu. ft. capacity, holds approxi- 
mately 175 Ibs. food; 36 in. high, 27 
in. wide, 32 in. long; weighs 275 
Ibs. ; white duco enamel finish; 4 in. 
Fiberglas; temperature zero degs. 
F.; 1/6 hp. 60 cycle motor, 110 
volts, a.c. 


Electrical Merchandising, March 15, 
1946. 


SUNBEAM Waffle Maker 


Chicago Flexible Shaft Co., 5600 W. 
Roosevelt Rd., Chicago, Ill. 


Device: Automatic waffle baker. 


Selling Features: Makes 4 good sized 
square waffles at a time; centrally 
located thermostat is mounted in a 
downward extending boss, an integ- 
ral part of the aluminum grid, which 
makes it a good heat conductor, re- 
sponding quickly to grid tempera- 
ture, preventing burning or under- 
baking; overflow rim prevents bat- 
ter running over sides; 1200 watt 
Nichrome unit designed to give 
even distribution of heat over en- 
tire 80 sq. in. of both grids; makes 
light, dark or medium waffles; sig- 
nal light tells when to put in batter 
and when waffle is done; chrome- 
plate finish with black handles, con- 
trol knob and feet. 

Electrical Merchandising, March 15, 
1946. 
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Selling Features: 


NEW PRODUCTS 


YOUNGSTOWN Cabinet 
Mullins Mtg. Co., Warren, O. 


Device: “Rolling Door” cabinet de- 


signed to fit under regular wall cab- 
inet. 


storage space for small items with- 
out interfering with normal use of 
counter below; has 2 shelves which 
provide adequate storage space for 
small articles such as spices, salt 
and pepper etc.; white enameled 
steel, door of burnished steel strips 
which slide up and back out of sight 
like a roll-top desk—door stays open 
or closed without catches; cabinet is 
18 or 24 in. wide. 


Elec. Merchandising, March 15, 1946. 


AUTOMATIC Washer 
Automatic Washer Co., Newton, lowa 


Model: No 453 Automatic Duo-Disc 


washer. 


Selling Features: Invertible Duo-Disc 


agitator gives 2 washing methods— 
submerged agitation for ordinary 
tubfuls; and surface agitation for 
blankets, quilts and other heavy 
pieces; 8 lbs. capacity white porce- 
lain tub; “Chamberlain” wringer 
operated by silent steel gears; soft 
balloon rolls; quick-acting double 
bar release; adjustable pressure; 2 


of 


h.p. motor operates washer and 
wringer together; “Stokes” patented 
ball-bearing transmission, completely 
sealed, operates on pivot ball-bear- 
ings—‘“never out of mesh.” 


Elec. Merchandising, March 15, 1946. 
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Many appliance dealers 
concentrate on the 
H.C. Little Standard 
Register Floor Furnace 
This factory assembled 
unit is compact and 
ideal for a homes. 
Ic needs no ducts, no 
sheet metal, no base- 
ment space. It is readily 
merchandised and in 
great public demand 


This Winter 
Air Conditioning Furtace 
has a blower and filters, 
provides real home comfort, 
even under severe condi- 
tions. Size A. 84,000 BTU, 
Size B. 125,000 BTU. 


You cAN MEET 
ANY HOME HEATING NEED 


With Vaporizing 
Oil Burning Equipment 


If you plan to add heating equipment to your 
present lines, consider this fact: As an H.C. Little 
dealer you will be able to meet any home heating 
need your customers may have. Here are some of 
the most popular units you can offer: — 


Aquatherm 
Water Heeters are 


Seconomical, trouble 
fe: and unusually 
ient. Complete- 
with 
pilot light, no hi- 
low fire. Two sizes 
#90 (illustrated) and 
(nor shown). 


> The Utility Room Furnace 
is ideal for modern base- 
mentless homes. Compact, 
fits neatly in small utility 
room.-or closet; highly 
efficient; blower, filters, 
and humidifier included. 
84,000 BTU output. 


The H.C. Little Burner—sthe 
only vaporizing oil burner with 
electric ignition available in a 
complete line —is the heart 
of every H. C. Little unit 
and the prime reason for 
their outstanding perform- 
and success. 


The New 1-69 Circulating Heater (not illustrated) 
will soon be available. Ideal for small homes, mountain 
cabins, or as an auxiliary unit in hard-to-heat rooms. 


The Greatest Name in Low-Cost 


50,000 BTU output. 


=. 


WRITE FOR A COPY bad Dept. 1M 
of “How to Get Real KE. Ce We San Rafael, Calif. 
Profits in Postwar 
Heating” and get the ° Factory 
BURNER CO. in Principal Cities. 
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Automatic Oil Heat for Small Homes. 


SUNBEAM Toaster 


Chicago Flexible Shaft Co., 5600 W. 
Roosevelt Rd., Chicago, Ill. 


Device: Sunbeam automatic 2-slice 
toaster. 


Selling Features: Double thermostatic 
control makes every slice of toast 
come out alike—no pre-heating nec- 
essary; 3 matched heating elements 
also gives uniform over-all toasting ; 
guide wires leave no marks on toast; 
shock absorber prevents toast from 
popping up too rapidly; may also 
be set to “keep warm” inside toaster 
til wanted; signal light tells when 
toaster is “on” and when toast is 
done; snap down crumb tray for 
easy cleaning. 

Electrical Merchandising, March 15, 
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MATMATIC Iron 


MatMatic Home Appliance Corp., Div. 
of Matam Corp., Long Island City, 
N. Y. Du Boff & Co., National Direct 
Factory Sales Representatives, 206 
Lexington Ave., New York, N. Y. 


Device: Lightweight automatic iron. 

Selling Features: Weighs only 2 Ibs. ; 
“free wheeling” fingertip tempera- 
ture control; comfortable, scientifi- 
cally designed plastic “telephone 
grip” handle; super-sealed micro- 
sensitive thermostat; featherweight 
aluminum soleplate with cast-in 
sealed nichrome wire unit; 115 
volts, 1000 watts, ac.; chrome- 
plated steel shield. 

Electrical Merchandising, March 15, 
1946. 


VOLCANO Cooker 
Hilco Engineering Co., 429 W. Superior 
St., Chicago, 
Device: Hilco “Volcano” cooker. 
Selling Features: Boils, toasts, cooks ; 
by raising or lowering grill, delivers 


3 degrees of heat intensity—1st pog. 
tion delivers maximum heat; midd) 
position, medium heat and third posi. 
tion, gentle, even heat; grill of fas. 
heating alloy metal, 44 in. diam, 
heavy-duty concentrated heating yni: 
can be used on a.c. or dic. 110-1]; 
volts, 550 amps.; reinforced solid 
polished steel base ; tripod stand with 
non-slip, non-scratch feet. ; weigh 
only 2% Ibs. 

Electrical Merchandising, March 15, 
1946 
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HANDYHOT Portable Washer 


Chicago Electric Mfg. Co., 
6333 W. 65th St., Chicago, Ill. 


Device: Handyhot portable washer 
and Little Magic wringer. 

Selling Features: Tub has 2-lbs ca- 
pacity, yet is only 13 in. in diam. 
and 10 in. high; smooth, 3-blade 
agitator ; air-cooled motor especially 
designed by the manufacturer; per- 
manently lubricated gears completely 
enclosed in removable top; tub can 
be easily filled at sink or placed on 
stove for heating or sterilizing. 
Little Magic portable wringer, 4 
companion item, is a full 8-in. solid 
rubber wringer, attaches easily to 
side of tub; heavy white bonder- 
ized steel frame with roller pressure 
thumb screw adjustment—may be 
used on Handyhot washer or at- 
tached to separate tub if desired. 


Electrical Merchandising, March 15, 
1946. 


GUTH Diffusor 


The Edwin F. Guth Co., 2615 Washington 
Ave., St. Louis, Mo. 


Device: PFC-100 “4-foot” white plas- 
tic fluorescent diffusor. 

Selling Features: Easily snaps on oF 
off 40-watt (T12) fluorescent lamp, 
reducing brightness 30% ; grips lamp 
along its entire length to afford easy 
cleaning and relamping; snug-Ht 
helps shield lamps and confine heat. 

Electrical Merchandising, March 
1946. 
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FILTER 


The Lox-in glass filter, another Silex innovation, carries an unconditional 


lifetime guarantee against breakage..and we will replace it with a 


isher ONLY 


new one entirely free of charge under the terms of the guarantee 
printed on each individual package....The Lox-in glass filter is a 


vasher 


sensational development.. it is one more example of Silex leader- 


bs Ca- 


shade ship in the coffee maker industry... for here at last is a glass filter 
pa which answers every need, with features that are unequalled. 
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1. The first glass filter that locks in...can‘’t bob up, 
wobble or fall out. 


2. Makes clearer coffee than other clothless filters 
..as proven by scientific tests. 


3. Tops for convenience ..easy to use..washes 
instantly. 


4. Not alone fits Silex perfectly. . but most 


This striking three-color eye-impelling, self- other glass coffee makers as well. 


dispensing counter display supplied complete 
packed with 36 individually boxed Silex Lox-in 
Glass Filters, also supplied in package of 24 


shingtos with dispenser display on request. 
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1e heat. TRADEMARK REGISTERED V. 6. PAT. OFF. ‘THE FINEST APPLIANCES IN THE WORLD. 


HARTFORD 2, CONN. - ST. JOHNS, P.Q., CANADA 
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"Next time 
| won’t show him the picture 


until last!” 


This Fairbanks-Morse District Representative 
watches another of his Distributors take a look 
at the picture of the new 1946 Fairbanks-Morse 
Stoker and immediately rush out the door to tell 


his dealers. 


Fairbanks, Morse & Co. 
Fairbanks-Morse Bldg. 
Chicago 5, Illinois 


FAIRBANKS-MORSE 


A name worth remembering 


DIESEL LOCOMOTIVES + DIESEL ENGINES - MAGNETOS - GENERATORS - MOTORS + PUMPS 
SCALES - STOKERS ~- RAILROAD MOTOR CARS and STANDPIPES - FARM EQUIPMENT 
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AUTHOTONE Door Chime 


Auth Electrical Specialty Co., 422 E. 53rd 
St., New York City 


Device: Authotone “Suburban” door 
chime. 

Selling Features: Combination door 
knocker and door chime; solid 
brass door knocker mounted on front 
door sounds one tone when knocker 
is raised—a second tone follows 
when knocker is released; small 
chime box mounts on inside of door ; 
mounting is easy and quick—re- 
quires only a hand drill and screw 
driver ; ivory chime box. 

Electrical Merchandising, March 15, 
1946 
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ROTO-BEAM Fans 


Climax Engineering Corp., Clinton, lowa 


Models: Commercial and _ pedestal 
model fans. 

Selling Features: Commercial models 

have blades 24 in. in diam. ; 2-speeds: 
high 1725 and low 1140; air move- 
ment, high, 18,500 cfm., low, 8600 
cim.; 110 volts, 60 cycles, a.c. over- 
all high 58 in., 30 in. wide, 18 in. 
deep. 
High pedestal models in 20 and 24 in. 
blade sizes; 20 in. speeds, 1725 high, 
1100 low; air movement 9600 cfm. 
high, 7000 cfm low. 24 in. models, 
speeds 1700 high, 1140 low; air 
movements, 18,500 cfm; high, 8,600 
cim. low. 

Electrical Merchandising, March 15, 
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RUSTIC CRAFTS Fireplace 
Logs 


The Rustic Crafts Co., Inc., 389 E. 165th 
St., New York, N. Y. 


+ Models: Electric Firelogs No 170, 103, 
145, 810A and 600. 

Selling Features: No. 170 of fine- 
grained birchwood, charred and 
built over a glowing ash base, has 
a fully developed fire with parchment 
screen lighting effects ; equipped with 
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2 lights and switch; 22 in. wide, 10 
in. deep, 11 in. high. 

No. 103 lighting effects range from 
ash formations on lower front to 
reflected flame through top rear; 
screen lighting effects; wiring for 
two lights and hand switch; 21 in, 
wide, 12 in. deep, 144 in. high. 
No. 145, white birchwood log fea- 
turing heavy charring on large center 
log, screen lighting by Ashcraft 


process; wired for 2 lights; 22 in. 
wide, 12 in. deep, 12 in. high. 

No. 810A has heavy 6 in. base logs 
collapsed into a sunken, heat pro- 
ducing type of fire; fine metal screen 
ash effects complement base logs; 
wired for 2 lights; 23 in. wide, 14 
deep,124 high. 

No. 600 available in oak or birch 
has realistic glowing fire effects; 
equipped with permanent color 
bulbs ; 23 in. wide, 12 in. deep, 11 in. 
high. 


Electrical Merchandising, March 15, 
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SUN-KRAFT Ultraviolet Lamp 


Sun-Kraft Inc., 215 W. Superior St., 
Chicago, 


Device: Sun-Kraft ultra violet ray 


lamp with automatic time-switch 
control. 


Selling Features: Time-switch control 


enables operator to use lamp con- 
tinuously by turning timer knob to 
extreme right, and for automatic 
timing by setting switch-knob to 
desired minutes marked on control, 
and time of exposure will be con- 
trolled automatically. 


Uses burn-out-proof quartz tube 
which is guaranteed for 5-years not 
to fog, develop black spots or 
weaken in ultraviolet ray intensity; 
gives 95%, pure Ultraviolet radia- 
tion according to the manufac- 
turers; compact and flexible; 
easily removable reflector can be 
used as a hand applicator for treat- 
ing any part of the body; low cur- 
rent consumption—less than 50 
watts; a.c.-dc., 110 volts. Model 
A-1 table model, complete with 
carrying case, goggles, and auto- 
matic timer. Also available with 
telescopic floor stand. 


Electrical Merchandising, March 15, 
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NEW RADIO PRODUCTS 


GAROD Combinations 


Garod Radio Corp., 70 Washington St., 
Brooklyn, N .Y. 


Models: 7AP1 table radio-phono and 
5CPS2 chairside combination. 
Selling Features: 7AP1 table model 
houses a superhet receiver, and an 
automatic 2-post record changer for 
12-10 in. or 10-12 in. discs; matched 
grain walnut veneers in 2-tones with 
contrasting lid which can be closed 
while phono is in use; push-pull 
audio system, concert tone speaker. 
5CPS2 chairside combination houses 


a new superhet circuit adding color- 
ful range, tone, volume and selec- 
tivity with a powerful 8 in. audi- 
torium speaker; automatic record 
changer handles 12-10 in. or 10-12 
in. discs; record storage compart- 
ment built in side; walnut cabinet. 


Electrical Merchandising, March 15, 
1946. 


HALLICRAFTER Communica- 
tions Receiver 


Hallicratters Co., 2611 Indiana Ave., 
Chicago, Ill. 


Model: S-40 communications receiver 
Selling Features: Contains all essen- 
tial controls for communications 
work; normal positions for standard 
broadcast reception are marked in 
ted, and when controls are in those 
Positions only standard broadcasts 
can be heard; markings for other 
types of reception are in light gray; 
4-band reception covers ranges from 
550 k.c. to 44 mc. ; 9-tubes with recti- 
fier; new external “S” meter avail- 


able as an accessory can be connected 
through a special socket on rear of 
receiver chassis; Cadmium-plated 
chassis may be removed as unit 
with panel without disconnecting 
any controls; entire top section of 
cabinet is of “airodized” steel which 
allows a maximum of ventilation, 
swings open on a piano hinge; satin 
gray finished steel cabinet chrome 
trim; light translucent green dials 
light gray and red lettering. 
Electrical Merchandising, March 15, 


CROSLEY Radio 
The Crosley Corp., Cincinnati, O. 


Device: Crosley Farm Battery table 
radio No. 56 FB 


Selling 2-band reception, 
broadcast and overseas; continuous 
tone control; 6 in. permanent mag- 
net speaker; 500 hrs. standard 1% 
volt-90 volts battery pack. Battery 
pack housed in cabinet. Can be used 
with 1000 hr. external battery pack ; 
large Crosley “full- -view” dial; auto- 
matic sensitivity control ; modern- 
istic walnut cabinet,11 in. high, 17% 
in. wide, 10 in. deep. 


Electrical Merchandising, March 15, 
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HOFFMAN Radios 


Hoffman Radio Corp., 3430 S. Hill St., 
Los Angeles, Calif. 

Models: 5 table and 2 console models. 

Selling Features: Avalon, A 401 
combination radio-phono has full 
size automatic record-changer player 
with capacity of 10-12 or 12-10 in. 
records; 6-tube ac. set with A. 
V. C. and variable tone control 6 in. 
oval electrodynamic speaker; 19 in. 
wide, 16% in. deep, 12 in. high. 

Monterey, A 300 6-tube superhet 
features slide rule dial with bevel- 
edge lighting. 

Laguna A 301, 6-tube a.c. features 
push-button tuning with permeability 
tuned oscillator circuit in addition 
to manual tuning on fully illuminated 
slide rule dial; radio frequency am- 
plifier built-in loop antenna. 

Hacienda A-200 5-tube a.c.-d.c. 
with 5 in. p.m. dynamic speaker in 
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walnut or ivory plastic case; convex 
slide rule color blended dial. 

Catalina A 302 5-tube a.c.-d.c.; 
slide rule dial; self-contained an- 
tenna. 

Shasta Console model A-500 ra- 
dio-phono; all controls as well as 
phonograph with automatic record 
changer concealed beneath cabinet 
lid; 6-tube a.c. chassis with 10 in. 
speaker, high efficiency loop anten- 
na; permanent sapphire needle. 

Malibu Console A501 combina- 
tion; 9-tube a.c. chassis with stan- 
dard and 2 shortwave bands; push- 
button tuning; illuminated slide rule 
dial; 12 in. dynamic speaker; auto- 
matic phonograph plays 10-12 or 
12-10 in. records; wide range crystal 
1 wood; permanent sapphire needle, 
all models except Hacienda avail- 
able in walnut, mahogany or blond 
wood. 
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SONORA Combination 


Sonora Radio & Television Corp., 
325 N. Hoyne Ave., Chicago, Iil. 


Models: RGF-212 walnut and RGF- 


230 blonde Prima Vera radio-phone 
combination. 


Features: 5-tube a.c. superhet ; 


35-1620 k.c.; built-in Sonorascope 
loop—no aerial or ground required; 
translucent back-lighted dial; dy- 
namic speaker; A.V.C. 

Phonograph includes featherweight 


crystal pickup with permanent 
needle; pickup arm rest; 78 rpm 
self-starting motor; pushbutton on- 
off phono switch; plays 10 and 12 
in. records; curved lid and louvre- 
type speaker grille; cabinet. 14% in. 
wide, 93 in. deep; 114 in. high. 


Electrical Merchandising, March 15, 
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GARRARD Record Changer 


Garrard Sales Corp., 401 Broadway, 
lyn, N. 


Model: RC 60. ‘ 
Selling Features: A patented non-slip 


record spindle and a_ selector 
mechanism to handle mixed 10- and 
12-inch records in any combination ; 
governor-controlled motor can be 


adjusted to proper playing speed 
with a finger-tip control which per- 
mits correction for variations in line 
voltages and speeding up or retard- 
ing tempo according to individual 
tastes ; choice of magnetic pickup for 
interchangeable needles or a new 
l-oz. crystal cartridge; may be built 
into custom sets or replace record 
changers in present consoles. 


Electrical Merchandising, March 15, 
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NON-ELECTRICAL 
PRODUCTS 


PRESTO Pressure Cookers 


National Pressure Cooker Co., Eau 
Claire, Mich. 


Models: Presto and Presto “50”; and 


National ,No. 7 pressure cooker. 


Selling Feature: Presto cookers have 


patented Homec Seal which brings 
handles together in pressure-tight 
seal; indicator weight shows and 
controls pressure and tells when to 


start counting cooking time; Snap 
Ring automatically holds weight in 
position when steam is released; 
specially designed stainless steel 
vent pipe; both models 4 qt. capacity. 
National pressure cooker No. 7, 
also equipped with Homec Seal; 
easy to clean, made of cast aluminum 
alloy; tilted steam gauge puts dial 
at eye level for accurate, easy read- 
ing; heat resistant wood handles; 
no lugs or bands to tighten; 7 qts. 
canning capacity; holds 7 qt. jars 
or 9 pt. jars; complete with inset 
pans, rack, wire canning basket. 


Electrical Merchandising, March 15, 
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MIRRO-MATIC Pressure 
Cooker 


Aluminum Goods Mfg. Co., 
Manitowoc, Wis. 


Device: Mirro-Matic pressure pan. 
Selling Features: Mirro-Matic con- 


trol automatically limits pressure to 
the pressure set; gasket can 
moved or inserted in an instant, 
automatically locks cover when 
under operating pressure, simple to 
clean; opens and closes easily; 3 
pressure available: 15 lbs. for fresh 
vegetables, (except peas) dried 
fruits and vegetables and cereal; 10 
lbs. for meats, fish, soup and can- 
ning; and 5 Ibs. for fresh frozen 
vegetables, fresh peas, custard, maca- 
roni, spaghetti, noodles, rice; special 
Mirro alloy; domed cover, straight 
sides; 4-qt. capacity; reversible all 
aluminum cooking rack; heat-proof 
plastic handles; wide ‘bottom fits 
range unit; high polish finish. 


Electrical Merchandising, March 15, 


1946 
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Fan-Circulated Steam Heat On Chilly Days 


advertisements in eight* important 
national magazines will bring the cheery news to 
your customers . . . that here, at last, is a heater that 
gives an abundance of comforting steam heat on those 
chilly, damp days in the country. 


Real steam heat in minutes . . . fan-circulated 
evenly and gently throughout the room, a gentle flow 
of warm air floor to ceiling . .. not merely “fireplace” 
heat that toasts one side. Safe, too, for kiddies and 
pets. Luggage light, Wittie Heater, goes easily in a 
car... comes home again to give winter comfort. 


Profit by the immediate and winter-long demand 
for this outstanding heater. Write today for details. 

*In Cosmopolitan, Better Homes and Gardens, House and 
Garden, Field & Stream, Sports Afield, Outdoor Life, Popular 
Mechanics and Popular Science. 


A PORTABLE 
STEAM HEATING “*PLANT’’ 


SPECIFICATIONS; Fan circulates 90 cubic feet of steam 
heat per minute; ““Econo-Miser” Control turns fan and heat 
on-off intermittently, saves current; weighs only 32 lbs.; no 
exposed coils, and smooth-rounded cabinet never gets hot; baked 
Hammerloid finish; 1000 Watts, 110-120 volts AC 


WITTIE MFG. & SALES CO. 1414 s. wasasn AVE, CHICAGO 5, ILL. © Branch Offices and Representatives in Leading Cities 
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DISTRIBUTOR NEWS 


ALABAMA 


More than 1,500 dealers and their 
salesmen from all parts of Alabama 
and Florida visited the new building 
of the R. P. McDavid Co., Birming- 
ham, which on February 9 celebrated 
its twelfth anniversary with a showing 
of the products of the 28 manufacturers 
which it represents. The new home of 
the firm is located at 2nd Ave. and 
j4th St. and the newly acquired ware- 
house is at Ist Ave. and 17th St. Ac- 
cording to president R. P. McDavid, 
more that $5,000,000 in orders have 
already been received for appliances. 
Among the manufacturers represented 
by McDavid are RCA, Eureka, Cool- 
erator, ABC, Proctor, and Silex. 


ARIZONA 


The small manufacturers’ agency 
business of the J. E. Redmond Co., 
which was established in 1928 in 
Phoenix, Arizona, has grown into a 
$200,000 distributing business recently 
incorporated under the name of the 
J. E. Redmond Supply Co. The new 
business occupies 12,000 square feet 
i warehouse and office space at 400 
West Madison Ave. Officials of the 
firm are president J. E. Redmond and 
secretary-treasurer James T. Deppe. 
Mr. Deppe was formerly purchasing 
agent for the Central Arizona Light 
and Power Co., and G-E Supply. 


CALIFORNIA 


The William R. Whittaker Co., 
Ltd., Los Angeles, has been announced 
as southern California distributor for 
the Ecophone home radio division of 
the Hallicrafters Co., Chicago. The 
Whittaker Co., a firm relatively new 
to the West Coast, specialized in the 
iesign and manufacture of aircraft 
valves during the war. Ecophone sales 


W. R. WHITTAKER 


AV 


-D. R. LARRABEE 


will be directed for Whittaker by 
Yuane R. Larrabee, former sales man- 
ger for the E. J. Jordan Agency. 


GEORGIA 


W. T. Shackleford, president of the 
distributing firm of the same name, 
Atlanta, has announced that his firm 
has been named a distributor for Ice- 
berg Refrigerated Locker Systems, 
Inc. 

The Henry Grady Hotel in Atlanta 
was the scene February 18 of a dealer 
meeting conducted by the Graybar 
Electric Co. which featured a showing 
of 1946 Zenith radios and attracted 
over 500 dealers. H. E. Giles, Gray- 
bar district manager, and E. F. Lind- 
gren, Zenith district manager, con- 
ducted the display. Dealers were 
greeted by A. D. Hammond, southern 
district manager; J. A. Perrault, dis- 
trict credit manager; and C. H. Mc- 
Fee, district operating manager, all of 
Graybar. 


IOWA 


The Radio Trade Supply Co., whole- 
sale parts jobbing concern, has opened 
for business in Waterloo under the 
management of Mr. and Mrs. Harold 
A. Cook. 


LEADING LIGHTS in the distributing field are Marlin Associates of Dallas, Texas, 
which has just opened a new 20,000 square foot warehouse with offices and this dis- 


play room at Main and Hawkins Streets. 


MAINE 


David Gillman and Earl Brand, 
proprietors of Gill-Brand Products, 
Inc., Portland distributors of appli- 
ances and radios, have recently an- 
nounced the appointment of their firm 
as exclusive distributor in Maine for 
Howard radios. 


PRESENTATION PLAQUES: Cy Shobe, center, of Shobe, Inc., Memphis, Tenn., 


illustrates a point as he tells Theodore Allen Joh 


. left, public relations counsel, 


and E. F. Lindgren, of the Zenith Corp., about the awards which Shobe will make to 
Mid-South dealers who make the best presentation of Zenith radios and do the best 
“fixing-up" and modernizing job on their stores. One plaque will go to each winner, 


ILLINOIS 


L. D. Claybaugh has returned to 
Klaus Radio and Electric Co., Peoria, 
as sales manager. Other former em- 


-ployees who have returned from mili- 


tary service include Capt. J. Rogers 
Harlan, Cpl. Meriel Goodyear, Lt. 
Benjamin Klaus, and Lt. Joseph Klaus. 


INDIANA 


Brown and Hubert, Inc., Evansville, 
has been organized as a distributor of 
machinery and appliances from Ralph 
C. Hubert’s old company. Officers of 
the corporation, which has offices at 
216 Southeast 8th St., are president 
Hubert, Herman S. Brown, vice-presi- 
dent and treasurer, and Mrs. Hubert, 
secretary. 


LECTRICAL MERCHANDISING—MARCH 15, 1946 


MASSACHUSETTS 


The Allied Appliance Co., 111 Berk- 
eley St., Boston, is conducting a series 
of kitchen merchandising classes for 
dealers. The firm, which distributes 
Youngstown kitchens and major ap- 
pliances, has announced the addition of 
J. C. Harrington as manager of 
kitchen equipment and Isadore Wer- 
linsky as service manager. Guy G. 
Smith, promotional director, is con- 
ducting the schools, meetings of which 
are conducted in various New England 
cities, 


MISSOURI 


The Central Furniture and Appli- 
ance Co., appliance distributing firm of 
Boonville, was host in February to 63 
dealers who viewed the 1946 line of 


Whiting stokers. Chief address was 
made by W. H. Martin, representing 
the mayor of Boonville. Lionel Gieger, 
Central’s credit manager, outlined a 
new dealer floor plan and Frank X. 
Meehan, Whiting regional sales man- 
ager, described his factory’s adver- 
tising and sales programs. 


NEW JERSEY 


Joseph E. Horak has been appointed 
operating manager of the North 
Jersey Appliance Distributing Branch, 
General Electric Co., it was announced 
recently by manager J. C. Saur. A 
G-E employee since 1935, Mr. Horak 
has been a traveling auditor for the 
past six years. 


NEW YORK 


The Zenith Radionics Corp., Empire 
State Bldg., New York, presented the 
complete line of Zenith radios at an 
elaborate showing in February at the 
Ambassador Hotel. Visiting dealers 
and the press were conducted through 
the display by attendants. The opera- 
tion of the new Cobra Tone Arm was 
made visible through a plastic working 
model with a strategically located 
mirror. Luncheon followed the dis- 
play. 


OKLAHOMA 


Commercial Refrigeration Distribu- 
tors has been organized in Oklahoma 
City with Guy Gentry as manager. 
The firm distributes Esco milk coolers, 
Empire milking machines and General 
Electric refrigerators. 


TENNESSEE 


A new building to adjoin the present 
quarters of the Méillis-Morris Co., 
Memphis, will be constructed at 183- 
187 South Dudley St., giving the dis- 
tributing firm a total frontage of 215 
ft. The new addition will provide 
display rooms, offices, and a ware- 
house to facilitate the distribution of 
Motorola radios, appliances, refrigera- 
tors, and washing machines. The 26 
year-old firm has branches in Union 
City and Milan, Tenn., and in Green- 
ville and Tupelo, Miss. 


TEXAS 


Raco Appliance Distributors, Hous- 
ton, a division of the Southwestern 
Drug Corp., was host to 60 dealers at 
a recent meeting in the Rice Hotel. 
J. B. Donavan, Raco sales manager, 
presided and C. J. Filson of the Mull- 
ins Manufacturing Corp. was the prin- 
cipal speaker. 
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NEW BUSINESSES 


CONNECTICUT 


Stamford—Schumacher  Refrigera- 
tion Co. plans to erect a one-story 
electrical appliance store and ware- 
house on Elm St. 

Fairfield—Frank W, Carroll, police 
commissioner of Fairfield, has ex- 
panded his plumbing business at 
1989 Post Road into the electrical 
appliance field by opening a new 
store recently at the same site. 
Connecticut has the following new 
appliance and radio incorporations: 
Darien—Pierce Radio & Electric, 
Linden Ave., Noroton Heights, by 
Herbert F. Pierce, Crescent Rd., 
Westport. 

Meriden—Eastern Radio & Elec- 
by Chas. Harhut, 17 Twiss 
t. 

New Haven—Connecticut Electric 
Sales Co., 1311 Chapel St., by Al- 
fred W. and Dolly F. Chase, 183 
Westwood Rd., and Robt. F. Chase, 
71 Blake St., Hamden. 


Manchester—A. C. C. Appliance & 
Service Co., by James E. Marion and 
Elvin M. Sebert. 
Bloomfield—Bloomfield Radio Co., 
5 Wintonbury Ave. by C. A. 
Bowditch, Wintonbury Ave. 
Bridgeport—Yurdins Home Appli- 
ance, by A. A. and M. J. Yurdin, 
964 Madison Ave. 
Waterbury—United Electric Appli- 
ance Co., by Frank Mango, 20 Ged- 
des Terrace, by Andrew Stango, 62 
Avon Ave. 

New Haven—Nameo Sales, Inc.; to 
deal in electrical appliances; capital 
stock $50,000, commence business 
with $3000; incorporators: Robert 
D. Howells, Short Beach; Lee D. 
Brooks, Trumbull; Helen M. Finn, 
Bridgeport. 

New Britain—National Radio Serv- 
ice, Inc.; to deal in radios, etc.; capi- 
tal stock $50,000, commence busi- 
ness with $1050; incorporators: 
Peter Zakrzewski, Carl Stanley 
Walczewski, John J. Jankowski, all 
of New Britain. 


FLORIDA 


Ocala—W. R. MacKenzie and F. D. 
H. MacKenzie, operating as Mac- 
Kenzie Brothers, have opened an 
electrical appliance store at 17 N. 
Main St., with exclusive Hotpoint 
franchise and Coleman heating 
equipment. 


GEORGIA 


Millen—Carrying a line of electrical 
appliances, radios and kindred lines, 
the Tri County Appliance Co. re- 
cently opened at 130 Gray St., with 
J. C. Busby as manager. The same 
firm intends to open similar stores 
in Burke and Screven counties. 
Savannah—Reid Equipment Co. has 
opened at 204 E. Bay St., with a 
complete line of nationally adver- 
tised appliances Robert D. Reid, 
Jr., is proprietor 
Moultrie—RBernard Hambrick and 
Joseph A. Crecente have opened the 
Hambrick-Crecente Store here, fea- 
turing radios, etc. 

Macon—Walter M. Wellman and 
Emmett F. Garrett have started the 
Wellman Appliance Co. at 115 
Napier Ave., and have appliances 
available in limited quantities 
Cedartown—The Electronics Engi- 
neering Service was recently opened 
under the ownership and manage- 
ment of Chessley L. Hooper and 
Luther W. Martin. In addition to 
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doing repair and installations, they 
will carry a line of electric appli- 
ances. 


ILLINOIS 


Chenoa—ElImer Harms, who form- 
erly conducted his business in his 
home, is now located in a new radio 
electric service store. 
Clinton—Sarn-Oil Burner Supply 
Co. has commenced business as job- 
bers in oil burner parts, and will 
specialize in rebuilding and exchang- 
ing valves. 

Chicago—A new electrical appliance 
store has been opened by the Empire 
Radio & Appliance Co., at 734 W. 
North Ave. The firm is headed by 
Anthony Gregorian, with George A. 
Gregorian as an associate. Both 
were formerly with Majestic Radio 
& Television Co. 


Fort Wayne—Greim’s 
Shop has opened at 231 S. Harrison, 
featuring prominent makes of appli- 
ances. 


Appliance 


New Indiana appliance corporations 
include: 

Michigan City—La Porte Sales & 
Service Corp., 403 Willard Ave.; to 
deal in electrical and mechanical 
appliances; 100 shares n. p. v.; incor- 
porators: Edward A. Wronski, 
James C. Mullen, William A. Bailey, 
Marion A. Gannon and John 
Bailey. 

Jeffersonville—The Home Electric 
Co., Inc., 326 Spring St.; 150 shares 
of $100 p. v.; incorporators: Eugean 
L. Bussey, Marjorie M. Bussey, 
Benjamin A. Thees and Annette 
D. Thees. 

Indianapolis—George A. Brillhart 
Corp., 4190 Central Ave.; to deal in 
electrical machinery and appliances; 
incorporators: George A. Brillhart, 
George W. DeHart and Cameron P. 
De Hart. 


Scranton—A new appliance shop 
has been opened by Sherman Kline, 


ns Af, 


IME 
E 


WENGER'S WELCOME: The first shipment of Clarion radios to arrive in San Fran- 
cisco, Calif., for the E. C. Wenger Co., Oakland, came by TWA Air Freight just in 
time for the Western Furniture Mart's Spring Market and received a big welcome 
from the Wenger staff. Shown in the picture are Mr. Wenger, Charles Park, C. C. 
Malone, other members of the distributing firm, and Clarion'’s Eric Chemnitz. 


Chicago—Roseland Electric Appli- 
ance Co. has been incorporated to 
deal in electrical and home appli- 
ances, at 11448-50 S. Michigan Ave. 
Capital stock is 60 shares common 
p. v. $100, and incorporators are 
William F. Aring, Lloyd Van Hess 
and Wilbert L. Cue. 
Chicago—W ick Electrical Appliance 
Co., located at 6700 Jeffery Ave., has 
been incorporated to deal in appli- 
ances, with 250 shares common p. v. 
$100. Incorporators are Julius L. 
Simon, Reid Hutchison, Hans Ras- 
mussen, 


INDIANA 


Milroy—An electric appliance and 
service shop is being opened by Dale 
Gates and Carol Brooks in the Rush 
Tompkins Bldg., which they have 
purchased. 

Waynetown—M. R. Murdock and 
Mr. and Mrs. Paul Kelly have 
opened the Electric Sales & Service 
Co. The firm will sell Speedway 
home freezers and the Hotpoint line 
of home appliances. 


who states that a complete line of 
popular appliance brands will be 
handled as soon as available. 
Whiting—The Penrose Electric 
Shop and West Radio Store has 
been opened by Fred Penrose and 
Wesley Hopkins. Stocks are low, 
but the firm is busy with wiring, 
installation and repairs. 
Ireton—An electrical appliance shop 
has been started for Gerald Juffer, 
who is still in service. The remod- 
eled location will be known as Juff’s 
Electrical Store, and will handle 
Westinghouse and Philco lines. 


KENTUCKY 


Harrodsburg—The Bluegrass Elec- 
tric Co., capital $25,000, has been 
incorporated by Cecil Brown, E. M. 
Robertson, and C. E. Rankin. 


MINNESOTA 


Walker—Clifford Coombs has 
opened a new appliance store, hand- 
ling G-E products with a service and 
repair department. 
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Forest Lake—The Garmon Electric 
Co. has opened under the manage. 
ment of Max Garmon, to sell and 
service Norge, Hotpoint, Zenith ang 
Stromberg-Carlson products. Wep. 
dell Roush is in charge of service 
and Ernie Lyons handles installa: 
tion and wiring. 
Alexandria—Following his recent 
release from the army, Winfred 
Woolscraft has opened a new radio 
and appliance shop, under the name 
of Win’s Super Radio Service, 
handling several popular brands, 


MONTANA 


Bozeman—The City Electric (Co, 
has been started for the sale and 
service of appliances, by Emmett 
Corwine and William Kincade. 


NEBRASKA 


West Point—Mr. and Mrs. Walter 
Stoetzel have opened a home appli- 
ance store known as the Stoetzel 
Appliance Co., featuring advertised 
brands. 


NEW HAMPSHIRE 


Littleton—Houle’s_ Electric Shop, 
which features G-E, Kelvinator, 
Norge and the Bendix home laun- 
dry, has begun business in Littleton. 


NEW YORK 


New York City—Moco Appliance 
Co. has been established at 3404 
Church Ave., Brooklyn. Partners 
in the firm are Moses Cohen and 
Gerald Cohen. 


Binghamton—With Mack H. Fein 
as proprietor, Mac Fein’s Appli- 
ances, this city’s newest enterprise, 
has just opened for business at 148 
Water St. A complete line of both 
large and small appliances will be 
handled. 

New incorporations in New York 
state include the following: 


New York City—Tiret Electric Co., 
Inc., Queens; to deal in electrical 
appliances, supplies and fixtures; 
capital $20,000 in $100 shares; in- 
corporators: James J. Marett, John 
W. Coxe, Marianne Mainetty, 41 E. 
42nd St., New York City. 


New York City—Jaycel Company, 
Inc.; to deal in household and elec- 
trical appliances; capital of 

shares n. p. v. stock; incorporators: 
Elihu A. Nevick, Max E. Meyers, 
Lillian Hacker, 384 E. 149th St, 
Bronx. 
Rochester—Terama, Inc.; to deal in 
household electrical appliances, 
lamps, etc.; $10,000 capital in $100 
shares; incorporators: Rose Minas- 
siem, Simon Katz, Florence Kies- 
ling, 342 Madison Ave., New York 


ity. 
New York City—Crown Appliance, 
Inc.; electrical appliances; 1 
shares n. p. v. stock; incorporators: 
Samuel Davis, 140 Henry St., Brook- 
lyn; Robert Pitcoff, 200 E. 26th St., 
New York City; Samuel Wendel, 
414 Beach 36th St., Edgemere. 
Rochester—Fantaci Electric, Inc.; 
appliances for electricity; 150 shares 
n. p. v. stock; incorporators: Joseph 
Fantaci, Josephine G. Fantaci, 1597 
Clifford Ave.; Rose Lillian Cashotte, 
258 Nevarro Rd., Rochester. 
Spring Valley—L. & F. Appliance 
Co., Inc., to deal in electrical appli- 
ances; capital $10,000 in $100 shares; 
incorporators: Loyis Feenberg, 
David H. Levy, Sophie Pesner, 
Spring Valley. 
New York City—Arthur Herts & 
Co., Inc.; to deal in electrical appli- 
ances parts, etc.; 1000 shares n. p. V. 
stock;. incorporators: Arthur 
Herts, May E. Herts, Louis Hersh, 
Eleanor M. Hersh, 129 E. 82nd St. 
New York City. 
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NEW BUSINESSES 


NORTH CAROLINA 


Greensboro—The Music Shop, fea- 
turing radios, appliances and records, 
has been opened at 233-235 Summit 
Ave. by the Guilford Piano Co. 
O. C. Faircloth is manager. 

North Carolina has the following 
new appliance incorporations: 
Lexington—Carolina Appliance Co.; 
to deal in electrical appliances; capi- 
tal stock $100,000; incorporators: 
Frank P. Buck, G. C. Smith, both 
of Salisbury; E. G. Sides, of Rock- 
well. 

Durham—Robbins Appliances; to 
deal in electrical and mechanical 
equipment; capital stock $60,000; in- 
corporators: J. B. Robbins, Sigmund 
Meyer, J. B. Harris, all of Durham. 
Winston-Salem—Carolina Radio & 
Appliance Co.; to buy and sell elec- 
trical appliances; capital stock $50,- 
000; incorporators: Estelle F. Wall, 
Ruth King, Marvin F. Wall, all of 
Winston-Salem. 


OHIO 


Columbus—Ralph D. and Wendel 
A. King will operate an appliance 
store at 1288-90 Grandview Ave., 
following remodeling. Under the 
name of King Sales Co., a partner- 
ship, they will handle gas and elec- 
tric appliances. 

Columbus—Joseph T. Ferguson 
Associates, Inc., was recently incor- 
porated by Mr. Ferguson, who is 
Ohio State auditor; Lewis N. Lader- 
man of Toledo; J. Koesler and 
F. C. Greenhill. The firm will 
market appliances, etc. 


OKLAHOMA 


Stillwater—V. D. Hamilton and 
Vernon Hamilton have opened their 
new Hamilton Electric Appliance 
store at 905 Main St. Some fea- 
tured lines are Norge, Dearborn, 
Manning-Bowman, Farnsworth, 
Motorola and Miracle. 


PENNSYLVANIA 


Pittsburgh—The Ridge Appliance 
Co. has been established with head- 
quarters at 4619 Forbes St., to deal 
in electrical and household appli- 
ances. Principals of the firm are 
listed as John S. Ridge and Anna E. 
Ridge. 


RHODE ISLAND 


Providence—Anderberg’s Inc.; to 
deal in appliances and allied lines; 
capital stock 600 shares, n. p. v. 
common; incorporators: Samson 
Nathanson, Lester J. Robinson, 
Providence; and Christine M. Nanni, 
Johnston. 

Newport—Newport Appliance Cen- 
ter, Inc.; appliance sales and repair; 
capital stock 75 shares, n. p. v. com- 
mon; incorporators: Bertram E. 
Spingler, Catherine W. Betty, Mid- 
dletown; Henry W. Beach, New- 
port. 


SOUTH DAKOTA 


Lemmon—An electric shop and 
appliance sales room has _ been 
opened by John Nelson, who has 
leased the same store he occupied 
before the war. 
Mobridge—Ephraim and _ Christ 
Rempfer, son and father, have 
opened the Rempfer Electric Appli- 
ance Store, and have added a re- 
pair and service shop. 


TEXAS 


Mercedes—A new electrical appli- 
ance retail store is being opened 
here by Dick Bigden in the Wattson 
Building. A complete line is to be 
handled. 

Brownsville—The Star Electric Co., 
Inc., has been issued a_ charter. 
Capital stock was listed as $20,000, 
paid in by R. W. Pitts, A. J. Vano 
and Mrs. R. W. Pitts, all of Browns- 
ville. 


LIKE A FIGHTER'S SECONDS are these Westinghouse executives inspecting the 
Champion range as it nears the end of the assembly line. Pictured are T. J. Newcomb, 
left, sales manager of the appliance division, Dean Fighter, superintendent of range 
production, and R. M. Beatty, manager of the range department, who is explaining 
the advantages of the fast heating Corox unit. 
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TWO VIEWS of the new Admiral Corp. showroom in the Furniture Mart, Chicago. 
Remodeling of the display space was completed at a cost of $25,000 just in time 
for the opening of the Housewares Show. The left half of the room is occupied by 
refrigerators and ranges. The effect of distance is created by the solid light shaft on 
the ceiling extending for almost 100 feet. In the center is the reception desk and on 


the right is the radio section. 


The photographic montage above the paneling 
is composed of pictures taken at the Admiral plant. 


Offices of Seymour Mintz, 


advertising director, and Wallace C. Johnson, director of field activities, are in 


the rear. 


vERMONT 


St. Johnsbury—Forrest I. Grapes 
has opened his Modern Home Appli- 
ances store on East St. Johnsbury 
Rd. in the Warren Garage. Two 
servicemen will be available to 
service appliances. 
Westminster-Putney—Bemis-Kelle- 
ther, Inc., of Westminster-Putney R. 
F. D. 1, has filed articles to sell and 
service appliances and allied lines. 
100 shares of n. p. v. common stock 
are authorized. Incorporators are 
Arthur H. Bemis of Westminster 
Station, Margaret J. Kelleher of 
Putney and James E. Bigelow of 
Bellows Falls. 


WISCONSIN 


Madison—The hardware firm of 
Wolf, Kubly & Hirsig has acquired 
property for the erection of a store 
devoted exclusively to appliances, 
according to Louis Hirsig, president 
of the company. Well known lines 
will be handled. 


Monroe—Two veterans, Kenneth L. 
Smith and Ralph O. Phillips, have 
opened the Phillips & Smith Elec- 
trical Shop, and will market appli- 
ances, in addition to featuring serv- 
ice aud repair work. 

Webster—The S. & K. Electric Co. 
has been formed here by Bill Stabin 
and Francis Kleman. At present 
only samples are being shown and 
orders taken, but a stock is expected 
soon. Service and repairs are also 
available. 


Appleton—The firm of Eisele, Inc., 
has been formed, with capital stock 
of 500 shares n. p. v., to deal in elec- 
trical appliances, etc. Incorporators 
are M. G. Gorrow, Dudley E. Eisele, 
Alfred S. Bradford. 

Beaver Dam—Reliable Record & 
Appliance Shop has opened for 
business at 221 Front St., with a 
complete line. 


Brillion—Walter Moore has pur- 
chased the Grothe Bldg. here, for- 
merly occupied by a Gamble Store. 
An appliance and radio store, with 
service, is to be opened by Moore, 
who formerly operated the Moore 
Tire & Battery station here. 


Manitowoc—The Manitowoc Cold 
Storage Co. has opened a new de- 
partment, the sales and service of all 
electrical appliances. One complete 
floor of the plant has been remod- 
eled for the department, according 
to Fred H. Borcherdt, president and 
manager of the firm. 


WYOMING 


Sheridan—An electrical appliance 
and household supply store has been 
opened, with A. R. Stott as presi- 
dent; M. E. Stott, vice-president; 
Allen D. Morton, secretary; and 
W. J. Hughey, treasurer. 
Sundance—The Sundance Electric 
Shop is open for business, according 
to M. D. Cheshier, owner. A stock 
is expected shortly; in the meantime, 
Mr. Cheshier is busy with repairs 
and wiring. 


PAGE 23 


tric | 
= 
3 
alter 
»pli- | 
ised 
} 
| 
hop, 
ator, 
aun- 
i 
John 
1 E. | 
any, | 
200 
tors: 
ts & | 
ppli- 
p- Vv. 
H. 
ersh, 
i St, 


1S Cents a Word, Minimum Charge $3.00. 
POSITIONS WANTED (full or part time 
salaried employment only) '/2 the above 
rates payable in advance. 
BOX NUMBERS—Care of 
York, Chicago or San 
count as 10 words. 
DISCOUNT of 10% if full payment is made 
in advance for 4 consecutive insertions. 


ublication New 
rancisco offices 


SEARCHLIGHT SECTION 


(Classified Advertising) 


SELLING : : MERCHANDISE 
"OPPORTUNITIES": 
UNDISPLAYED RATES———_ DISPLAYED 


INDIVIDUAL SPACES with border rules for 
prominent display of advertisements. 


The advertising rate is $9.00 per inch for 
all advertising appearing on other than a 
contract basis. Contract rates quoted on 
request. 

AN ADVERTISING INCH is measured %" 
vertically on a column —4 columns — 4 
inches to a page. E. 


®WANTED 


A RADIO EXECUTIVE 


To manage Radio Division of an 
established New York manufacturer 
entering the radio field. The man 
we need must have pre-war mana- 
gerial radio experience with recog- 
nized companies. He must assume 
responsibility for the engineering, 
costs, design, procurement and pro- 
duction for our entire radio program. 
He must enjoy a good reputation in 
the radio industry; must have ad- 
vantage of valuable contacts with 
sources of supply; and must have 
ready answers regarding the radio 
business at his finger tips. We want 
a top notch man and will pay sal- 
ary commensurate with ability and 
standing in the industry. 

Our management officials know of 
this advertisement.—Please submit 
detailed resume of your background 
and experience. All information sup- 
plied will be held in strictest con- 
fidence. 

P-865, Electrical Merchan 
130 West 42nd St., New York 18, N. Y. 


Major and Small 
Appliance Manufacturers 


a very active and well organized 
SERVICE STATION in 
METROPOLITAN NEW YORK 
financially responsible and capably 
managed, with a thoroughly effi- 
cient and well trained force of 
mechanics, shop and years of ex- 
perience, is seeking additional 

Factory Authorized Services. 

We can increase the sale of your 
products through our service. 

We can relieve you of your serv- 
ice problems. 

We serve homes, hospitals, ships 
hotels, large management com- 
panies, dealers and others. 

RA-877, Electrical Merchandising 

330 West 42nd 8St., New York 18, N. Y. 


Veteran’s Sales Associates, 
Manufacturers Representatives covering 
Trade and 
Offices and showrooms, 
308 Fannin Bidg., Houston 2, Texas 


Texas seek additional lines. 
bank references. 


WESTERN CANADA 


Old established, Aggressive Electric Supply whole- 
sale with three fully equipped Branch Warehouses 
covering Manitoba, Saskatchewan, Alberta desires. 

Approved wiring device and appliance lines 110 
AC 60 cycle and 32 volts D.C. 
credit_ references, 


Electric Limited, 


Finest Bank and 


| Wael ERE To Buy 
| Parts, Services & 
Accessories 


WASHING MACHINE PARTS 


“For any and all makes” 
Most complete stock in N. W. 
Prompt Service 
Minnesota Appliance Parts Co, 


191 W. 7th St. St. Poul 2, Mina. 


Your Inquiries to 
Advertisers Will 


Have Special Value... 


—for you—the advertiser—and the 
publisher, if you mention this pub- 
lication. Advertisers value highly 
this evidence of the publication you 
read. Satisfied advertisers enable the 
publisher to secure more advertisers 
and—more advertisers mean more 
information on more products of 
better service—more value—to 
YOU. 


Business News Publishing Co 25 


Electric Equipment Co., Ltd 24 
Fairbanks, Morse & Co , 18 
Hotpoint Third Cover 


Interstate Electric Supply Co.. 25 
Little Burner Co., H. C . 
Minnesota Appliance Parts Co.. 24 


Norge Division, Borg - Warner 
Corp. 


INDEX TO ADVERTISERS 
MARCH 15, 1946 


Nu-Tone, Inc. 
Parts, Services & Accessories... 24 
Premier Vacuum Cleaner Div. 
General Electric Co 
Silex Company, The........... 17 
Veterans Service Assoc.... — 
Where to Buy 
Wittie Mfg. & Sales Co....... 20 


Kitchens Div. of 
Mullins Mfg. Corp... Fourth Cover 


Youngstown 
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DEPARTMENT STORES 


The Fair Makes Falk 
Merchandise Manager 


Julian Falk, buyer of juvenile furni- 
ture and toys for the past five years at 
The Fair, Chicago department store, 
has been promoted to merchandise 
manager in charge of appliances, ra- 
dios, toys, lamps, housewares, china, 
pictures and silverware. 


Davis Appoints Sabel 
Appliance Buyer 


New manager and buyer of electrical 
appliances and radios for the Davis 
Stores, Inc., Chicago, is Alfred E. 
Sabel, according to an announcement 
by B. M. Sabel, president. Mr. Alfred 
Sabel has been connected with the 
Hyland Electrical Supply Co. for the 
last 20 years. He will enlarge and 
modernize the appliance department. 


Frank & Seder to 
Stock Appliances 


Victor W. Sincere, president and 
general manager of the Frank & Seder 
Department Store, Detroit, Mich., has 
announced that the firm will stock some 
appliances on the third floor as soon as 
appliances again become available. 


Frederick & Nelson Plans 
$5,000,000 Expansion 


Demonstrations will be more im- 
portant than sales talks in the new 
electrical appliance section which Fred- 
erick and Nelson, Seattle division of 
Marshall Field & Co., plans as part of 
its $5,000,000 expansion program. 
“With manufacturers resuming pro- 
duction and more space to be available, 
we plan one of the most complete elec- 
trical appliance sections on the Pacific 
Coast,” said F. L. Gilbert, divisional 
merchandise manager of home furnish- 
ings. 

The first phase of the company’s 
expansion, for which $2,000,000 in con- 
tracts have already been let, includes 
partial construction of three more 
stories on the present building, removal 
of the freight concourse to the base- 
ment to increase main floor sales 
space by 20 percent and installation of 
escalators and high speed elevators. 


Eser Gets Hub 
Appliance Post 


New buyer of large and smal! appli. 
ances for The Hub, Baltimore depart. 
ment store, is Gerry Eser, until re. 
cently an executive of the Smaller War 
Plants Corp. Prior to government 
service Mr. Eser was with Hochschild, 
Kohn and Co. 


Barber Again Heads 
Ward Appliance Divisions 


Howard R. Barber has returned to 
Montgomery Ward & Co. as depart- 
ment manager of the appliance di- 
visions. Mr. Barber will be responsj- 
ble for the merchandising of radios, 
washers, vacuum cleaners, refrigera- 
tors, sewing machines, ironers, and 
stoves. 


Benzel Gets Post 
at St. Louis Store 


Scruggs, Vandervoort & Barney, St. 
Louis, Mo., department store, has an- 
nounced the appointment of Edward F. 
Benzel as merchandise manager of its 
home furnishings department, which 
includes small appliances and radios. 


R. H. White's 
Loses Paterson 


John A. Paterson, divisional merch- 
andising manager of major appliances, 
home furnishings, domestics, piece 
goods, and toys at R. H. White’s, Bos- 
ton, has left that organization. Mr. 
Paterson joined the firm in 1942. 
Previously he had been divisional 
merchandise manager at Goldblatt’s 
and prior to that he had been with 
Bloomingdale’s for 16 years. 


Cohen Appliance 
Buyer at Gimbels 


Just released from active duty with 
the Navy, Paul A. Cohen has been 
named buyer of major appliances, ra- 
dios and phonograph records for Gim- 
bel Brothers, N. Y. Richard Falcone, 
an Army Veteran, will serve as Mr. 
Cohen’s assistant. Mr. Cohen for- 
merly bought radios and men’s furnish- 
ings for Bloomingdale Brothers. 


SPOTLIGHT ON APPLIANCES: Part of the $5,000,000 expansion plan of Frederick 
and Nelson, Seattle division of Marshall Field, involves appliance displays such 2s 


the group in the photograph. 
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EXPANSION RESULTS: The architect's drawing of Hale Brothers’ proposed new 


store at 735 Market St., San Francisco, features large window space and modern 
treatment. The interior floor plan includes curved fixtures and excludes straight 


aisles and wall angles. 


Hale Bros. Plans 
New Appliance Unit 


The first post-war expansion of 
Hale Brothers’ appliance and radio 
jivision, as announced by president 
Marshal Hale, involves the leasing of 
property at 735 Market St. San 
Francisco, with opening of the 16,000 
square foot building scheduled for 
midsummer. The building will be com- 
pletely remodeled for “Fluid Floor 
Arrangement,” a device which empha- 
sizes Customer convenience and stra- 


tegic merchandise display. Radios will 
occupy one half of the main floor and 


small appliances the other half. 
A 200 seat auditorium is planned 


for the demonstration of cooking, 


vashing, refrigerating, and, possibly, 
idlevising facilities. 


Bon Marche Opens 
Appliance Department 


The Bon Marche store in Seattle, 
Wash., has announced the opening of 
ts new major appliance department. 
Featured are a model kitchen, an audi- 
torium and a home laundry. 


Kimbrell's Plans 
Modernizing Program 


Kimbrell’s Furniture Store in Char- 

lotte, N. C., has revealed plans for a 
modernization program. Several new 
tepartments will be added. J. E. 
drowning, general manager, states 
that new lines of appliances, washing 
machines, radios, and stoves will be 
carried. 


Third Smith-Phillips 
Unit to Open in Ohio 


Smith-Phillips Co., East Liverpool, 
hio, furniture and music store, has 
tased a building in Canton, Ohio, 
where it will open its third unit. Robert 
B. Davis, vice-president of the firm, 
will manage the new outlet which will 
xcupy 42,000 square feet of floor space 
m the former Canton Repository 
Building. 


Newton & Wenz Named 
As Hotpoint Dealer 

Newton & Wenz, Beaver Dam, Wis- 
‘onsin, department store, has been 


tamed a dealer for Hotpoint appliances 
y the Edison General Electric Co. 


LECTRICAL 


Turner Manager of 
McClenny Radios 


The McClenny Furniture Co., Cairo, 
Ga., has announced the appointment of 
Warren T. Turner as manager of its 
radio department. 


Nead Heads Diamond 
Appliance Department 


The Diamond Dry Goods Co., Phoe- 
nix, Arizona, has announced the ap- 
pointment of Ward Nead as manager 
of its new appliance department. 


Pittsburgh Store Gives 
Free Lighting Lectures 


Boggs & Buhl, Pittsburgh depart- 
ment store, recently conducted a series 
of free demonstrations and lectures on 
electricity and its uses in the home. 
The programs were arranged by West- 
inghouse and Duquesne Light home- 
planning experts and ran _ from 
February 8 to March 15. Subjects 
covered included adequate wiring, 
home freezing, interior lighting, kit- 
chen planning, small appliances, and 
electric ranges. 


Greensboro Store 
Moves to New Home 


Rhodes-Perdue, Greensboro depart- 
ment store, moved into its new home 
at 1127 North Green St. before alter- 
ations were completed, but announced 
that it was doing business as usual. 
Its appliance department includes 
Admiral refrigerators and radios in its 
stock. 


New Furniture Firm 
Opens in Toledo 


The Howard Furniture Store has 
opened for business in Toledo, Ohio, 
under the management of Howard 
Eller. Mr. Eller said that the store 
plans to handle General Electric major 
appliances. 


Hastings Furniture 
to Expand Appliances 


The Hastings Furniture Co., Reids- 
ville, N. C., has plans to expand its 
stock of electrical appliances and re- 
frigerators, according to a statement by 
owner Paul D. Hastings. 
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GITIONING 
DIREGTORY 


* FIRST “\. SOON to be published . . . the first edition 
POSTWAR since 1942. Over 300 pages of important 
PRINTING data, up-to-the-minute listings of manufac- 

EAGERLY turers, products, executive personnel—a wealth 
pee. of vital information on this giant, potential 
AWAITED world market industry. 

BY THE Reservations are reaching us daily, although 
INDUSTRY choice positions (nearest your indexed prod- 
uct classification) are still available. Place 

* 28,000 your sales message in this directory, where 

7 it will be seen and read by everybody in 
CIRCULATION the industry. Write or wire us for rates and 
GUARANTEED reservation. 


PUBLISHERS OF REFRIGERATION AND AIR CONDITIONING DIRECTORY 


BUSINESS NEWS co. 


450 W. FORT STREET . . DETROIT 26, MICHIGAN 


MASTER-DE LUXE 2 BURNER TABLE STOVE MODEL 17 
COMPLETE RANGE OF 6 COOKING HEATS 


High, medium and low heats on both burners. 
From simmering low to keep food at serving temperatures, to excess 


high for pan broiling and frying. 


List 5% more in Zone 2 
1 F.0.B. Chicago 


Tax Included 


Sold only in 
Standard Cartons 
of 8 Stoves 


Net $9.95 
each 


ELECTRIC COFFEE MAKER SET 


Consists of a beautiful Electric Coffee Maker Stove, 8 cup Glass Coffee 
Maker, attachment for Grilling, also attachment for Making Toast. 
Standard packages of six sets. Each Net 36. 


BELDEN DE LUXE IRON CORDS 


Cutler-Hammer-Plug, 10,000 Cycle Heavy Duty. Lots of 50— 


ELECTRIC ROOM HEATER 


OPA approved ............ list $6.95. 
Modern cabinet model. Junior = all purpose durable heater. Standard 
packages of six heaters. Each Net 95 


IMMEDIATE DELIVERY on each of the above listed items 


2% discount. Check with order or C. O. D. 
Rallway Express only F. 0. B. Chicago. 


INTERSTATE ELECTRIC SUPPLY CO. 


(NATIONAL DISTRIBUTORS) 
4754-56 CLARK CHICAGO 40, ILLINOIS 
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Competition Ahead in 
Appliance Financing 


Competition shows signs of being 
a keen factor in the financing of in- 
stalment paper, as well as in the sale 
of appliances and radio, once goods 
come off the lines in any quantity. 

Spurred by the interest shown by 
local banking circles in this business 
some of the larger instalment credit 
houses have been revamping their 
financing plans in order to maintain 
the important position they played in 
the business before the war. 


3 Percent Interest 


A recent interview with Howard 
Wynegar, president of the Commercial 
Credit Co., for instance, reveals that 
the company offers a wholesale, or 
floor plan arrangement, which costs the 
dealer only 3 percent simple interest 
after payment of a small flat charge. 
This 3 percent simple interest figures to 
be only } of 1 percent per month based 
on the average daily amount of whole- 
sale outstanding. These charges for 
wholesale financing are said to be the 
lowest ever made available to the in- 
dustry. 

“Is it possible,” it was asked Mr. 
Wynegar, “for the average appliance 
dealer to buy enough merchandise stock 
out of his own funds to supply the buy- 
ing market ahead of him?” In Mr. 
Wynegar’s opinion the term “average 
dealer” is a misnomer. As he ex- 
pressed it, “We don’t dare devise fi- 
nancing plans to serve just the so called 
average dealer. In the first place no 
one really knows who an average 
dealer is these days. Let us consider 
your question as applied to dealers by 
and large—big and little. A financing 
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Commercial Credit 
Announces New 3 Percent 
Floor Plan 


service properly operated should be 
prepared to serve all of them.” 
“Covering the field then, let us as- 
sume that all dealers hope to obtain a 
maximum amount of sales from the 
greatest mass market ever offered 
them. With that objective I will say 
that sooner or later practically all of 
the dealers will find themselves doing 
a “stop and go” business. That is— 
unless they employ a certain amount 
of outside funds in their operation.” 


Fast Turnover Entails Capital 


“You must consider,” cautioned Mr. 
Wynegar, “the comparative flow of 
merchandise deliveries as against 
working capital outlay. The success- 
ful operation of a radio-appliance deal- 
ership is contingent on a fast and con- 
tinuous turnover of merchandise in a 
sizeable volume. The present market 
definitely assures a tremendous volume 
of sales, but most dealers will find 
themselves selling merchandise faster 
than their working funds can accumu- 
late. Their entire working capital may 
at times be tied up in certain types of 
equipment on order. Difficulties in 
delivery, transportation and seasonal 
trends prevent a smooth flow of cash 
as well as merchandise.” 

To answer this working capital 
problem for dealers, national sales 
finance companies, such as Commercial 


CAMPAIGN CONFAB: Executives of the Commercial Credit Corp. get together 
in Baltimore to map a campaign for consumer and dealer financing of appliance 
buying. Left to right are H. B. Mathews, vice-president; H. L. Wynegar, president; 
E. C. Wareheim, executive vice-president; W. S. Wylie, vice-president. 


Credit, offer a wholesale plan of 
financing merchandise from factory 
or distributor to the dealer’s floor or 
warehouse. Since the finance company 
supplies nearly all of the cash on these 
shipments, and waits for its money 
until the dealer sells the appliances, 
there is very little of the dealer’s cash 
tied up in inventory—provided, of 
course, he orders within discretionary 
limits. 

The wholesale plan offers most deal- 
ers the opportunity of successfully 
competing with chain stores, depart- 
ment stores and utilities in the matter 
of large and attractive displays of new 
products. The plan offers the dealer 
plenty of latitude in the all important 
function of gauging his market and his 
ability to serve it. 

For practical purposes, the 3% in- 
terest figures to be only 4 of 1% per 
month based on the average daily 
amount of wholesale outstanding. Since 
wholesale items are paid off as sold, 
and the amount being financed fluctu- 
ates greatly, the system of basing the 
charge on the average daily balance 
means that the dealer is never required 
to pay interest on money that is not in 
actual use. For that reason alone many 
dealers prefer this plan to bank bor- 
rowing where interest is being paid on 
money that is not always in use. 

Insurance protection, including fire, 
theft, transportation and certain other 
coverages, is provided at no extra cost 
to the dealer under the Commercial 
Credit Plan. This insurance covers the 


full invoice price of the appliances 
being financed. 


Dealer Requirements 


“Is there any yardstick method of 
figuring how much permanent capital 
a dealer should have in his business 
to pass your credit requirements for 
wholesale accommodation?” we asked 
Mr. Wynegar. “Your question,” he 
said, “reminds me of the one someone 
asked Abraham Lincoln: ‘How long 
should a man’s legs be?’ His answer 
was, ‘Long enough to reach the 
ground.’ That is about the way we 
feel about a dealer’s financial respon- 
sibility. If it is apparent that he has 
the character and the capacity to con- 
duct a successful business and at the 
same time has enough capital to asuur: 
us that he can survive under his over- 
head during less promising business 
cycles, our wholesale and retail finance 
facilities are available to him.” 

A particular point for dealers t 
bear in mind is that wholesale financing 
is regarded by the finance companies 
as an accesory service to help dealers 
make more sales. At present low 
charges this particular type of financ- 
ing shows little, if any, profit to the 
lender, who offers it only for the above 
reason and because it creates retail in- 
stalment paper which is profitable. 
For that reason dealers should use the 
financing agency which accommodates 
them on wholesale financing by sending 
them the contracts for all retail time 
sales financing. 


“HARVEY WANTED A BIKE AND | WANTED MY RUGS CLEANED” 
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One of a series of excerpts from the Hotpoint 
library of Planned Electrical Merchandising. 


@ Floor display can do a tremendous emotional bd 
her selling job...the kind that makes a prospect FEEL she should 
nt; own the appliance, instead of just thinking about it. e 
In appliance stores the country over, not one a 
' display in ten does the best possible job 
iances 
with all customers. Not enough importance e 
is attached to arranging appliances to 
answer these customer-questions at a glance: e 
10d of 
capital What is it? Why look at it? . 
<_ What does it do? How does it do it? 
$ for 
ested Does it open up to show more? - 
1,” he ‘ 
eaeene @ For an effective range display, follow these simple steps: e 
long Group enough ranges together to shout to a customer :'‘Here are 
inswer the ranges!’’ An overhead banner says: “See the important new e 
h the fi f . 
ayes convenience features of the Hotpoint Automatic Electric Range. 
espon- As the customer comes closer the group “stops talking” in favor 
he has of a range that calls the customer's attention to a single 
aed feature with a sign: “This range cooks a meal for 8 people * 
onion automatically.” The specific appeal brings the customer 
; over- over to see how it is done. She will want to open the oven e 
— door and investigate all the other important features. 
finance 
; The display has done a SELLING job! 
ers ti 
ancing Copr. 1946 Edison Genera! Electric Appliance Co., Inc., Chicago * 
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ONEER'S 


EVOLUTIONARY STYLING that keeps pace with public acceptance; new models can be 


added to thousands of pre-war installations . . . 


PLUS THESE FEATURES 


A Complete Line of enameled steel cabinet sinks, cabinets, and accessories, made to 
highest quality standards in every detail. Styles and sizes for kitchens of every type, 
from compact arrangements in moderately priced homes to the most expensive custom 
installations. The finest equipment ever offered to meet the tremendous demand for 
attractive, work-saving kitchens. . . 


Expanded Production, dedicated 100° to Youngstown dealers and distributors 


Continuing Mass Market Promotion, featuring low-cost units of sale that have the 
greatest appeal for the largest number of buyers . 


Pre-War Dealer Profit Margins, maintained to make Youngstown kitchens the best- 
paying line of merchandise you have ever sold... 


MEANS PROFITS WITH 


More than 10,000 retailers are set to make substantial profits selling Youngstown cabinet Jar 
sinks and cabinets, according to the proved Youngstown merchandising plan. 

Some territories are still open. If you are interested, let us know. C 

Se 


MULLINS MANUFACTURING CORPORATION, Warren, Ohio 


Porcelain Enameled Products, Large Pressed Metal Parts, Design Engineering Service 


OF KITCHEN MERCHANDISING 
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